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1/20 12k. GOLD FILLED 


TO RETAIL AT 





each 


or MATCHED 10 
SETS, only oe 


PENDANT — No. 107 
EARRINGS — No. 4025 
Simulated colored stones 


J ere’s another 


SQV SVT volume-boosting gold 
ee ae filled line for Spring 
Simulated Pearls from Van Dell... 
| ) combining superb 
craftsmanship and high 
quality with a traffic- 





building price... 
pendants to retail at — pve monm - enon 
$5*, or with matching ee 
earrings at $10*. This 
assortment will lift 
your Spring sales 
to a new high! 
PENDANT — No. 102 


EARRINGS — No. 4049 
Simulated Pearls 





PENDANT — No. 163 
EARRINGS — No. 4012 
Simulated colored stones 


Order the complete 
EARRINGS 
stipe ert assortment from your 
mutat earis 
~ wholesaler — TODAY 


*plus Federal Tax 





thru wholesalers only 
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PENDANT — No. 275 


VAN DELL CORPORATION * PROVIDENCE 3 * RHODE ISLAND EARRINGS — No. 4545 











In these exquisite rings we have preserved the 
true spirit of the Early American jewelers’ art. KON-ITE 
Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 
with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 
stock for immediate delivery. They may be purchased unset 
as shown or, upon order, complete with stones to suit the 


customer’s taste and price range. Earrings available to match. 


Brochures showing 17 designs will be sent upon request. 
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No. 1664/7 
7 stones, high center 


No. 549/7. 


9 stone cluster, high center 


No. 2156/7 
9 stone square top 


sh. 


A. SAUER @& CC 


KONITE BUILDING 


Cincinnati 2, Ohio 
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June's graduates are one of the 
jeweler's most important markets. 
Representing immediate income from 
graduation gifts, these ‘teen-agers 
are the jeweler's bridal customers of 
tomorrow. To the extent he makes 
them the friends of his store today, 
will his business benefit from their 
trade in the future. Typifying the 
interest in jewelry by these young- 
sters is this photograph taken at the 
jewelry store of L. J. Radd, of West 
New York, N. J. 
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Marce combines patrician 
simplicity with sheer elegance in a 
new collection of diamond-bracelet 
watches... distinguished in design, 


flawless in execution ...in the 
tradition of WBO craftsmanship. 





1950 








WILLIAM B. 


OGUSH, INC. 


CREATORS OF GOLD & PLATINUM JEWELRY AND WATCH CASES 
ENJOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET 


W, | NEW YORK 23, N. Y. 
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The urge to buy starts with the eye 








\W/14K GOLD FILLED 


Look for this stamp on the outside of the case 
when buying watches. It tells at a glance the qual- 


ity of the case. It is also your assurance that the 
fine movement has the protection of precision case 
- 2 


craftsmanship... plus the distinctive beauty for 
which Wadsworth is renowned. 
WATCH CASES 


designed to custom-fit fine watch movements 








In the same fine tradition ... beautiful, nationally advertised WADSWORTH POWDER CASES 
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NEW SIMMONS ACCESSORIES 


Here are accessories that mean fast action... sure 
sales . . . repeat business. Strikingly new and different, these Simmons 
tie clips, knives and cuff links, are a smart combination of Simmons Quality 
Gold Filled and red or tan genuine Oriental Lizard. They 
can’t miss. They’ll move fast. Stock a plentiful supply. 


RES iumand_ 


COMPANY, ATTLEBORO, MASS. 





MAKERS OF SIMMONS CHAINS « SOLD THROUGH AUTHORIZED WHOLESALE JEWELRY DISTRIBUTORS 
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Don’t confuse thi 


$ Cosi); 
GOLD CREST oli, | 


cigarette case with soe 
“re-usable” packages 

You could ask—and wet 
$5.00 for the case alon,! 
You give it away PREF! 


2 Most-Wanted Gifts 
For Price of Watch Band Alone! 





Cosi); 











Almost everybody wears a wrist watch. Almost everybody 
smokes cigarettes. That’s why when you display and 
advertise this sensational FREE GIFT offer almost 
everybody is a hot prospect. This stunning GOLD CREST 
combination is irresistible. A magnificent cigarette case, 
and the most distinctive watch band ever designed— 

for the price of the band alone! 


Your customers would gladly pay $5.00 for this entirely 
new, entirely different cigarette case. Wafer thin! 
Feather-light! Streamlined! Won’t bulge pocket or purse. 
Exclusive modern design with distinguished gold crest 
sharply embossed on gold-toned cover. It’s a case you offer 
with confidence in its value—a case your customer 

will display with pride! 


No wonder jewelers are hailing this winning combination 
as the greatest promotional opportunity for Mother’s Day, 
Father’s Day, graduations, weddings, anniversaries, 
birthdays—or for any other day! Only you can make this 
sensational Free Gift offer, because only jewelers can get it! 


FREE to your customers 


any GOLD CREST 
watch attachment 


Each $12.95, including Fed. Tax. 
1/20-12K yellow, pink, white 
gold-filled tops; non-corrosive 
stainless steel backs. ~ 
Individually gift-packaged in a |. 
exclusive GOLD CREST Cigarette ; 

Case; with Bretton’s famous 
Guarantee Bond. 





SI 


Here’s The Sensational FREE Gift Offer 
You Need To Lure Customers Into Your Store! 
























Note trim, slim 

modern design and precision 
construction, In luxurious 
chamois cover—stunning 
individual gold and black 


gift carton, 


Se 





GOLD CREST—The outstanding 
watch band design of all! 








RING SETS 
WITH 
QUALITY 
CENTER 


DIAMONDS 
14K GOLD and 
10% IRID-PLAT. 
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| 23 ,Ae/7_ DIAMOND RINGS 








Rings enlarged 
to show detail 


SELL MORE 
DIAMOND RINGS 
Feature These Fine Quality 
with FULL-CUT 
CENTER DIAMONDS 
At These Low Retail Prices 
FROM $3620 RETAIL 
FROM $7929 RETAIL 
FROM $9Qo0 RETAIL 
FROM $149°9 RETAIL 


FROM $49990 RETAIL 
OTHER SETS FROM °300 up 


bah eal . 
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made to 
$199.50 
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NEWSPAPER MATS AVAILABLE 


Jake advantage 
of our outstanding 
values. Feature 
| Platinum Diamond 


iP Ring Sets 
HP Retail from 
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"By gad, Sir—t sold ‘em! 


#99 











As the punch drunk fighter says—“‘it was a tough fight, Mom—but I won 
But did he? 

He sold watches at less than cost and was glad to get some of his money back! 
The customers may think they got bargains—but did they? 

The jeweler may think he got rid of a headache—but did he? 

After all—he might have sold HAMILTONS with less work and more profit. 
A satisfied customer comes back and buys again. 

An unhappy customer just comes back—and back—and back. 


HAMILTON WATCH COMPANY « LANCASTER, PA. 













fwo new titi 


SELL ABL o coe. 18K gold nomerl 
HAMILTONS 











and dots on silver dial. 
ooo Ue 










‘ 
‘ = ‘ 
sy EF - 





for a FULL profit 
you can KEEP... 


SANDRA—Grade 911; 17 jewels. 
14K natural gold case. 18K gold 


numerals on silver dial . . $71.50 





—— THE FINE AMERICAN WATCH 
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Eyes that sparkle enhance the 
beauty of a woman and lend to 
her loveliness...just as the 
Kushner & Pines mounting lends 
to the brilliance of the diamond. 


Build your sales now around 
these mountings that will set the 
styles and trends of tomorrow. 
Build “buy appeal” with the line 


famed for its concentration on 


“eye appeal”. 


MEMBER 


TNT of distinctive @ mountings | 
, * 
K USOT & FUMES, Ine. 
ane 21 West 46th St., New York 19 | 
Sew eler 1ers 
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NEVER UNDERESTIMATE 
THE POWER OF A BOY FRIEND 


Looking for women traffic? Try this: Stock, display 
and promote the items women choose as gifts to men. A set of studs, 
a Tie Klip or a key chain can lead to engagement ring and flat-silver 
sales—if they’re the kind men prefer. And women know it! That’s 


why they buy swank jewelry. They’ve learned— Men Prefer swank. 


Swank, Inc.— Manufacturers of Gold Filled, Karat Gold and Sterling Silver men’s jewelry. 
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HAMILTON BEACH gives you the 


MOST PROFIT 


on big Mother’s-Day, June-Bride mixer sales! 


MIXER “A” PAYS...........0.. 
MIXER “D” PAYS...... 2... .00. 


38.18% PROFIT 





ke a: errr 


MIXER “C”’ PAYS 


HAMILTON BEACH MODEL “‘G’’ PAYS 





(Percentages based on List Prices, including tax) 


Easiest to SELL because it’s easiest to USE 
+ AND IT PAYS YOU MORE! 


As you can see by the figures above, 
Hamilton Beach pays you a thumping 
38.18% profit as contrasted with other 
mixers. No, mixers *‘A,”’ **B,” **C,”’ 
and **D” are not ‘statistical standbys”’ 
— those hand-picked examples that 
are sometimes used to mislead. These 
mixers are leading brands. You're 
familiar with every one of them. So 
check your price sheets and prove to 
yourself that Hamilton Beach pays 
you more. At $34.25, it’s the biggest 
value, the best buy for your customers, 
At 38.18%, it brings you the most 





profit! And it’s easiest to se// because 
it’s easiest to wse. Compare Hamilton 
Beach for ease of use with any and 
every other food mixer. Convince 
yourself. Then, demonstrate to your 
customers its one-hand portability .. , 
simplest speed control... one-hand oper- 
ation... finger-tip bowl control .. , 
easiest juicing. So push this ‘‘easiest- 
to-use’’ theme... push Sard! In doing 
SO, yOu tie in with the idea that sparks 
the current highly successful Hamilton 
Beach advertising campaign. The 
program shapes up like this: 


91,606,000 ADS In THESE I] BIG MAGAZINES! 
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RETAIL 
($34.90 Denver 
and West.) 


Includes two Pyrex bow!ls 
ond extra single beater. 


r 7 a dUICE EXTRACTOR 
: $4.25 Retail 
($4.35 Denver and West.) 


75. 


($18.25 Denver and West.) 


includes gift box, bracket, and 
screws for wall mounting. 


New HAMILTON BEACH |||ixette 


A great new portable to help you cover 
another large segment of the mixer market 
—the $17.75 people. Hangs on the wall or 
fits in a drawer. It's the on/y 3-speed mixer 
offering one-hand operation. Most impor- 
tant, it beats everything any other mixer 
will—regardless of size! In price, in per- 
formance, in smart packaging ... it’s a 
gift-item natural. 


RETAIL STORE TIE-INS! 

Retail promotion helps are yours for the asking. Your 
choice of complete newspaper ads in one, two, and 
three-column sizes; counter folders, displays, mailing 


enclosures. All this material is free. Write for it. 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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WARNING NOTICE! 


TO BUYERS OF STAINLESS STEEL and SILVERPLATED FLATWARE 





It has come to our attention that certain import agencies and brokers, acting 
for and in behalf of certain Japanese manufacturers, are offering stainless 
steel flatware and silverplated flatware, in designs which are deceptively 
similar to or exact duplicates of designs made by Oneida Ltd., which latter 
designs are properly covered by design patents registered with the United 
States Government. 

For example, it is reported that merchandise offerings have been made of 
stainless steel flatware and silverplated flatware to be reproduced in our 
Evening Star, Morning Star, Coronation, Lady Hamilton, Milady, Fantasy, 
etc., patterns. 

While we are reasonably sympathetic with the present Government phi- 
losophy of aiding weak nations in their efforts to re-establish themselves in 
the international field, nevertheless we cannot be expected to view with 
complacency a trend of actions which might conceivably destroy American 
industry. Overlooking the infringement of American designs is definitely 


carrying the Good Neighbor Policy to extreme. 


It is Oneida Ltd.’s belief that all responsible wholesalers and dealers in 
= stainless steel and silverplated ware will sympathize and concur in the fore- 
going statement. Even further, such dealers and wholesalers will applaud 


the statement made below: 


If and when any such merchandise, made in designs decep- 
tively similar to or exact duplicates of Oneida Ltd. designs, 
is offered or sold in the United States, Oneida Ltd. reserves 
the right to take such legal action as is deemed necessary 


against importers, dealers and sellers of such merchandise. 


Respectfully yours, 
MILES E. ROBERTSON 
General Manager 


ONEIDA LTD. 
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New! Provocative! a Stopper! 
and it’s FREE! 


MULTIPLE UNIT DISPLAY 
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DELILAH SET 
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SALOME SET s superbly-cut 


DIAMOND RINGS HELEN OF TROY SET diamonds with the rare valve 
CLEOPATRA SET 19 = Rapturous brilliance in 10 glori- Poin = te aaa 


ous diamonds that entrance. Per- 


matching wedding band of equal fect wedding band to match. 


splendor. 


A forceful display that sells diamond ring sets with drama and glamour 
that are irresistible! Highlights a complete price range at a glance. Put 
this sensational salesman to work for you now—it doesn’t cost a cent! 


Write for further details and ask a representative to call on you. 
No obligation. Select franchises open in certain territories. 


DELILAN SET spetinng A. EDWARD FISHER & CO. 


beauty! 16 stones of perfection Importers of Diamonds ¢ Over 35 years of Service to the Trade 
in cut, color, clarity. Wedding 
band of equal magnificence. 580 FIFTH AVE. NEW YORK I9 


FOR May, 1950 17 
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man Engineering skill Keeps Elgin ahead 
in research, design and product quality 












Over 100 engineers and technicians are constantly employed 
developing improvements in Elgin watch manufacture. Research 
engineers explore the fields of chemistry, metallurgy and elec- 
tronics, seeking new materials and techniques. 

From such research has come the now famous DuraPower 
Mainspring*, the Elginite hairspring, M-56b, the most perfect 


““Best-looking models 
I’ve ever seen.” 
says HARRY CONOVER, head of the 


famous Conover Model Agency. 


watch oil yet developed, and much special equipment used in Stele nenate ciation ina wile wesley at dada 
the Elgin plant. Each new idea is thoroughly tested. Then Elgin has earned the highest praise from every quarter. 
design and production engineers work out its practical applica- Fashion-correct and always in the best of taste, 


the beautiful new Elgin Watches are the choice 


tion. The result: finer performance and greater accuracy of Elgin _— - 
of America’s “‘best-dressed’”” men and women. 


Watches .. . and more satisfied customers for you. 


* Made of ‘‘Elgiloy”’ metal. Patent pending 





Cty ELGIN Ze tele alle move ELGINS foe you / 
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NEW PORTABLE BEAUTY AT A NEW 
LOW PRICE. The “Music Box” 5L1. 
Low in price, yet has features of 
much more expensive models. 
Lots of power—wonderful tone— 
AC/DC, battery. Handsome brown 
and tan plastic case. 


portable 
comesin 
this attractive 


gift 


MOTOROLA'S FINEST IS THE FINEST 
OF ALL. The “Town and Country” 
6L1. It sounds like a million where 
some others fail to play at all. It’s 
a slim, trim beauty with “Sweep- 
Station” dial. AC/DC, battery. 
Smart case in dark green, gold trim, 





A STUNNING SET THAT’S MILADY’S 
FAVORITE. The “Jewel Box” 5J1. 
It's light and very small, but it 
sounds like a big console model! It 
brings in distant stations clear and 
sharp. AC/DC, battery. Handsome 
jade-green and ebony plastic case. 


FOR May, 1950 


TINY MITE THAT’S DYNAMITE FOR 
SALES. The “Playmate” 5Ml. A 
favorite year after year, it’s now 
better than ever! Antenna is built 
into lid. AC/DC, battery. The light- 
weight steel case is as rugged as it 
is good looking! 





NATIONAL ADS in 17 big-name magazines 
pre-sell for you. Then you'll have related 
MAT ADS, WINDOW DISPLAYS, WINDOW 
STREAMERS, POINT-OF-SALE COUNTER CARDS, 
TV SPOTS and RADIO TRANSCRIPTIONS. 





They're all designed to give you bang-up 
profits . . . just for the taking. Don’t delay, 
order today. 


MOTOROLA INC. 
4545 AUGUSTA BLYD. © CHICAGO 5}, ILL. 
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Far Above the Rest 
Down to Earth Prices 
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Beauti 


CHOKER and EARRING SETS 





in 1/20-12 K Gold Filled from our new line 


now being shown 


Excellent workmanship combining traditional 


Carl-Art quality. Sold thru your wholesaler. 


MEMBER 


apusre® COUMCy, > 


Ai 


PROVIDENCE * RHODE ISLAND 
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JEWELRY, CLOCKS & WATCHES 


Artcarved Diamond and Weading Rings 
Coro Jewelry 

Croton Watch 

De Beers Diamonds 

Deltah Pearis 


Reads LIFE! More People Read LIFE Than a 








One Out Of Every 5 People In Your Comal 


Other Weekly Magazine. 


Your Customers are seeing these modes 
LIFE’s advertising pages from January to fi 
1950. 7 


Feature These Products and You'll Fi eature Ext 
Profits! a 


Reed & Barton Sterling Silver 
1847 Rogers Bros. Silverplate 
188i Rogers Silverplate | ee 


PENS AND PENCILS 
Eversharp Pens 





“IT JUST MAKES GOOD BUSINESS 


Elgin American Compacts 
Elgin Watch 

Fiex-Let Expansion Bracelets 
G-E Clocks 
Girard-Perregaux Watch 
Gruen Watch 

Hickok Men’s Jewelry 

J-B Watch Bands 

Keepsake Diamond Rings 
Krementz Jewelry 

LeCoultre Watch 

Marvella Pearls 

Mido Watch 

Movado Watch 

O-B Rings 

‘Omega Watch 

Richelieu Pearls 

Sessions Clocks 

Swank Men's Jewelry and Accessories 
Swiss Federation of Watch Manufacturers 
Telechron Clocks 

Trifari Jewelry 

Westclox 


SILVERWARE 


Community Silverplate 
Holmes & Edwards Silverplate 


Robert Murray 4-Color Pencil 
Parker “S51” Pen 

Scripto Pencil 

Sheaffer Pens 

Wearever Pens 


CAMERA SUPPLIES AND 
OPTICAL GOODS.'._—sissds 
Airguide Weather Instruments >. 
Ansco 
Columbia Protcktosite Sun Glasses 
Graflex Camera 
L. J. Houze Convex Glass Co. 
Eastman Kodak 
Polaroid 
Ray-Ban Sun Glasses 
Sight Savers 


SMOKING ACCESSORIES 


ASR Lighter 
Dunhill Holder 
Pelican Lighter 
Regens Lighter 
Ronson Lighter 
Zippo Lighter 
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Successful jewelers like Shreve, Crump & say, “I think tying in with LIFE is a good 
Low know LIFE tie-ins are a great help. _ idea, because so many people are conscious 
Here’s what Mr. Kenneth Sears, display — of its pages. /t just makes good business 
manager of this famous Boston store, has to sense to tie in!” 





“We regret that we had only two windows devoted to our LIFE promotion .. .”’ 


Enthusiastic over the results of their LIFE tie-in promotion, advertised-in-LIFE promotion. In the future, we will use 
here’s what Mr. Gilbert Rauh, display manager of Hess all four front windows. Customer reaction to the promotion 
& Culbertson Jewelry Co. in St. Louis, Mo., had to say: was good, and I’m sure we attracted many new customers 
“We regret that we had only two windows devoted to our from the vast number of LIFE readers in St. Louis.” 


First with people who buy 


First with people who sell 


rOR May, 1950 








Cut your watchband 
inventory and step up your 
profits with Foster FITS- 
ALLS. You can make a 
custom fit for any man’s 
watch at the counter with 
a “twirl-of-the knurl.” A 
ratchet lock gives perfect 
security. 
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Foster provides truly mod- 
ern packaging for all styles, 
with a breath-taking ciga- 
rette case for ladies FITS- 
ALL bands. 
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Ladies’ FITS-ALLS have 
patented Foster ends tha 
give a perfect and perms 
nent fit for wide or narrow 
lugs or rings in a maitet 
of seconds. Just pull the 
prongs apart—slip ove! 
the lug — and release. Yo 
can fit any watch at the 
counter, without tools. 





The perfect gift for Father’s Day because father can attach it himself 
with a “twirl of the knurl’”. AIR GALLANT, No. 3010, $11.50 F.T.L, 
in 1/12-12K-G.F. quality. Sold thru wholesalers. 


Yj a METAL PRODUCTS, INC. 
Attleboro, Massachusetts 


OFFICES: 7 DEY ST., NEW YORK 7, N. Y. *° 29 EAST MADISON ST., CHICAGO 2, ILLINOIS 
657 MISSION STREET, SAN FRANCISCO, CAL. * 2875 HOCHELAGA ST., MONTREAL 24, CANADA 
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27 Diamond 
Combination Set 


DIAMOND RING SETS 


Rings enlorged 
to show detail 


Due to popular acceptance and volume 
production, there is no extra charge 
for the patented Interloc’ feature. 








Simple to couple, matching Miracle- 
Interloc’ Diamond Rings can be joined 
in two seconds. No tools are needed. 
Whether coupled or not, there is abso- 
lutely no visible trace of the lock device 
---no hinge, no catch, no stud or con- 
cavity to mar the beauty and symme- 


The Diamond Engagement and Wedding 
rings so ingeniously designed that they 
can be bought separately or together... 
and worn separately or together. 


NONE GENUINE UNLESS STAMPED “MIRACLE” 


Miracle Sets priced from $20.00 up 


Styled to Sell - - Priced to Sell! 


WARNING: 

Any and all infringements of Shiman Bros. patents 
or trademarks will be prosecuted to the fullest extent 
of the law. 


try of the Miracle rings. 


The Miracle-Interloc clasp keeps the 
matched bridal ensemble perpetually 
aligned...prevents awkward ring 
twisting and shifting, saving rings 
from costly wear! 


For the full beauty in rings and diamonds, 
your customers will want the patented Miracle- 
Interloc’. Besides, the diamond looks at least 
25% larger in the registered Miracle’ Diamond 
Ring. For your own diamond merchandising 
success story, get these revolutionary new 
rings! Consult your jobber; if he cannot supply 
you, write us. 


*Patented and Reg. U. S. Pat. Off. & Patents Pending 


MANUFACTURERS FOR OVER 50 YEARS 


SH IMAN B RO S. a CO. 7 : ii be , Originators and Sole Manufacturers of Miracle Set Dicmond Rings 


234 WEST 39th STREET NEW YORK 18, N. Y. 
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No connection with any other firm 
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exible as a ribbon Yo Priced at $14.95 T.1. 


Here's a band to bring forth Ohs! and Ahs! from every man. 
brilliantly styled with magnificent fluted links, so wide 

that it seems to be an actual part of the watch to which 

tis attached, and so extremely flexible that it hugs the wrist 


lke a golden ribbon. 


“The Executive’’ is truly one of the world’s 
most distinguished watch bands .. . a band with “‘class’’ appeal, 


yet priced for your ‘“‘mass’’ market! 


In yellow or white 1/20 12K. G.F., $14.95 T.1. 


FLEX-LET CORPORATION PHOTO ACTUAL Sz 
Famous for Quality Since 1919 BAND IS 74” WIDE 


Factory: E, Providence, R. |. * Executive Sales Offices: 20 W. 47th St., N. Y. 
Canada: Arennes Inc., Montreal ° Flex-Let de Mexico, Mexico City 


FLEXLET 


niginal 














gold filled 





has a 
pure Nickel 


foundation 
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Mr. Louis Kestenman, Partner, 
KESTENMAN BROS. MFG. CO., says: 


“In the manufacture of watch bands, 
we have found a pure Nickel base 
to be the best for resistance to 
wear, stress, corrosion and 
discoloration. Watch bands are worn 
daily under all conditions, and 

are exposed to constant wear, 

body acids and a variety of other 
corrosive and tarnishing elements. 
Such an item needs the most durable 
metal obtainab'e.”’ 


EMBLEM f OF SERVICE 


TRADE MARE 


N C FF 


When you sell gold filled or rolled gold plate articles, 
you’re selling quality jewelry. 


And when that jewelry has the protection of a 

pure Nickel foundation beneath the gold, you’re 
selling top quality. 

The pure Nickel foundation gives your jewelry solid 
durability. For, like the layer of gold above, 

the nickel foundation resists corrosion by body acids. 
The Nickel will not discolor the gold ... and affords 
equal protection to the wearer’s skin. 


What about the gold filled jewelry you sell? 

Ask your manufacturer or supplier if it has the nickel 
foundation needed to make it quality jewelry 

all the way through. 


“THE GOLD IS FOR BEAUTY” 


Y pure NICKEL FOR OUTY” 


cs 
.-- Your Unseen Frtend”’ 


INTERNATIONAL NICKEL COMPANY, INC. ° 


67 Wall Street, New York 5, N. Y. 
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sing Ine Newly Styled —Newiy Priced GOTHAMATICS | 
[Beer in_ May 6th’s POST / | 
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also WATER-RESISTANT 
SHOCK-BILT 


ANTI-MAGNETIC 








MODELS FOR MEN 
AND LADIES FROM 
$39.75 to $225.00 














PRODUCT OF 


OLLENDORFF WATCH CO.., 
20 WEST 47TH ST.. NEW YORK 19. 











ALL PRICES INCLUDE 
FEDERAL TAX 
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Works Like A Magnet! 


Every time you get two of these passers-by to come 





inside, you sell one of them. That’s where the Gemex 


h 


Merchandiser goes to work for you. It’s a magnet Y 


POOR NOON Man te = 





in your window... helps break down threshold re- re lt 


5 cae 


sistance. Salesman and stock-clerk in one, this smart ate 





new display cabinet in your store shows off your fine 
Gemex bands...virtually eliminates stock and re- 


ee a ee ee —<—~ | 


ordering problems. Ask your distributor or write 


_, as 


Gemex for more profit-making information. 


The New 


Stock Control ~@OYG/ TT Pina! , 
: Merchandiser ee, hey Thi . 
FINE WATCH BANDS > 


Sold only through Authorized Wholesale Distributors GEMEX CO., UNION, N. 4 
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from “The House of 
Westminster Chimes” 














T NEW LOW PRICES! 
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: ‘tahen a famous Sessions Chime 
w and superior chime 





- Clocks, with a a = . 
haem at t prices that preci competi- 








=e arance, ultra- a 
gives years ode i —— wt e life 

















Mchogany case, 19" e 
x 4", with burl walnut : 
ond brass feet. Sunburst 
finished metal dial with rat 















GREAT NEW ELECTRIC CLOCKS 

















et 


numerals edged in black. High 
ly polished gold colored sash. 





Black hour and minute hands, 





ned 





gold second hand. 


$35.00* 


ont we Bohag a Os nian eet ede he 








vt 


oo" Oessi Ons Clocks 


SELF-STARTING* ELECTRIC 


The Sessions Clock Company, Forestville, Connecticut. In Chicago: The Merchandise Mart Plaza; 
isco: Western Merchandise Mart; In Canada: Norihern Ele : do Mor e 











<e ~~ oO 
$ Guaranteed by % 
Good Housekeeping 


Lr as Advratisid awe 
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*Slightly higher in far West. Subject to Federal 
Excise Tax. Protected under Fair Trade Act. 





M1020 D1030 
$24.00 $16.00 
& diamond set 


$40.00 pair 


M2051 
$62.00 
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M1026 D1042 
$40.00 $25.00 
8 diamond set 


$65.00 pair 


$55.00 
19 diamond set 


ome iT -Tastelale MEt=h 
$92.00 pair 


D2046 
$53.00 


M2052 


$108.00 pair 








KIN LOCK SETS 


GAN T TURN. 
CAN'T SLIP 


Complete Line from 
$49.00 to $500.00 
Keystone 


ML2023 \\ 
$75.00 


7 diamond set 


$130.00 
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Mats and other promotional material available 


Rings Enlarged to Show Detail 


Daud Sarkin, Tuc. 37 W. 47th ST., NEW YORK 19, N. Y. 
“», Leading Ring Stylist for More Than A Quarter Century 
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@ Here it is! Another Speidel ‘‘first’ to help you 
sell more watchbands. It’s a revolutionary new 
Speidel development that sTOPS WRIST WATCH 
SHOCK. Proved in actual shock-tests supervised*by 
the famous U. S. Testing Company. 

In these shock tests, nationally known watches 
were used. Some were fitted with old-fashioned 
bands — some with Speidel Bands. Not one watch 





fitted with an old-fashioned band survived the Lest | 


without damage. These tests prove that, Speidel; 


i | 
— not even shock-proof watches. Only the watches ; 
fittedy'with Speidel Bands withstood, the fests — : 





Bands protect the life and accuracy of a »watch ih 
demonstrated beyond doubt the superiority of} 
Speidel Bands with calibrated springs and oi 
absorbing action. 
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: 
i . § ‘ 
= 4 
ey - 
Es. 





TT 


# i ' 
iy | i 
: ) t 


x 





© Speidel’s aggressive advertising has made wateh- drive ever put behind a watchband. Speidel con- 
| bands one of your fastest selling items. Every move tinues with “Stop THE Music”. In addition 
| Speidel makes... is to help you sell. Speidel co-sponsors TELEVISION’S newest smash hit 
| Now— just in time for Father’s Day and Grad- SATURDAY NIGHT REVIEW —2!2 Hours of 
uation — one of your biggest selling \seasons — Entertainment — Famous Stars from Radio, Stage 





Speidel launches the most intensive advertising and Screen. 


Watchband Like This to Sell! 
Like This to Help You Sell It! 
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iipresents the magnificent, 





featuring Speidel’s 


aluirualec Springs 


,.. shock-absorbing action! 








STOPS WRIST WATCH SHOCK! 


® Here is the magnificent new Speidel 
~ Cortez! Bold and masculine in design! 
- Each golden link interlocks in sleek ele- 
gance. It’s as glittering as the gold that led 
the courageous Cortez into the mysterious 
land of the Aztecs. 

And the handsome new CorRTEZ — fea- 
_ tures Speidel’s revolutionary new develop- 

ment... Calibrated Springs, with shock ab- 
sorbing action, that STOP WRIST WATCH 








SHOCK. It’s a great new advance in watch- 
bands! 

Again Speidel leads with distinguished 
new styling and traditional Speidel high- 
quality — 1/20 — 10 Kt. Gold-Filled top 
shells — stainless steel backs and springs. 
Luxurious gift package which has “‘after use”’ 
as a Cigarette case. And the Speidel CorTEZ 
is priced to sell for a lot less than you 
would guess! Only $10.95, Fed. Tax Incl. 
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NBC’S NEW 
TELEVISION HIT 









2% HOUR SHOW - FAMOUS STARS 
FROM STAGE, SCREEN AND RADIO 













Critics rave about it! Millions of Starting May 6th, 13th and 20th 
P TV families are already tuning it Speidel will sponsor the 8:30-9:00 
Nn in regularly. It’s a full 24 hours of section of this new smash-hit tele: | 
"7 Bl star-studded entertainment — with vision show. Then on May — ( 
e those two top comedians, Jack June 3rd and 10th, right at the 


height of the FATHER’S Day and 
GRADUATION gift period, Speidel 
will sponsor the full hour (8:00 to 
9:00) Jack Carter show. Here 1s 


Carter and Sid Caesar, plus such 
talented performers as Robert Mer- 
rill, Margaurite Piazza, the come- 







pp siol- 









dienne, Imogene Coca—plus many Speidel’s “big gun” in an all out 
famous guest stars from radio, stage drive to create extra store traffic | 
@ / and screen. and sales for you. | 
' 
j 





Saturday Night - 8 P.M. E.D.S.T. 
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ABC’S TOP 
wADIO SHOW 


Stop the 
USic 


STARRING BERT PARKS 
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, @ “Stop THE Music” with engaging sored by any watchband advertiser 

0 Bert Parks as emcee, has millions of Millions of Bert Parks’ enthusiastic 
. people all over the country waiting fans will hear about Speidel’s new 
b | and hoping their telephone will ring watchband development that Stop: 
every Sunday night. As you know, Wrist Watch shock. 


“Stop the Music” has created more Millions will be urged to give th«| 


| 

) store traffic, sold more merchandise new Speidel CORTEZ for Father’ 
for you than any program ever spon- Day and Graduation. 
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§ P.M. E.D.S.T. 
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¢ Here are powerful newspaper 
mats in 1, 2, and 3 column sizes, 
All feature the new Speidel 
CorTEZ. All boldly announce 
Speidel’s great new development 
that STOPS WRIST WATCH SHOKk, | 
Use these mats to tie in your 


' 
} 
i 





advertising drive. They’re free. 


A ably 


‘\\ SPRINGS 
to stop 
wrist watch 
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_MAGNIFICENT 
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¢ Feature Speidel in your 
window—right through Father’s 
Day and the June Graduation 
gift-buying season. Display above 
given free with your purchase 

of Speidel CoRTEZ watchbands. 


© Ask for complete set of Speidel 
radio seripts for local use. 

Use them to let the public know 
that you sell the watchband that 
STOPS WRIST WATCH SHOCK. 


© Send out this folder with your 
June Ist statements. Furnished 
in quantities up to 2,000 for 
cost of imprinting only $3.50. 


store with Speidel’s big national | 
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FOR May, 1950 


“More than crown jewels!? many men to- 
day, as always, value their reputation, 
Here is a fresh example. We have just 
arranged tor the liquidation sale of a long- 
established jewelry store. The owner, now 
retiring, plans to live in that city after the 
sale. When he ealled us in he said he 
“could not bear to see his firm name liq- 
uidated by average men in this field.”? He 
ealled us because he knew our reputation, 
the way we do business. His name “was 
worth more than the money involved.”’ 
Actually, he°’ll have no worries on the 
money seore either, for our estimate 
pleased him, and it is backed up at this 
moment before his sale begins, with a cash 
deposit to the full amount of the estimate. 


Think it over if you’re considering liquidat- 


ing or selling your store. 





- ~~ the oldest and largest firm of its kind in the United States 














Mr. A. Getner (General Manager) 
STORK’S INC., PHILADELPHIA 


**‘We Sold 12 Diamond Ring Sets in the 
First Two Days We Showed Keepsake.”’ 

















The Fashion Academy Gold 
Medal For Exquisite Design and 
Brilliant Fashion Styling 
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King of the Gear 


is Very Easy to Sell’ 
say Srork's of Philadelphia 
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What Keepsake Has Done for Stork’s 4) 
Keepsake Can Do for You: oA 
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1/20th 12Kt. G.F. 


| WITH LeSTAGE BABY LOCKETS 


Sane 


oe 


—— Each set with genuine diamond 


jb abies... babies... babies! And every baby has 


a whole family-tree-full of doting relatives. 


aS J N Profit-minded jewelers know this .. . know that it pays 
to stock new, LeStage Baby Lockets, 


handmade by an old New England concern. 


Call your wholesaler today. Ask to see 


these lovely LeStage lockets, 


packaged three-in or six-in in assorted shapes. memaen 
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NEW YORK CHICAGO SAN FRANCISCO 
9 Maiden Lane 29 E. Madison St. 657 Mission St. 
A. H. BETZ A. B. PINERO G. A. HARRAH 

















IDENTIFICATION BRACELETS 










CHAINS © BRACELETS - LOCKETS ° KNIVES * BABY .JEWEtLRY * 


THE JEWELERS’ CIRCULAR-KEYSTONE 


36 





















in time f 


~ 
J7try 


Another SVC ME 


"Value-Better-than-Ever” 






Vase 
Height 
8%" 

Width (top) 3%" 

Weighted Base 







F Mayonnaise Set 
ae 4 >» | | -. » Height 3 Yo" * Rim 5” 
| oN ak & . All Sterling Ledie 
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12 PIECE STERLING SILVER ASSORTMENT 
2 EACH OF 6 PIECES SHOWN 
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This Sales-Tested Promotion has 
proved its pulling-power with lead- 
ing dealers everywhere! Assortment 
consists of 2 each of the fine Sterling 
pieces shown .. . Available only 

complete assortments. Order only 


on your order form or letterhead 





N. e ew York to, N oe 
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when you display [&R’s Smart Line 
of Emblematic Jewelry 


Men are justifiably proud of their Lodge membership, and 


strive to evidence this pride at every opportunity. I&R’s 


r 
* : 


smartly fashioned Emblematic Jewelry satisfies this sense 


oth 
a 


of pride in a very practical way. 


{ERIE 
Us 


You'll make new customers and up your volume if you 


order this smart, fast-selling line from your wholesaler 


9400 Series — Smart, new 
deluxe Tie Slide, 1/20 12K 
Gold Filled $6.25 











8400/1 Series — 
1/20 12K Gold Filled 
Cuff Links $10.00 











8400 Series — 1/20 
12K Gold Filled Tie 























Chain or Slide, as set 
with Links, in Snake- 
grain metal case. To 


order sets, use number 
with /2, 








Available with simulated Ruby, Sap- 


phire or Onyx, with Emblems for most 
fraternal orders. 


All prices Keystone each 


trode W Mork 


IRONS & RUSSELL COMPANY 


EMBLEMS SINCE 1861...THRU THE WHOLESALER 
NEW YORK PROVIDENCE CHICAGO 
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GLAMOROUS 
HOLLYWOOD STARS 
ARE FEATURED IN RHAPSODY 
ADVERTISING FOR 1950 


Dealer advertising for Rhapsody 
Diamond Rings gives you real sales 
punch this year. The glamor appeal 
of movie stars wearing Rhapsody 
Diamond Rings is irresistible...and 
means SALES! 


TIE UP WITH THIS 
WINNING PROGRAM 





* Smashing series of new dealer 
advertisements! 


* Six stunning counter display cards! 


* Spectacular television shorts with 
sound track! 


* Rhapsody’s famous Bride's Book! 














SEE THE NEW 
BEAUTIFULLY BOXED “SUN LINE” 
OF COSTUME JEWELRY! 


This popular priced costume 
jewelry is pre-tested and a 
proved seller. Includes exclu- 
sive designs in gold-filled, 
gold-plated, sterling and rho- 
dium-plated pieces. 






































M. SICKLES & SONS 


906 CHESTNUT STREET, PHILADELPHIA 7, PA. 


WHOLESALE JEWELERS FOR NEARLY 100 YEARS 


FOR May, 1950 
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THE WHOLE NATIONALLY ADVERTISED 


COUNTRY IS 


TALKING ABOUT 
PATENTED ... 


me CNIFIED FISHY 


ENGAGEMENT and 
WEDDING RINGS 













They sell on sight! Because the diamonds 
look LARGER...BRIGHTER...more BRILLIANT! 





Miss and Mrs. U.S.A. know FEATURE LOCK Rings 
are best, by actual comparison, by years 
of proud ownership. 


You can’t see the lock. You can’t feel it when 
FEATURE LOCK Rings are worn separately. No clips, 


No sign of a 
lock when 
worn together. 
no attachments, nothing protrudes to mar their 










\" 


The sale of one ring 


must mean the sale of 
the other for you. 


; lok 4 , 


ENGAGEMENT AND WEDDING RINGS 











No sign of a 
lock when worn 
individually. 






4 sus 4 
in SALES in POPULARITY 


Watch for our greatly expanded national SOLD ONLY THRU 
advertising campaign in 1950 in LIFE, /% AUTHORIZED DISTRIBUTORS. 

LOOK, VOGUE, SEVENTEEN, CHARM, TRUE ! 

CONFESSIONS, MODERN SCREEN, PHOTO- 


PLAY, N. Y. TIMES MAGAZINE. ge FEATURE RING CO., Inc 
| a = : 


126 West 46th St., New York 19, N. Y. 








FOR May, 1950 



















beauty or exquisite design contour. 





Ordinary rings twist, 
shift and tilt—but not 




















FEATURE LOCK RINGS! 








































Here’s another Catamore first! 
A unique idea to help increase your 
sales volume. These rosary and prayer 
book sets have been designed with the same 
care that distinguishes all Catamore goods. 
The rosaries are available in sterling or gold 
filled with a wide variety of beads. The prayer 
books are beautifully bound with simulated 
pearl covers both beautifully gift boxed as a 
set. Ask your wholesaler about these new sales 
builders. 


\ 


\ Shown with the rosary No. R42 is the “Key 
N\ of Heaven”. Directly above is the “Marriage 
Sacrament”. Either book is available in the set 


endin Laman, with any of the many Catamore Rosaries. 
Mid West East 
























‘ New York 
FRED W. MARKS DICK SHOWERMAN wees —— 
° I e e elie 373 Fifth Ave. 29 E. Madison St. 2: ine Stree 
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Dick Tucker Jack Swift 





WBZ, Boston KDKA, Pittsburgh KMOX, 5t. Louis 
Mon., Wed., Fri. Tues., Thurs., Sat. Mon., Wed., Fri. 
~14-05-11:15 PM 7:00-7:10 AM 


14:00-13:05 PM 














Melvin Elliott Fred Parsons Jack Benton 
WOR, New York WLW, Gncinnati KMBC, Kansas City 
Sunday Mon., Wed., Fri. _, Wed., Fri. 
14:00-11:15 PM 11:00-11:05 PM 


12:00 M-12:05 AM 











Gordon Eaton 


KYW, Philadelphia © WBT, Charlotte, N.C. WCCO, Minneapolis 
Tues., Thurs., Sat. Tues., Thurs. — 8:00-8:15 AM Mon., Wed., Fri. 
11:05-11:15 PM 17:00-11:05 PM 


WWL, New Orleans 
M, W, F.~ 7:00-7:15 AM 


J-B NEWSCASTS BLANKET THE NATION! 


J-B is already sponsoring the News over 
18 major radio stations. Additional sta- 
tions are being added as fast as desirable 
broadcast time becomes available. 














FOR May, 1950 












Jim Williams 


ACE NEWS COMMENTATORS URGE MILLIONS 
OF RADIO LISTENERS TO BUY 
WATCH BANDS AT RETAIL JEWELERS 




















RO f ih | 
Lillard Hill Lewis Martin - Larry Thor § George W. Passage > 
WBAP, Ft. Worth KCBS, San Francisco KNX, Los Angeles WRVA, Richmond 
Mon., Wed., Fri. Mon., Wed., Fri. Tues., Thurs. Tues., Thurs. 
11:00-11:05 PM 17:00-11:10 PM 


13-00-11:05 PM $:00-8:15 AM 















ee 
EB: ae 





Gregg Donovan Bill Michelsen Ewing Canaday | | 


KTRH Houston WMAQ, Chicago KOA, Denver WKY, Oklahoma City _ 
‘Mon., Thurs., Fri. Sunday Tues., Thurs., Sat. Mon. Wed, Fri, 
11:00-11:05 PM 13:00-11:15 PM 


17:00-11.15 PM 730-745 AM 


YOU’VE HEARD THESE MEN over the nation’s top radio 
stations...the cream of Americas News Commentators. Now 
their popular Newscasts are working for you over a network 
of major radio stations blanketing the U. S....sponsored by J-B 
Watch Bands! 


Now the millions of people who tune in to the News will 
hear that the best buy in a watch band is to be had at their 
jeweler’s...J-B, the best bands in the land! 


It means that thousands of value-wise customers, right in 
your own community, will buy J-B Watch Bands in jewelry 
stores, instead of other bands sold through competitive retailers. 
It means that these J-B customers will come to your store IF 
vou tie in with the J-B News by featuring J-B Bands in your 
own advertising and displaying J-B Bands in your windows and 
on your counters. 


JACOBY-BENDER, INC., 161 AVENUE OF THE AMERICAS, NEW YORK 
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THIS IS the Sensational New SEAMASTE : 








OMEGA Automatic Chronometer 


patented the watch that met the most daring test 
construction ever attempted by 9 Watch Maker 


waterproo yf 


shockproof 














With the launching of the Seamaster Automatic Chronometer, Omega risked an unprecedented — 

; ' experiment. From current production, 1000 Seamaster models with consecutive serial numbers =~ 

antl-mag netic were submitted to the Swiss government-coniiolled Official Rating Bureau. Omega’s confidence 
In 18K gold. in this brilliant new watch was confirmed when the government announced: Out of 1000 serial 


Str ikingly handsome items, 1000 have been awarded the exceptional mention for “especially good results.” 
new “he-man” styling. 
With sweep 


second hand. 














Such a test had never before been attempted nor THE SEAMASTER is also available with regular Omega 


expected in watchmaking history! We want you to ‘“Automatic’’ movement . . . embodying these same un- 
know about it so that you can build big sales on the usual utility features and the same styling. With 14K 


unsurpassed performance of this remarkable watch. gold top, stainless steel back. 








— 








For prices and additional information write to: 


NORMAN M. MORRIS WATCH CORP., 608 FIFTH AVENUE, NEW YORK CITY 
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FOR TODAY’S LARGER WATCHES 


KOMFIT is truly the aristocrat of watch 
bands... thin as a dime, completely 
flexible, instantly adjustable to wrist size 
_., with a finely spun stainless steel 
lining. It is remarkably comfortable the 


year round, 


Dependable, practical, handsome. 
KOMFIT—the finest name in watch 


bands —is America’s all around favorite. 


Lady KOMFIT 














54 inch wide to retail at 


K801 1 /20th-12Kt. Gold Filled*. . . $15.00 
(yellow or pink) 


SK801 All Stainless Steel....... . 6.95 


KOMFIT Standard 









to retail at 






4 inch wide 


K711 1/20th-12Kt. Gold Filled*. . . .$12.00 
(yellow or pink) 
SK711 All Stainless Steel. ........ 6.00 
Also available: 1 /10th-14Kt. Gold Filled* 
(yellow only) 


10 Kt.* and 14 Kt. Gold 


U.S. Patent Nos. 
2,015,308 


2.184.319 
2,333,048 


to retail at 


K800 1 /20th-12Kt. Gold Filled*.... $6.95 


(yellow or white) 


JEWELRY’S NAME FOR QUALITY 





*Stainless Steel lined 


Prices on Gold-Filled qualities include Federal Tax. 


PSC CRIN CMU RE CRCE aCe Cults 


FORSTNER CHAIN CORPORATION, IRVINGTON I1, N. J. 





6 6 6 etree ree cet enwrseneee 
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with this Full Page in Life,, 
JIM aay and the largest Spring Advertising 
Tee Program in Mido history! 









@ Only Mido shows 
these great extra 
advantages of this 
unusual watch in ad. 
vertising that MAKES 
people want to buy! 


rorec : 
ae even invisible coo! du 





nor fr eet 






@ Only Mido give 
you this powerful » 


_gwitzertan? 





..then tells people 
to look for it tin 
YOUR window. This 
KeekehZ-taitilale Mil-remn la 
directly to your - 
ae lies of the Future! Mido gives you the dynamic selling 
power of Self-Winding Watches TODAY! 

Cash in on this great Mido program NOW... Make cer- 


tain YOU tie in with sufficient stock! 


oe LOUIS AISENSTEIN & BROS., INC. 
SALES DEPARTMENT, 16 EAST 40TH STREET, NEW YORK 16, N. Y. 
Branch Offices: 29 East Madison Street, Chicago 2 * 315 West Sth Street, Los Angeles 13 
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to Since: your customers’ discriminating ‘oste: ond. 


contrasting moods... all brilliantly, conceived and 
- executed in the Barel Bridal plant...sold direc I 
the retailer by the manufacturer. 


24 hour service on all special o 
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exclusively 


designed by 


Bek l Go: 
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SCIENTIFICALLY 
CONSTRUCTED 


LATHIN 
WATCHES 


NATIONALLY 
ACCEPTED 


LATHIN WATCH COMPANY 


5980 FIFTH AVENUE + NEW YORK 19, N_Y. 


[| CATALOGUE SENT UPON REQUEST } 
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Wee Are Now Located At 


25 WEST 47th ST. 
NEW YORK 19, N. Y. 


REET, NEW 





FOR BEST RETURNS 
SEND US YOUR 


SWEEPS, FILINGS, OR SCRAP 


CONTAINING 


PLATINUM - IRIDIUM - GOLD - PALLADIUM 


FOR MANUFACTURERS: 
WE SUPPLY THE ABOVE METALS IN ALL FORMS: 
AND 
WE CARRY A COMPLETE LINE OF SETTINGS & SHANKS 





) ACCURACY 





HONESTY (6 


REFINERS & SMELTERS 
FOR HALF A CENTURY 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. © Phone JUDSON 2-3095 © New York 19, N. Y. 
49 
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When Wedding Bells king in June 
Keep Your Cash Register 






in lune! 


FEATURE JOHNSON'S PP 
WEDDING GIFT ee 


PSataretnte 


PROFIT WINNERS ea 


CSE 


Since 1869, J. W. Johnson has been supplying America's 
leading jewelers efficiently and swiftly with fast-moving he 
wedding gift items. We shall consider it a pleasure to ty 
handle your needs the same way. A post card will bring eg) 
you the merchandise you require in ample time. Write 
today! 




















STERLING FLATWARE ELECTRICAL APPLIANCES 
Rogers Sterling Manning Bowman 
Amston Sterling Knapp Monarch 
Alvin Sterling 
Manchester Sterling PLATED FLATWARE 
STERLING HOLLOWWARE en — _ ; 

| illiam Rogers & Son 
Baby Goad Community Plate JEWELRY—LIGHTERS, ETC. 
Sterling Handle Pieces Tudor Plate Ronson 
Hollowware items Alvin Plate 

Silco Stainless Steel Aae. 

CLOCKS Zippo 
a PLATED HOLLOWWARE Remington Rand 
Seth Thomos 1847 Rogers Bros. Anson 
Peene Anchor Rogers Speidel 
Herschede Community Plate Jacoby Bender 
Semca Tudor Plate Gemex 
Phinney Walker Poole Hollowware Heller Pearls 











Order Now for Prompt Delivery from 


J. W. JOHNSON, INC. 


15 MAIDEN LANE Established 1869 NEW YORK 7, N. Y. 


——— 
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Wetitetedhacs 
EXCLUSIVELY for the wholesale 


and jobbing trades since 1910. 


UND 


U = oe Ak 6 Se. NE oe 
Manufacturers of Gold and Platinum Watch Cases 


~~ Se re: Ve ae S27 Ke &. ft N & Ww x 2 ees 
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Featured in New Yorker 


This 


Universal 

Geneve 

Leader 

for 1950 

is already 

an established 
seller. 

A climate-proof 
automatic 

with sweep hand 
—an amazing 
value at $65! 
Now also in 
heavy 14 Kt. gold 
at $145 retail! 
Write for 
possible 
exclusive 
representation 


in your city 
© H.S.W.A. 1950 


a2 








: actual size 


Lorger than 


THIS IS THE WATCH OF 1950 
















water-resista nt 
dust-resistant 
shock-resistant 


40 hours of reliable time generated in a few hours 
of normal wrist wear. 


New, lightweight pendulum with jeweled bearing 


assures greater durability and efficiency. 


New, technically advanced, anti-magnetic 17- jewel 
accuracy movement. 


New, distinguished, super-protected GOLD-FILLED 


case—safeguards against normal watch hazards. 


New, pleasing design of hands and dial gives you 
visibility unlimited. 


Pin-point timing made possible by professional type 
sweep-second hand. 


In other words, a great new automatic watch $ 
and a wonderful investment at 


Federal Tax 
INCLUDED 


CALL ELDORADO 5-6158 OR WRITE FOR NAME OF NEAREST DEALER 
THE HENRI STERN WATCH AGENCY, INC., 587 FIFTH AVE., N. Y. 17 


) 08 @® @ 
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Like having an 
extra salesman 
on your counter 


or in your window 
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... this Walter Lampl Charm Display sells 
MORE charms to MORE of your customers. 


Designed to show thirty-six charms, this 
handsome, sturdy display unit given FREE 
... On request ... with every order for Gold 


or Sterling Silver charms of $100.00 KEY- 





STONE or over. 


Background of display 
unit... Black velvet 
criss-crossed in aqua. 


All charms illustrated are Sterling Sil- 
ver and retail from $1.00 to $4.00. 
Most of them are movable, many 


feature famous views. 











| , : 608 FIFTH AVENUE 
‘creators of the unusual — as usual’’ 
. NEW YORK 20 





COMPLETELY DEPENDABLE 


4 


presenting a superb 
selection of 
Te LY 
gift watches 


Illustrations: Actual Size 


rat may EN 


= Sis 3) 
Ys a 


P ' 
ied 


Bandbox on Chain Bracelet 
Lift the lid to see the time 


Book of the Hours Pendant 


(Shown closed and open) 


; ~~. 


CG” Sa Replica of Early Victorian Clock 
Sea - 


Multi-colored énamel 


CRAWFORD WATCH CORP. 550 Fifth Avenue, New York 19, N. Y. 
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CAT An-oLtuoetn 


Ladies Expansion Bands 
with “Self-A-Tach” Ends 


"Dainty Miss” 
No. 3N2I ail 
in 1/20 12K G. F. 


Stainless Back 


"Dainty Deb” 
No. 3NI1 


Today's Narrowest Popular Expansion Bands 
Designed and Priced for Volume Sales 


"Self-A-Tach'" Ends permit the bands to be attached and detached 
quickly without tools. Sell customers extra bands to match every costume 
. . . demonstrate quickly by attaching them at the counter with your 
fingers. End design blends watch and band into beautiful single unit. 


—each band is mounted on a rich velvet pad 
set in beautifully modeled two-tone plastic — 


packed in its own transparent window box. 


“‘/hrough Your Wholesaler 


The Finest Watch Bands are 


KESTENMADE 





ee oe eee ee: Se oe ee a ee eee 
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THE NEWEST, MosT ECONOMICAL, ‘MOST CONVENIENT 
METHOD EVER: DEVISED: FOR STAFF PACKAGING! 








NEW 


UT 


VV 2am . (San #56 


ioe 
ne 
z 


. REE s+ 1 Balance Stoft 


STAFF Jae 
PACKET a8 





Héra’s 's new convenience, new ease of han- 
dling! And each staff is truly standardized, 
individually: packaged, factory sealed. So, 
you can do a perfect job always—a job that 





means ‘customer goodwill for you! - 














"fis *s 
7% 


=“ Your: Bulova Material Distributor salesman will 
_ 4 ~ call on you soon to show you this money-saving, — 
Pee & labor-saving Bulova Staff Packet. Watch for him! is 















THE JEWELERS’ CIRCULAR-KEYSTONE 








Deltah Packaging 
Strikes a New Note of Originality 


Our gift packages wrap all the sentiment and appeal 

of the bridal and graduation season around the lovely, lustrous 
simulated Deltab pearls each contains. The Bripr’s package has. 
gold-decorated Bible-like book for gift message and giver’s name— 
the GrabuATE’s has ribbon-tied. Diploma for similar inscription. 

A “can't-miss” gift-selling setup if ever you saw one! 





Deltah’s striking 6-color display 
points up the June gift season 





Here’s the kind of bride and graduate window display that 
puts ideas into peoples’ heads—ideas quickly translatable 
into quick sales. Colorful, compelling, compact—and 
designed to “spotlight” Deltah’s inimitable gift packaging. 

















CONSULT YOUR WHOLESALER 








on 
AT BETTER LJ JEWELERS 


cd 


eltah 


PEARLS 


HELLER & SON, INC. 411 Fifth Avenue, New York 16, N.Y. | 

















he magniset mounting is designed 
_ to give added magnitude to the center 
_ diamonds as illustrated above. This original | 
_ Goodman & Company creation ... cleverly fashioned : 







+ 





_ with a new type reflector and sparkling border of flashing _ : PATENTED 
_ Rhodigem enables the jeweler to set smaller diamonds in a large U.S. PAT. OFF. 
_ top mounting. : NO. 152469 





GOODMAN & COMPANY 
Makers of Fine Jewelry Since 1904 


42 W. WASHINGTON ST. 
INDIANAPOLIS 4, IND. 


TANASE 


! 


TERRITORY OPEN FOR SALESMEN WITH NON-CONEFLICTING LINES. WRITE. 
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NEVER BEFORE A COMBINATION LIKE IT 
TRA NEW... ULTRA SMART : 


| ] 


Holds 20 Regular or 16 King-Size 


AUTOMATIC . . . ’s So EASY 





STREAMLINED; MOST COMPACT 
FULL-PACK COMBINATION MADE 


HANDSOME MODERN DESIGNS AND 
LUXURY NATURAL GOLD FINISH 


DESIGNS FOR MEN AND WOMEN 
COSTS YOU $800 


RETAILS AT $1500 


NEW HINGED HOLDERS 

DESIGNED FOR | Here’s new sales ammunition for those important gift- 
EITHER SIZE CIGARETTE & selling seasons ahead . . . a brilliantly styled new 
combination from MARATHON — masters in the case- 
making craft. It holds a full reqular pack with ease, 
and makes new customers for you of the countless 


King-size smokers (King-size sales increased 28.2% 


Gift-packaged in F 
velvet display box in 1949!), 


— 


-_— 


It costs less to sell the best... 
order an assortment from your wholesaler—TODAY 


MARATHON COMPANY 
ATTLEBORO © MASS. Manufacturers of 


Quality products for Jewelers for over half a century 








Normandie Threesome... Romance Threesome... 


Only +H] ce) aol | MECH ol ate | Only $39 for all 3 rings’ 


Set =~ 6863, 6 diamonds... . *39 | | Set =~ 6857, 6 diamonds .. *26° 
Men's = 6864, 3 diamonds .. *21 : Men's = 6858, 3 diamonds. $125 


NA 3 he 











to help you sell more 


BERLAND Trios... 


FREE DISPLAY 


with purchase of three Wedding Trios 


Here’s a deal that’s really outstanding! You 
need buy only three of these fast-selling 
BERLAND Trios to get a valuable, permanent 
Trio Ring Display free of charge . . . one of the 
most magnificent displays ever offered, de- 
signed in exquisite good taste to set off the 
beauty of the Berland Wedding Trio. Beneath 
photos of a Bride and Groom in a gilt-bordered 
book, several Berland Wedding Trio sets are 
placed in rich magenta-velvet hearts, against 
a background of soft, grey velvet. 


Be sure to get your free display—place your 
order for three or more BERLAND Wedding 
Trios now! 


’ $till available: A limited number of valued 
BERLAND franchises. Wrife for complete information. 


AND HERE'S THIS MONTH'S PROMOTION SPECIAL: 
EYE-FILLING, 10-DIAMOND BRIDAL SET 


ony *22° 


ioval Threesome... © Full cut center stone 
) @ Finely-designed ring 
+93 for all 3 rings! oo setting 
SO KAS \ @ Quality that will amaze 
Set = 6852, 8 diamonds... . ‘69 ZA S ; oY, you and your 
Men's ~ 6851, 3 diamonds .. $24 Var C : customers! 


FEATURE THIS PROMOTION 
SPECIAL IN YOUR ADS 
NO ONE BUT BERLAND 
GIVES YOU VALUE LIKE THIS! 











Mother s Day—May 14th 





Outstanding Gift Selection for Mothers, Brides, Graduates 


Advertised in 4 Colors in Life Magazine... May Ist Issue 
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Introducing the New Elaborate 


Zr 


All prices listed 
are retail and do 
not include taxes! 


$275 the set + Diamond solitaire 
with 4 side diamonds. Wedding 
ring with 3 diamonds. Granat 
Tempered Gold* Mountings. 




















AT FIRST... fitted wedding 
‘rings for elaborate engage- 
ment rings didn’t exist; so 
the beauty of both the elabo- 
rate engagement ring and the 
wedding band, when worn 
together, was marred 

by an awkward uncom- 
~ fortable relationship. 


$325 the set « Diamond solitaire 
with 6 side diamonds. Wedding 
ring with 5 diamonds. Granat 
Tempered Go!d* Mountings. 





THEN... . the wedding ring 
and the engagement ring 
were designed as an en- 
semble, so that they fitted 
together and harmonized in 
styling (patented by Granat). 
Yet it wasn’t ar entirely sat- 
isfactory solution, for the 
rings still could separate. 


——_ 


Wed 


Diamond Ring Series 


Win the advent of the elaborate Wed- Lok* series, Granat adds 
an important chapter to ring-making history. Thanks to the famous 
Wed-Lok* principle, which makes separation and turning impossible, 
the full beauty of elaborate ring sets can now be displayed as never 
before! These new ensembles possess the characteristic Wed-Lok* 
quality features, of course ... easy, instant locking and unlocking 
with the dependable Multi-Grip Lock . . . carefully selected fine dia- 
monds...and stronger, longer-wearing Granat Tempered Mountings.* 

Other Wed-Lok ensembles from $100 to $1250. 











AND NOW. .. Granat pre- 
sents the inspired answer — 
elaborate diamond engage- 
ment and wedding rings, not 
only shaped to fit each other 
but locked together. Nowthese 
made-for-each-other rings 
can’t separate ... theyre 
always in alignment! 


$375 the set ¢ Diamond solitaire 
with 8 side diamonds. Wedding 
ring with 6 diamonds. Granat 
Tempered Gold* Mountings. 


$425 the set + Diamond solitaire 
with 10 side diamonds. Wedding 
ring with 7 diamonds. Granat: 
Tempered Gold* Mountings. 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


WED-LOK RINGS ARE PROTECTED BY U. S. PATENTS. 





a 





* 
TRADEMARK REG. U. S. PAT. OFF. 
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THEY’RE NEW! 
THEY’RE NEWS 
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(; J Ik N JEWELRY COMPANY. INC. 
22-14 40TH AVE., LONG ISLAND CITY i RS 


64 THE JEWELERS’ 














The quality, and the variety of Seidman 
creations allow you to concentrate on this 
one superb line with full assurance that you 
will meet the requirements of a most profit- 
able clientele. And you may add to a greater 


sales volume, the enhancement of your 


reputation as a fine jeweler. 


SEICO 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47th STREET 
NEW YORK 19, N. Y. 


FOR May, 1950 
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* WEDDINGS * GRADUATION 
* FATHER'S DAY 


Your best quality 






























watch-selling 


opportunity 





since Christmas! 





In all the world, there's one gift yon ity and pleasure angel. sewelcr can show you 
@ thrills everybody—whether it’s for Dac many new styles for} il or = Owncr-to- 
, Father's Day, a boy or girl at ameoden or be. And remember ae al mts : € move- 
a new bride. That one gift’s a fine watch, sym ment that counts —be e the u bu 
uy 
bol of constancy and friendship, of punctual has a quality Swiss jer wf ry as git set 
for you during M d 
J I i 
une. It appears in full 








| color, in LIFE, LOOK, SAT- i ee 
} URDAY EVENING POST, 2, Sime tee e STS 
TIME and NATIONAL fee it whee yoo here connor ~ Ar! chew 7a 
GEOGRAPHIC — making 

over 77 million reader- 
| impressions! 
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a famous princess—and., s ¢ earli 
Oly ympic games, Swiss « aeepens ters hav 





For the gifts you'll give with pridentet ' your jeweler be your guide 


To see the difference between a jeweled lever and 


3. ae movement ha for the fel moved The WATCHMAKERS OF ~} SWITZERLAND 
ws it true balance, consta 


mt accuracy. It's part of every 


$2. z 
_ 


Ae eled- lever watch. Don't a) — by so-called ne 
hargamns” —yow noe 'y get just a what you pay for * 








— 








N OTHER WATCH ADVERTISING gives jewelers such consistent and concentrated support 
as the campaign sponsored by The Watchmakers of Switzerland. And that’s because 
every part of the Swiss watch program—ads, displays, publicity, repair, decals, etc.—is pri- 


marily designed to give U. S. jewelers more business and better business. 


This is advertising that can help every jeweler who sells quality jeweled-lever Swiss 
watches—regardless of brand. Just stop to think of the thousands of customers in your sales 


area who read the magazines in which these ads appear. 


And, this is the only watch campaign that so heavily promotes the jeweler and his store 
as the best place to shop for watches and for all gifts. Every ad features illustrations and 


copy in the jeweler’s behalf, plus the famous slogan... 


For the gifts youll give with pride—let your jeweler be your guide 
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FROM THIS NATIONAL ADVERTISING! 


This month marks two years of continuous To check on their campaign, The Watch- 
advertising by The Watchmakers of Switzer- —s makers of Switzerland made a national survey 
land. Each ad in the campaign has been de- _ of jewelers. Most of you liked our ads, but 
signed to help jewelers increase their sales = many jewelers are not taking full advantage 
of quality Swiss watches. of the campaign. 


Here’s how every jeweler can profit from every ad: 








e First of all, of course, you should stock e Use the ads as a guide for your sales talk, 
quality Swiss watches with jeweled-lever for in this way you take advantage of the pre- 
movements. Because the campaign supports selling that the advertising has done. Points 
all quality Swiss watches instead of one spe- to stress are: gift appeal, quality and style ad- 
cific brand, you can carry whichever you pre- vantages, technical superiority, and the many 
fer and still benefit from the ads. different types of fine Swiss watches. Above 


e Promote these watches to your customers, all—mention the Repair Program, help ex- 


display them in windows and see how Swiss 
features and styling draw attention. And be 


plode the myth that Swiss watches are hard 
to repair. 


sure to explain to your customers that your e Use all the free tie-in material—displays, 
quality Swiss watches are the same kind as the reprints, the Official Decal, etc., for these 
watches talked about in the ads by The pieces put the national campaign to work 
Watchmakers of Switzerland. right in your store. 


And remember jewelers who use the campaign to the greatest extent say that it helps 
their sales of fine quality watches. And these sales are the most profitable to you. 


SWITZERLAND 
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HOW TO TAKE THE GUESSWORK 
OUT OF REPAIR WORK 

















The Official Catalogue of Swiss and minimizing the possibility of mis- 

Watch Repair Parts can save you takes. 

time, trouble and money if you @ And, because it's in loose-leaf form, the 

read the instructions and use it catalogue is always up to date. 

properly! aoe . 

This is the last of a series on the use 

e By simplifying identification of move- of Parts I & IT of the Catalogue. While 

ments. the instructions and introductions of 


| , 7 , ) these books give complete details, you 
@ By making possible identification of 5 y 


may find these pages helpful to you as 
unmarked movements. ) 


an outline. loget the most benefit from 


@ By simplifying the identification and this article. we suggest that you open 
ordering of repair parts. your Catalogue to the proper place as 


@ By speeding up ordering of material you read along. 


The WATCHMAKERS OF SWITZERLAND 
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OW TO USE PART 2 OF THE CATALOGUE 


Part Two of the Official Catalogue of Swiss Watch Repair Parts identifies 
the lever movements—other than Ebauches—produced exclusively in Swiss 
factories. It also identifies all parts for these movements. 





IDENTIFYING THE BRANDor manufacturer of a given movement. Look on the 
movement you have to repair for: 
A. Lhe manufacturer's name or brand—usually found on the dial. or the barrel 
bridge, or the train bridge, or on the ratchet wheel. 


Bp. The manufacturer's symbol—usually found on the train bridge, or the barrel 
bridge, or on the plate, or in the recess for the balance wheel. 


c. The number or reference of the caliber—usually punched close to the name or 
brand, or symbol. 


After finding these markings, turn to the alphabetical index of manufacturers 
beginning on page |. This index gives complete information on each manufacturer, 
and lists the Catalogue pages which cover his watches. Since the index lists symbol, 
name, and brand, any one of the three is sufhicient to identify a movement. 


When none of these three markings 1s present, the movement may still be identi- 
fied by comparing the shapes of the pieces in the winding and setting mechanism 
with those reproduced under the movements shown in the Catalogue. If the move- 
ment cannot be identified by this Catalogue, then refer to Part I. 


IDENTIFYING A SPECIFIC MOVEMENT. Use the index described above to 
locate the proper section of the Catalogue. Then, go through that section, comparing 
the winding and setting mechanisms of the movement you have for repair with 
those pictured in the Catalogue. As a final check, measure the movement, and com- 
pare the dimensions with those given. This will also give you the caliber number 
if it is not stamped on the movement. 


IDENTIFYING A PARTICULAR PART. Turn to the list of materials, beginning 
on page 11. Here, each part is represented by a photograph, its official number, and 
correct technical name. 


TO ORDER MATERIALS, mention all of the following information: 1) the name 
of the factory or brand, which you obtain from the index; 2) the number of the cali- 
ber, which you find underneath the photograph of the movement in the Catalogue: 
3) the number or name of the part or parts needed, which you find in the list of 
materials on page 11; 4) the number of jewels in the movement for which the parts 
are being ordered; 5) mention this Catalogue. 

SEND ORDERS to one of the following sources. depending on your customary method 
of operation: to regular materials dealers, to wholesalers, to the American repre- 
sentative of the Swiss factory making the movement. 


ay O TE a You will find that Part II merely lists some companies, 
without giving their movements or other information. This data is 
being compiled and will be issued in supplement form at a later date. 
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If you have any questions on the use of Part | or II of the Catalogue, please write to 
The Swiss Watch Repair Parts Information Bureau, 730 5th Ave., New York 19, N. Y. 
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Pill Box — No. 3088 


Knife — No. 439 
Knife — No. 1494 








Buckle, 1” — No. 393 Cigarette Lighter — No. 400 





w) for Regular or King Size No. 2670 


REE 








Cigarette Case (Single Ro 








Pipe Cleaner No. 2514 














Cigarette Case (Double Row) Cigar Cutter 
for Full Pack — Regular Size No. 2597 
No. 3315 

















Cigarette Case (Double Row) 
for Full Pack — King Size 
No. 1546 
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Shoe Horn — No. 


Hair Brush — No. 3520 


Military Brushes — No. 3529 
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Mirror — No. 3527 


Cloth Brush — No. 
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the Meuse of Flails 


AMERICA’S MOST POPULAR 
DIAMOND MOUNTINGS 
AND WEDDING RINGS 
rm SOLD OR PLATINGS 


Jewelers from all over 
America know Goldstein-Gerson 
as “‘The House of Fishtails’”’ .. . for no 
one else has such a wide selection of 
mountings to fit every size diamond from 300 per 
carat to half carat. See this complete line of 
superbly crafted rings in various price ranges. 


Every Popular Style and Size 
Every Popular Price You Need 
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EXCLUSIVE MAKERS OF PATENTED 
“PAIRETTE’ DIAMOND DUETTES 


126 W. 46th STREET 
NEW YORK, 19 


Sold only through Wholescie Oistributors 


ARTHUR GOLDSTEIN @ JULES GERSON @ A. W. (Patty) COHEN @ A. B. GRODMAN' e@_ IRWIN GOLDSTEIN 
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Boxes by 
Diamond Paper Box Co. 
Providence, R. |. 


Lovely Curtis Creations 


in their new Volboel Kuti packages! 


Curtis Creations, always the last and most fashionable word in 









f 


women’s costume jewelry, now have breath-taking new “show-places’ 
to match their own desirable beauty. 


Ask to see the Curtman line in their new Velvet Karess packages! 


Sold Only 
Through 


Wholesalers 


CLIFFORD STREET, PROVIDENCE, R. I. 
Eastern Representative 


162 





THE 


_ ili CURT MAN Chicago Representative 
ALLEN B. PINERO PAUL BERGMAN 
Kl M DANY Heyworth eds 29 a St. Les Angeles Representative _ — re 
Chicago 2, Illinois AL GOLDBERGER rovidence, R. |. 


INC 


Pershing Square Bldg. 


~] 
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for PROFIT 


Design and quality of these beautiful plastic ring 
and watch boxes will enhance the beauty of the 
products displayed in them. Appealing enough 
to attract the most critical eye. These boxes are 
molded of a high gloss plastic in vivid pastel 
colors as.well as all transparent, fitted with beau- 
tiful colors of velvets. 





Write for catalogue and information on addi- 
tional numbers 


Sold through leading jobbers in U. S. A. and 
Canada 














STANDARD NOVELTY BOX ¢cOo., INC. 
as > Gerard Avenue, New York 51, N. Y. 


Chicago Office: 29 East Madison St., H. A. BREDEL, Representative 
eae Angeles Office: 448 So. Hill St., A. B. Paulsen, Representative 
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Gorham Mfg. Co.’s #668-1, mahogany drawer 
chest. Brass handles, drawer pull and nameplate. 
Top space holds 132 pieces. Drawer for extras. 


lined with Pacific Silver Cloth. Pacific Silver Cloth. 


nly 
PACIFIC 


iver 





Cloth 
ositively 
revents 
iver 

Tarnis 












McGraw Box Co.'s Cos- 
mopolitan drop leaf 
table chest. Mahogany 
top and front. High 
grade locks. Brass 
pulls. Holds about 200 
pieces. Lined with Pa- 
cific Silver Cloth. 


its PACIFIC Silver Cloth 


FOR May, 1950 


Marshall-White’s Cameo chest made of Plaskon*. 
Old ivory or mahogany color. Fadeproof, scratch- 
proof, easy to clean. Holds 150 pieces. Lined with 


Eureka Mfg. Co.'s #102 chest. Metal cover 


*#Reg. U.S. Pat. Of. with Pacific Silver Cloth. 


How do chests help sell silver? 


Your taste in packaging can bring silver business to 
you instead of to your competitor. You owe it to your- 
self to look at these handsome new spring lines of 
chests, all lined with Pacific Silver Cloth—the only fab- 
ric that positively prevents silver tarnish. They'll give 
your customer lifetime satisfaction because Pacific 
Silver Cloth positively keeps silver sparkling bright 
without polishing. 


Are Pacific Silver Cloth linings always labeled ? 


Yes—they are never sold unbranded. Look for this 
label as proof you are getting genuine Pacific Silver 
Cloth. Ordinary chest linings have little or no tarnish- 
retarding ability. Tiny silver particles imbedded in 
Pacific Silver Cloth absorb hydrogen sulphide from the 


air, prevent it from reaching your silverware. 


Where can I get Pacific Cloth Chests ? 


a 


= 


Outstanding manufacturers of silver chests and many 
silverware manufacturers offer chests with Pacific 
Silver Cloth linings for jewelers who insist on the best. 
Pacific Silver Cloth chests make silver more salable, 
keep customers satisfied. If you would like Pacific 
Silver Cloth chests in attractive new designs for spring 
and summer selling, contact your silverware salesman 
or write directly to the makers of the chests illustrated. 


PACIFIC MILLS, Dept. R-5 

914 Church Street, New York 13, N. Y. 

Gentlemen: I am interested in wraps__, chests__, hollow ware 
bags__., place-setting rolls__, packets__, made with Pacific 
Silver Cloth. Send me names of sources of supply and descrip- 
tive literature. 




















Name 

Position Dept. 

Store 

Street address 

City Zone State 





port. Partitioned wells. Tailored style knif® rack. 
Fine grained wood. Holds about 150 pieces. Lined 
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TIME SAYS THAT YOU CAN WIN WITH THIS HAND 


For over 100 years sold-filled quality has made profits for jewelers. Theretore 
Casiee is Giving you a winning hand for this season's business with a sensationally 


smart sold-filled line of all-Nineteen Filty numbers. Save some buying capacity 


CHEEVER, TWEEDY & CO., INC. * NORTH ATTLEBORO, MASS. 





1 /20-10K GF 
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TRIPLE FEATURES! 


NEW! Complete rotary and fric- 
tion free winding action, full 360° 
swing—maintains over 40 hours 
power reserve with minimum of 
arm movement— 


The unbreakable fly-wheel (rotor 
develops dual winding power in 
both directions. No spring butters 
like in old-fashioned selfwinding 
watches 


Styled to sell as easy as it winds! 
WRITE FOR ILLUSTRATED CATALOGUE 
and learn the full story of SUTER's 
amazing DUAMATIC—The new 
watch market you have bee 
looking for! 





MAIL THIS COUPON TODAY 
Please reserve a free copy of the new catalogue B 59 SUTER DUAMATIC 








Name of firm (print) renee iae 


Address —_—— City 


SUTER WATCH FACTORY: BIENNE _ Switzerland 
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Grunt Coain teegd- 
“Tl help you sell 


CARVEL HALL 
Cutlery Sets”’ 


JEANNE CRAIN 
starring in 


“CHEAPER BY 


THE DOZEN” 
a 20th Century Fox 


— Tie-in now with 
Carvel Hall’s STAR 


June Bride~ >romotion 











Casas ass 


Ove in a blue moon comes a real 
natural sales builder! Carvel Hall’s 


a0 iter 













WT OR 4 REFUND ” i 5, * ga : ae , : ‘ , 
Kn. a a “ " gle 4 giant June Bride Promotion, starring Jeanne 
Good Housekeeping Ci _ ag me ' Crain—the perfect combination of a_ sky- 
$F as soyeansto WES 







rocketing line and the ideal merchandising 
idea. It’s about to break—timed with the great 
June Bride Season! To 20,000,000 readers. 
of top national magazines Jeanne Crain will 
tell the story of Carvel Hall microned blades 
—scientifically honed to a microscopic edge, 
precisely tempered, backed by a lifetime 
service guarantee. She draws attention to the 
Carvel Hall package to add more punch to 
your display tie-ins. This great all-inclusive 
campaign has everything to make it a real 
merchandise mover. 


Steak Knife Sets— 4,6 7" tw we er a 
or 8 in "' Jewel-Box’’ a ae 
chest. Classic handles shown. X . 
% SO ¢ 
a el fe Carver and . X VF 
Build prospects by building Vogue hander = NS 
i 3 
. s 
your counter and window dis- ' 
* 
plays around these FREE aids 













n ‘‘Jewel-Box’’ chest. 


Display Merchandiser — colorful counter 
or window card that draws attention and 
builds sales. 


Write For Details 
Send today for your free copy of the Briddell 
June Bride Promotion Book. It gives com- 
plete details on the national ads, display 
merchandiser, mats, electros, photos, radio 
and television scripts, booklets and _ billing 
stuffers. What’s more, it tells you how to 
enter the Promotion Display Contest and 
how to tie-in your sales personnel in the 
Retail Sales Contest. Both contests have 
attractive cash awards. Send now for the 
whole story and get started on a real sales 
push that can pay off for you! 


BRIDDELL 


CRISFIELD, MD. 


‘hi \ 


Carver, Fork and 
Sharpening Steel, 
** Jewel-Box’’ chest. 
Vogue handles shown. 





Radio and TV Scripts—complete scripts 
and descriptions for use. Timed for 1-minute 
or 15-seconds with space for your own 
signature. 





Mats, Electros, Photos — Mats or 
electros of complete ads or product cuts. 
Glossy photos of cutlery and portraits of 
Jeanne Crain. 








Imprinted Stuffers— tested sales-boosters 
featuring Jeanne Crain and Carvel Hall 
Cutlery. Send them out with your bills. 






Master Set — NS 
Carver, Fork and \ 





eu. ail venere 


7 Cash Award Contests —for your window _ six Steak Knives in al 
or counter displays .. . for your own sales '* Jewel-Box’’ chest. Yine 
people to tie them in. Shown with Vogue handles. 
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PROFITS make business eo round 










Model 5000 Re : 7 ? — | . 
Cool-R-Hot | “ * es . 
Lectric Fan. 7% aes yi x 
Master carton ; 
quantity — 


three. $17.95 





Model 3500 Arvin Lectric 
Cook. Master carton 


quantity—three. $24.95 















Model 2800 Arvin Lectric 
Grill. Master carton 


quantity—three. $10 95 


Sere 


Model 223 Arvin Safe-Guard 
Heater. Master carton 


quantity—six. $19.95 & $13.95 


Model 2200 Arvin Automatic 
Iron. Master carton quantity 
—three. Guaranteed five 


years! $9.95 


_— 


Model 4000 Arvin Automatic 
Toaster. Master carton 


a , ' quantity—three. $21 50 





28 . 
a4 


Model 2300 Arvin Dual 
Control Iron. Master carton 
quantity— three. Guaranteed 


Five years! $1] 95 
* 





Model 103 Arvin Economy 
Heater. Master carton 


quantity—six. $9.95 










Arvin’s 
sensible prices 


Arvin gives you the extra discount 
you need to meet advancing costs— 
and you don’t have to buy carload lots 
to get ARVIN’s Famous “40 Orr’’! 


SEE YOUR DISTRIBUTOR NOW! 


Arvin Electric Housewares Division 





speed turnover 






NOBLITT-SPARKS INDUSTRIES, INC., COLUMBUS, INDIANA 
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CALVERT 





chooses 


INC ABLOE 
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| ___ for Consumer Confidence! — 


Bea 
adj 
Ret 


The oar of fail CALVERT siatches 
: | Dee 


know that customers have confidence: 

in a timepiece that is protected 
2 by INCABLOC. The overwhelming = , Wit 
. preference for this truly superior shock _ a Rel 
‘ : - absorber is strikingly evidenced byte —— Det 
2 © fact that today 25,000,000 watches ore — 
IN se eh gue direct emt =i All 
| a an ever-increasing consumer ‘davand a | 
| Write today to Calvert Watch Ccingany. | . 
New W York for their catalogue of distinguished . _ OR 
— _Neieploces foenrng Incabloc. - _ - | 














ee —_— «= een & 7 


Me 
in 

Thi 
set 





THE AMERICAN INCABLOC CO., 366 Fifth Ave., New York, N. Y. Factories: La Chaux-de-Fonds, Switzerland 
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Des. Pot., 
j 143,816 {e Poe 
Attractive“ 
display. box with - 
complete instructions 


Beautifully designed; 

adjustable clips / - 

Retail $3.95 ‘each fy 

| Dealer's cost $24.00 per ‘doz: & ss 





With 1/20 12 Kt. Gold filled lips aA 
Retail $7.95 each — tax incl. | xk 
Dealer's cost ost $39.00 per doz. \ 
All 10 Kt. Gold $80. “ Keystone. Sot, 


| bi," 656" y he 
- ORDER Now e thite Sizes: Small, Medium, Large 


Men who have worn this type of wads band 
in war and peace want DON JUAN now, . 
This wrist watch band i insures = Hexibility— 





HDS 














Sold exclusively through the wholesale trade « If your wholesaler cannot supply you, write direct. | 
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Cultured Pearls in Beautiful 14K Settings 
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Book 4, in preparation, will be ready in August. 


Show our catalogue, Book 3, for more business. 


62 WEST 47th STREET R. PEARLMAN, INC. 83 CANAL STREET 
NEW YORK 2, N. Y. 


NEW YORK 19, N. Y. Manufacturing Jewelers 
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Thinking of 


Running a 





In conducting a Stock-Reducing, Liquidating, Money- 
Raising, or any of the so-called “flat” sales, there is a great deal 
more to it than raising a crowd or creating public excitement. 
These factors do not invariably result in high dollar volume. And 
even when they do, that is not always the happiest result. 


Just as there is more to driving a car than tooting 
the horn, there is a great deal of knowledge and experience 
necessary to conducting a sale. Mismanagement can have painful 
and costly effects, while proper management brings forth the 
results you hoped to achieve. 


For more than 30 years, the WILSON organization has 
been the leader in this field. We have originated many of the 
procedures being followed today. Our list of stores for whom 
we have done successful sales reads like a roster of best-known 
retailers. Yes, these stores are still in business today and are 


among the highest rated and respected. 


Our specialty is, and has always been, jewelers. 
both cash and credit. 


You cannot afford to overlook the importance of 


experience and knowledge. Use coupon below 


and get full particulars. 
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Before 

you select a 

Sales Organization, 
Earl Wilson 

has some 

important facts 

for you to consider! 


A sale can make or break a 
store. Any jeweler with 
experience will tell you 

so. Before you make the 
important decision of 
selecting a sales 
organization to conduct 
YOUR sales, ask some of 
the bigger men in the 
Industry, men who get 
around. Or, if you want 
more immediate information, 
mail me the coupon below. 


Cal Vln 


IF YOU WISH TO SELL OUT, WE PAY 
CASH FOR YOUR STOCK AND FIXTURES 
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| WILSON SALES SYSTEM, 424 Madison Avenue ; 

Y th) . New York 17, N.Y. . 
Wh VW 1 | (/ ; Gentlemen: Please send full particulars and details 

S iN 1 E S S as STE M of store sales you have successfully conducted. | 
STORE NAME 

424 Madison Ave. [xm . 
at 49th St. . 

New York 17, N. Y. STATE_ : 
Phone Plaza 8-2110-2111 ! OWNER’S NAME ay 
PAO Ae enn Ooo ee he waeewneme Jj 
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last seat 








DOOMED TO OBLIVION—the jeweler who 
is content to sit back and watch the rest of 


the world go buy—elsewhere. 


1950 business conditions call for an aggressive merchandising approach, the kind of dynamic 
selling program like the COLUMBIA DIAMOND RING Plan acclaimed by over 3,000 retail 


jewelers who have placed their emphasis on the most profitable and least exploited depart- 








ment in their store — their Diamond Department. 


The COLUMBIA DIAMOND RING Merchandising Program, the most thorough selling pro- 
gram ever devised for the merchandising of diamond rings, was conceived after 3 decades 
devoted to quality diamond ring manufacture. It is a bold, new sales plan that feature such 


completely integrated diamond ring promotions as the Victoria Series and the Bouquet Series. 


* OG 
CL) ff There is a place in your store 
for the Columbia Diamond 


Ring Merchandising Plan. 


Fe) 
Ly 
Me 


A Product of AXEL BROS., Inc. 
21-10 49th Avenue, Long Island City, N. Y. 
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For June Graduates 
or June Brides 


You ll “go to the head af your class” as a sinart 


merchandiser whew you feature this set of 


Deknatel Simulated Pearls for Graduation 

and Wedding Gifts. Matchless : in Beauty and 
quality, this Deknatel design will bring 

new trafhic to your store. Why not do a little 
“graduating” yourself...Graduate to Deknatel 

and get the benefit of dealing w ith a company that 


sell. disvece to Jewelers at che same price to oll. 


LDeknaltel 


Simulated Pearls of Flawless Beauty 


J. A. DEKNATEL & SON, INC. 
96-14—222nd Street « Queens Village, L. I., N. Y. 
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SUGGESTED RETAIL PRICES 


Meehines . . «. « tw ew tw Ce CNBR $10.00 
Bracelet... ... . . 2165 5.09 
eee eee ~ « saat 2.50 
Set with Box. . ..... _ 20.00 























RARLION 


Jhe Finest in Nylon Stafs 


Not just an ordinary Nylon strap, but the finest made 

at popular prices—Karlton presents genuine DuPont Nylon in 

a rich mesh weave of distinctive appearance. Cool, comfortable, 
washable . . . these superior straps are finely tailor-finished 
with Nylon treated eyelets that require no metal reinforcing. 


Attractively designed, 
Holds 12 assorted straps, 













Made in five attractive shades: Suntan, Pale Tan, Dark Brown, 
Grey and White; also available in extra long and extra short sizes. 
Handsomely-styled buckles in white or gold finish to match. 











SS ss SE ES os ee. 


Very practical size. 
Holds 12 assorted straps, 










REG. U.S. PAT. OFF- 









RAPS 





I and 2 Pe. 




















CALIFORNIA OFFICE: 


iia! DAVID GUSS & COMPANY 


MAKERS OF FINE WATCH STRAPS SINCE 1922 


PHONE: VANDIKE 1475 121-5 No. EIGHTH STREET, PHILADELPHIA 6, PENNA. 


SALES REPRESENTATIVE: GEORGE DOLIN 











WHOLESALERS ONLY- WRITE FOR SAMPLES 
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FOR ALL OCCASIONS 


A-S-R Exclusives 
eCOPPER 
eBRASS 
eRHODIUM 
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LIGHTER SET . . . Model 2500HC. : 


ran MOD L No. 1250H The most talked-about table lighter in America now available in three 
ae . : : exclusive modern finishes—Copper, Brass or Rhodium. Complete with 

vidual lighter, available in all — companionate cigarette server and matching tray. A* $*R’s exclusive 

. finishes—Copper, Brass or = “1ight-switch’’ mechanism, an extra feature that sells A+ S*R Lighters. 


Retails for $25.00—No Fed. Tax 


























AeSeR “CLASSIC” LIGHTER: 
Model No. 1250TM 


The handsome A*S°R ‘’Classic’”’ for 
living room, dining room and den, 
with matchless A*S¢R “‘light-switch”’ 
action, beautifully wrought? in non- 
tarnish Rhodium, Copper or Brass fin- 
ishes. Holds fuel for months. 



















om Py nl Retails for $12.50 

No Fed. Tax AeS*R in “CHROME”: 
| h i. ro Model No. 595C 
l@ nouse : “ane Heavily chrome plated in standard 





size, also in “’midget” size, ideally 
small for pocket or purse . . . famous 
ASR “‘light-switch’’ action; can be 
engraved. 
























































For the Bedroom For the Office For the Porch and Patio 


living Room For the Study or Den For the Dining Room 


IGHTER DIVISION A: S: 2 Cee. 






NEW YORK 





BROOKLYN _ 1 








Houve of Milner 


DIAMOND MERCHANTS 
Wholesale Jewelers 
728 SANSOM STREET 


PHILADELPHIA, PA. 
Phone: Walnut 2 1248-9 


ALL PRICES KEYSTONE 


solitaire, 1.83 ct., 
$1500.00 


solitaire, 1.12 ct., 


solitaire, 2.12 ct., 
$850.00 


$3600.00 ‘ ap 
litaire, 
XM : 2.47 et.. 
emerald-cut solitaire 
1.82 ct., $1500.00 
solitaire, 1.98 ct., 
$2000.00 


$3600.00 


diamond solitaire, 


2.04 ct., $2000.00 


diamond solitaire, 
1.55 ct., $1900.00 


solitaire, 


1.28 ct., $1200.00 


oriental pearl® and 
diamond  stickpin, 
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diamonds, $150.00 . 
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emerald brooch, 117 diamonds, 
$1700.00 


horseshoe stickpin 


15 dias., $200.00 
J50-520—Pair yellow gold 


earrings, 2 large and 
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diamonds, $700.00 
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J50 521—Yellow gold brooch 


J60-515— 
1 large and 35 small diamonds 
$600.00 
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J50-531—Platinum watch ane 
and 7! 
J50-527—Platinum J50-528—Platinum 
diamond Masonic 


diamond Shrine 
pin, $45.00 


pin, $110.00 


small round ngumap 


$1300.00 
J50-518—Yellow gold pearl 


and diamond brooch, $180.00 
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large fancy and 77 snail 
diamonds, $1900.00 | 
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-J50-534—Platinum “brees et, 






J50-545—Yellow 
gold bracelet, 
7 large, round 


sagen $450.00 
















0. 537—Combination bracelet and choker, or 2 
bracelets, 4 pear shape, 2 triangle and 165 
round diamonds, $4500.00 
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190-572—Platinum solitaire, 
cb. 2 round dias., $250.00 


J50- 571—Platinum semi-stud 
redding ring, 3 dias., $58.00 
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Made of long-lasting, Porous w 
9re cool and comfortable fo, y 
Unaffected by perspir 
many times more dur 
Washable too, these One-piece straps Protect your wrist 
and watch and can be changed in an instant. We will 
gladly fit one to yo ch — just select your favorite 
color. 


woven nylon 
watch straps - 


eave Nylon, these Straps 
©€ar-round wear 
ation, salt gir or humi 


dity they are 
able than leather. 


Ur wat 
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$100 
* NOW ONLY I— | 
* ONE PIECE! 
* GREATER COMFORT! 
* OUTWEAR LEATHER! 
* WASHABLE! 
* CHOICE OF 5 SMART es 
* SELL TO BEAT THE BAND! 










ELGiIN NATIONAL WATCH COMDany. LGN itt sg 
te RPMI RSG 





PUT THIS 

SELF-SELLING 
DISPLAY ON YOUR 
COUNTER! 







Th ; t more selling epee tae tntted 
i aw. Order this sensational sum- 

vain aad from your Elgin material dis- 

ines quick, off-the-counter sales. 
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Elgin National Watch Company 


ELGIN, ILLINOIS 
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co) DIVIDEND SALES | ~—SC nadditiontonation- 
Westinghouse ELECTRIC HOUSEWARES Gi =—s idee advertising, 

=. Westinghouse sup- 

plies a big FREE 
DISPLAY PACK. 
AGE to make ’em 
stop, look and buy... 
plus suggestions for 
smart, sharp displays. 


NOW GET THE APPLIANCE YOU'VE ALWAYS WANTED 
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LOOK AT THESE BARGAINS 





HERE THEY ARE... SIX tempting Westinghouse 























BOTH FOR 
combination bargains to boost your sales for a full 2-month pet contig reg. $39.95 | $44.95 
period. You make full profit on the Westinghouse Roaster, —_FLECTRIC GRIDDLE, reg. $14.95 save $9.95 
Food Mixer, Waffle Baker, Sandwich Grills and Stream- DIVIDEND 2 BOTH FOR 
liner Iron which are sold in combination with these “aiid: | ntene 
dividends: the Electric Griddle, the 2-cup Electric Perco- nme ara 

. Divi 
lator, the Waffle Grids and a Hot-Iron Holder. You can AUTOMATIC SANDWICH GRILL, reg. $17 s $17.95 
stock up heavily because every dividend can be sold at WAFFLE GRIDS FOR GRILL, reg. $2.95 save $2.95 
regular prices after they have been used to boost your DIVIDEND 4 $14 oa 
STANDARD SANDWICH GRILL, reg. $14.95 9S 
seasonal sales. This means EXTRA PROFITS for you. WAFFLE GRIDS FOR GRILL, reg. $295 | save $2.95 
RESERVE YOUR SHARE OF THESE BARGAINS. DIVIDEND 5 — “~ 
WAFFLE BAKER, 16.95 ° 
FREE DISPLAY PACKAGE (AP-8702) INCLUDES 2-CUP ELECTRIC ll $3.95 | save $3.95 
e 6—Easel Cards e 6—Window Spots DIVIDEND 6 BOTH FOR 
e 1—Window Banner e 1—Key City Ad Reprint STREAMLINER IRON, reg. $12.95 | $12.95 
WIL-STAN HOT-IRON HOLDER, reg. $1.98 ) save $1.98 


e 1—Key City Ad Blowup e 1—Display-Ad Suggestion Sheet 
Limited Quantity ... Put in Your Order Now 


WESTINGHOUSE ee CORPORATION 
Appliance Division Mansfield, Ohio 









you CAN BE SURE..IF ITS 
Westin house 
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Sheraton Set. Engagement ring, $200 (also 
from $100 to $1000, in other size diamonds). 
Bride's circlet, $57.50. Groom's ring, $69.50. 


na} - ‘to 
Stand-out values for:May and. June 


Westbury Set. Engagement ring, $300 (also 
from $225 to $1250, in other size diamonds). 
Bride's circlet, $110. Groom's ring, $27.25. 
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Versailles Set. Engagement ring, $250 (ol 
from $150 to $1100, in other size diamond! 


Rings enlarged to show details 
Prices include Federal tax 


Bride's circlet, $100. Groom's ring, $19.0), f 
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Every set is popular-priced . . . a tested best-seller 
... and featured in national magazine advertising 


producing over 200,000,000 reader messages! 


Your busy bridal season is the perfect time to 
promote Artcarved “featured sets.” 

These four sets are outstanding examples of 
the Centennial Values that make your entire 
line of Artcarved rings exceptional this year. 

Millions of young couples see these and 
other styles in the dramatic Artcarved adver- 
tisements appearing regularly in LIFE and 
LOOK magazines. 


When you remind them of the rings they ad- 


mired in the advertising, you'll be inviting 
these good prospects inside your store. 

Take advantage of this proved merchandis- 
ing idea that backs your sales of Artcarved 
diamond and wedding rings. 

Right now—today—set up Artcarved dis- 
plays, call special attention to Artcarved “fea- 
tured sets,” and advertise them in your local 
newspaper. You'll set a new high for May and 
June selling—and a new high for profits, too! 


J. R. WOOD & SONS, Inc. 


NEW YORK ° LONDON 


AMSTERDAM ° ANTWERP 


creator of 


Artcarved and WOODCREST" 





diamond rings 
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‘Beloved by brides — 
for a hundred years (1850-195 
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CUSTOMER: You mean it’s both old and new? 


SALESMAN: Right. First of all, palladium as 
a metal has been known for nearly 150 years. 
It is one of the six elements making up the plati- 
num family of precious metals — platinum, pal- 
ladium, rhodium, ruthenium, iridium and osmium. 


CUSTOMER: Palladium’s an old metal then. 
But is it new in jewelry? 


SALESMAN: No, palladium settings for dia- 
monds have been used in gold rings for over 
25 years. The reason is twofold. One, the bril- 
liant, natural white color of palladium brings 
out all the fire and life of diamonds. Two, the 
high strength holds each diamond firmly. For 
these reasons, the craftsmen who set the stones 
like to work with palladium. 


CUSTOMER: Funny, jewelry is so beautiful | 





never thought about strength. But | can see it’s 
important. 


SALESMAN: Sure is. You wouldn’t want to 
lose any of your diamonds. 


CUSTOMER: If palladium is an old metal, and 
is not new in jewelry, just where does its ““new- 
ness’ enter? 


SALESMAN: Palladium still is “new” to many 
people. Despite its longtime use as a setting, it 
is only in recent years that designers have been 
making all-palladium pieces. 


CUSTOMER: I’ve seen all-palladium jewelry 
advertised in my fashion magazines. It’s lovely. 


SALESMAN: That advertising is being done to 
acquaint people like yourself with the merits of 
palladium as a metal for fine jewelry. 





JEWELERS! Be sure to send for your free copies of give-away book- 
lets and attractive counter cards featuring palladium jewelry. 


Le A | | A [) | UJ M:? PRECIOUS METAL 
FOR FINE JEWELRY 


PLATINUM METALS DIVISION + THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N. Y. 
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Sof frienclly, streamlined service lo retail 








i fewelersallover America and in Canada 


THE BALL COMPANY THE BALL COMPANY, THE BALL COMPANY, 
OF CALIFORNIA CHICAGO MINNEAPOLIS 
610 South Broadway, 6 North Michigan Ave. 627 First Avenue North 
Los Angeles WEBB BALL II WALLY WIGEN 
WENDELL WHITE President Manager 
Manager 


® Here are five good reasons 
to KEEP YOUR EYE ON BALL 
... five strategically located 
offices completely stocked 
with nationally advertised 
fast-selling merchandise. 
But more important are the 
BALL men... ready to give 
YOU service that has made 


us famous for 85 years. Write 
THE BALL COMPANY 7 THE BALL COMPANY, 
OF CANADA or visit our office nearest you. CAROLINA 


Federation Life Bldg., fates Hotel Charlotte, 


Winnipeg, Manitoba Charlotte, N. C. 
REG COULSON, CHARLIE WIRIDEN, 


Manager Manager 








A FEW OF THE FAMOUS LINES DISTRIBUTED BY°-THE BALL COMPANY 


GARLAND DIAMONDS * JEWELRY * SETH THOMAS 
GARLAND WATCHES * McGRAW-ELECTRIC * SUNBEAM 
HAMILTON * ONEIDA * TELECHRON 
INTERNATIONAL * RONSON * WESTCLOX 
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DIAMOND DIGEST 


THE KNOW-HOW OF MOUNTING DIAMONDS 


Part Two 


Selecting exactly the right grade of 
diamonds for each type of mounting is 
a task for specially trained experts. 
In the previous Diamond Digest, we 
pointed out that Arnstein experts may 
be able to offer constructive sug- 
gestions to merchants on these prob- 
lems, the correct solution of which is 
a "must" for successful merchandising. 


Consider, for instance, the matter 
of eight-facets. We closely assort 
these stones, featuring five grades in 
first color alone. The wise merchant 
purchases several different qualities, 
the lowest of which may cost but one 
half the price of the best grade. 


For platinum mountings, and some- 
times for fine yellow and white gold 
settings, he uses the best quality. 
Just under the finest grade will be 
utilized for side stones in his popu- 
lar-priced solitaires and matching 
wedding rings. Eight-facets of third 
quality are set into "promotion" rings 
where a low but adequately profitable 
selling price is featured. Finally, 
eight-—facets of fourth or fifth 
quality are effectively used for 
emblem buttons, signet or initial 
rings, and earrings 


Through the judicious selection of 
diamonds, the merchant can also present 
a diversified array of rings to 
satisfy the purchaser who wants a siz- 
able ring at a limited price. For 
instance, a 42-point center stone with 
two 4—-point side diamonds costs con- 
Siderably less than a ring with a 50- 
point center stone and no side dia- 
monds——even though the total diamond 
weight is the same! 


























It is obvious that skilled technical 
advice has become an ever-increasing 
factor in successful merchandising. 
And Arnstein Bros. and Co., offering 
its years of tried judgment and expe— 
rience-—plus a closely assorted stock 
of loose diamonds at lowest market 
prices——enables the merchant to obtain 
the greatest value when mounting his 

































































stones. 
DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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TTENTION jewelers in Canada! 

If you have a gun, don't point 
it at anyone (always good advice, 
anyway). A fine of $30 and costs 
was recently imposed on a Torontc 
jeweler for pointing a pistol at the 
manager, no less, of a protective com- 
pany who entered the store to remove 
the burglar warning equipment for 
non-payment of services. 

The judge said that a jeweler has 
the right to order a person off his 
premises, but that he may not point 
a gun at him. 


> © 


/ 1TH so many Americans travel- 
ing abroad these days, it’s al- 
ways interesting to note the effect 
that American products have on con- 
sumers abroad. Of course, American 
cigarettes, nylons, and machines have 
already established their reputation 
in Western Europe, but most other 
items such as jewelry, though not ex- 
actly scorned by Europeans, have not 
been preferred in the past compared 
to the domestic product. 

We were happy to read in the 
Meriden Record that the mark “Made 
in the U. S. A.” is respected on other 
things, too. And when it’s in our 
business, we want every one to know 
about it. 

One woman who had a pendant. 
earrings, bracelet and clip from a 
jewelry company of Meriden, Conn., 
received comments like these when 
touristing abroad: 

“Did you get that leaf in Italy? I 
didn’t find that shop.” 


FOR May, 1950 


“Where in Cairo did you discover 
that divine silver pendant?” 

“Wouldn't you know that only in 
Damascus could you buy such an in- 
teresting bracelet?” 

“Those earrings—why didn’t I find 
some like that?” 

Her proud answer to all questions 
was “Made in Meriden, Connecticut, 
U.S. A. 

When the lady got to Egypt she 
wanted to attend a party in Alexan- 
dria, but dock officials decided to 
search the lady-passenger before she 
disembarked. When a search of her 
purse disclosed nothing, the customs 
ofhcials picked on a gold filigree 
locket set with blue and green stones, 
part of the lady’s adornment. 
“Good?” asked the customs man sus- 





Something to Think About 


AGRICULTURAL INCOME 
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piciously. “Sure, it’s good,” the lady 
answered. “Made in Meriden, Con- 
necticut, U. S. A.” 

The locket was “dropped instantly 
with a bang that was vigorous enough 
to cause several protesting rebounds 
from the offending ornament.” 

We can hear some future tourist 
from a foreign shore saying: “I found 
the most divine necklace in that lovely 
town of Meriden.” 


© © 


HEN Salvador Torres was in 

La Belle France during the war, 
he bought a silver ring set with a 
sea stone (amber) for $35. 

Today that ring is a_ priceless 
possession. 

At work in Great Bend, Kans., last 
month, Torres’s hand was caught in 
a buzz saw. Just as the whirring blade 
was about to slash through his fingers, 
the ring jammed the machine to a 
stop. 

Torres got out with a few minor 
nicks and shattered nerves, but rest 
assured that he is the grateful owner 
of one badly slashed but highly 


valued silver ring. 
© © 


OUSE-to-house salesmen are still 

with us, and the warmer 
weather, will probably bring a lot 
more in future months. Evidence 
that jewelers will have to be espe- 
cially alert to combat their competi- 
tion comes from the story of an un- 


happy bride-to-be who chose her 
97 
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WANT TO PULL BIG GATES THIS BRIDAL SEASON 2 
Spotlight this new star in Silver Cabinets! 





Feature 1847 Rogers Bros. Cabinet Chest In Your Windows and In Your Advertising! 


EYE-OPEN your Spring Wedding Season with this exquisite 
new Cabinet Chest that stands upright! 


It’s a double-header! Comes in rich walnut-grain finish, 
traditionally styled or in blond-finished modern as shown! 


Brides-And-Grooms-To-Be warm up quickly to its sub- 


stantial, expensive appearance—yet you sell them the chest 


and 62 pieces of America’s Finest Silverplate for only 
$79.75! 


FULL-COLOR pages will feature the Cabinet Chest dur- 
ing May in Life, Bride’s Magazine, Modern Bride, and six 
other national leading women’s magazines! What’s more, 
the Cabinet Chest will be spotlighted on television’s “Silver 
Theatre”— CBS Network! 


Keep ample stocks — build attractive displays! Get your 
share of the sales pulled by this eye-opening new cabinet 
and eye-getting 1847 Rogers Bros. campaign! 


[B4 7 KOGERS Bos. Americas Finest Silverplate 


Copyright 1950, The International Silver Company, 169 Colony Street, Meriden, Connecticut. 
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ilyerware pattern from one of these 
inerant peddlers. She announced to 
her family and friends the pattern 
che had picked, so that the wedding 
vifts would conform. When the 
would-be gift-givers went to the jewel- 
ry store, no such pattern was found 
-, the unusually large collection. 
After several fruitless attempts in 
other shops, they had to give up in 
despair. | 

On her wedding day, it dawned 
bright and clear that the bride had 
been disappointed by this roving re- 
tailer. Many jewelry stores have such 
a complete “Brides’ Service” that 
friends can go and pick gifts for the 
bride without fear of duplication and 
in the pattern the girl has chosen. 

And the moral of this story is: 
Don’t let these drummers give you 
competition—be prepared with ser- 
vice, and let your customers know it! 


© © 


TM’ HERE’S a first time for every- 

thing. In most peoples’ minds, if 
they have seen enough Humphrey 
Bogart movies, a “hot” ring indicates 


one that has been stolen and is in the 
hands of gangsters trying to dispose 
of same. Well, we have found an- 
other definition for the term. 

Early this year, a Chicago house- 
wife discovered her wedding ring was 
missing. A thorough search failed to 
produce the gold band. Three months 
later, it turned up in the repair shop 
of the utility company where she had 
sent her toaster for repair. 
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KE, glad you're in business today. 
If you had been working in 
1914, your purchasing power would 
be just about half what it is now, in 
spite of the devalued dollar. A sur- 
vey conducted by the National Indus- 
trial Conference Board to compare 
just how much an hour’s work bought 
in 1914 relative to 1950, revealed the 
fact that the average factory worker’s 
wages rose twice as much as prices. 
In 1914, a factory worker received 
25 cents an hour for his toil and 
worked 51.5 hours to earn only 
$12.72. However, his family required 
$16 a week to live. which meant that 
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“There now, Madame, | think you're ready to withstand its brilliance." 
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mother had to take in washing or 
one of his children had to be em- 
ployed to make up the deficit. 

Today, the man in the factory 
works just 39.7 hours weekly and his 
pay comes to $58.12, and, inciden- 
tally, he labors under far superior 
conditions. To add to the happy 
picture, his family needs only $49.52 
for living expenses, which leaves a 
handy surplus of $9 for other things. 

To the jeweler, we say, things are 
not so bad after all. Don’t ignore a 
good market like this. Frankly, we're 
happy to see that things are improv- 
ing and that civilization isn’t running 
down-hill as fast as some would have 
us think. 


© © 


AST month, we told you about the 

~ chap who won a contest with a 
diamond-studded tie worth $100,000. 
For May, we have an item for the 
ladies — diamond-studded eyeglasses 
worth $250,000. That should date 
Dorothy Parker’s little poem: 

Men seldom make passes 
At girls who wear glasses. 

The glasses we saw were designed 
by Harry Winston and are being 
shown by a Fifth Avenue jeweler. 

In Jon Whitcomb’s page in Cosmo- 
politan for April, there’s a good deal 
of space devoted to specs. There are__ 
many varieties of frames available: 
red, gold, plaid; with daisies, butter- 
flies, and jewelry. “Get an eyeglass 
trousseau, and startle the stagline. 
Learn to accent your eyes behind 
their glass windows, and the stagline 
will startle you.” 

Not every girl needs $250,000 
worth of diamonds to attract atten- 
tion. 


o © 


Just what fate willed it that a mem- 
ber of our business should be struck 
by lightning, we know not. But one 
jeweler in Houston, Tex., was singled 
out, and he’s putting a lot of hope 
in the old adage about lightning 
never striking twice in the same place, 
for he was struck on the head—once. 

The bolt passed through his body 
and stripped a watch from his wrist, 
then came out his heel. The only 
injury suffered, besides damage to 
his nerves, was a slight burn at the 
heel and a badly shattered watch. 

We wonder if it was a shockproof 
watch. 
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The exterior of Gershgorn's is 
plate glass front in disguise. The 
translucent glass wall is recessed 
behind a criss-cross grillwork t 
give a strikingly dramatic effect. 


by JOY KRAMER 








Diamond Inspired Setting 


Combines Atmosphere and Functional Desi 





To function properly and look well, a store must be slanted toward 
its merchandise and when it’s a store dealing in precious gems 
certain architectural questions are posed whose answers must solve 


the problem of lighting, setting, and the amount of display space. 
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In this interior view of the store, 
the charm based on functional need 
‘; emphasized. The walls are of a 
loosely woven, silk and wool fabric pe 
to provide maximum light from front. 3 { " 
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HINGS,’ as Gilbert and Sullivan plain- Yet in creating a design compatible with need, archi- 
tively remarked, “are seldom what they seem: skim milk tect Douglas Honnold had to resolve basic contradictions 
masquerades as cream.” that arise in a structure suitable both psychologically 


and physically for the design, manufacture, and mer- 
chandising of fine jewelry. 

Gershgorn’s, in short, was not the result of a beautiful 
sketch on a drafting board. Rather it was the cumulative 
result of a series of inevitable consequences and the factor 
that determined its eventual shape was the diamond. 

To function, or to look well, a shop must be slanted 


Even so, architectural necessity, in skillful hands, oft- 
times masquerades as sheer decorative whimsey. 

Our case in point is the Beverly Hills jewelry shop 
of John Gershgorn, one of the west coast’s most intriguing 
stores and, for almost a decade, the mecca for aspiring 
young architects. 


“Functional” is hardly the layman’s word for Gersh- to its merchandise. In Gershgorn’s case, this merchandise 
gorn’s. Victorian and serene with its oval, dark velour is small and precious: the special order jewel. the French 
walls, its gold satin upholstery and crysta! chandelier. gem, the oriental pearl and the diamond. 

Gershgorn’s has the velvet touch of a precious gem box. (Please turn to page 140) 
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Efficient use of space is re- 
vealed in this view of the in- 
terior. The space between the 
cans — ‘i true and false walls is used 
c, Oe f a . : for recessed display boxes, 
> lll : Laas | _"s ; storage shelves, cnd heating. 























ry) 

I HERE Ss a profusion of lovely fashions to be 
exploited during May, and all of the weddings, gradua- 
tions, and parties that will take place in June to be an- 
ticipated and prepared for now. With a flurry of excite- 
ment, gowns, jewels, jewelry and other gifts will be 
purchased for such social events as weddings, bridal 
showers, engagement parties, graduation parties, spring 
proms, and for trousseau and travel! And all of this 
gala gayety will be carried on under the bright aura of 
FASHION! 

Lady Fashion moves into this romantic mood of May 
with dramatic surety! During the whole month she 
courts jewelers by offering bountiful opportunities for 
promotions in fashion that will pay high dividends in 
plus sales! 

Let us preview the most important trend for the coming 
season. It is a trend toward gossamer fabrics resulting 
in phantasy fashions of dreamlike beauty. In the months 
that lie ahead we shall see blouses, dresses, gowns and 
coats of such vaporous materials they will seem more 
illusion than reality. Whether the fabrics used in these 
lovely clothes are of silk or cotton, the impression of 
diaphanous lightness and romanticism will be the im- 
portant impression. 

These imaginative phantasy fashions demand striking 
new ways to wear jewelry! You can capitalize immedi- 
ately by suggesting the tantalizing allure of “hidden 
jewels.” This provocative jewelry style is adaptable to 


any price range since it can be accomplished with the 
glitter of costume jewelry as well as the radiance of 
precious jewels. 


It is the subtle style of letting the 
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Fashion Previews 


For Extra Promotion in Spring Selling 


Spring social events—weddings, bridal showers, engagement 
and graduation parties and just every-day living—offer the 
jeweler bountiful opportunities for extra-sale promotions, 


in all of which Dame Fashion lends a helping and guiding hand, 


by WINIFRED PARKER 


beauty of jewels flash through transparent materials | 
It is 
brassiere straps with a pretty pin semi-concealed beneath — 
sheer blouses and dresses, and to wear a dazzling necklace 
shining beneath the neckline of a transparent coat. Since 
women love an air of mystery, you will have a well nigh 
irresistible sales approach when you picture for your cus 
tomers the mysterious enchantment that can be created 
by wearing sparkling jewels beneath filmy fashions rather 
than on the top! 

The diamond pins sketched on our models and illus 
trating this new jewelry style are designed by Harry 
Winston. These flexible pins swing with scintillating 
radiance, whether worn beneath or atop filmy garments, 
multiplying in diamond fire. Their facile flexibility, 
expressing as it does the modern trend of combining 
beauty with free motion, is a fashion story in itself. 

The pin shown with the blouse is a flower-drop cluster 
of diamonds. The stems are delicately fashioned 0 
baguettes and each exquisite flower holds five pear 
shaped diamonds surrounding a center brilliant. The 
top is a twining crescent of diamonds combining bril- 
liants with baguettes. This pin includes 45 pear-shaped 
diamonds, 71 baguettes, and 49 brilliants. 

The pin shown with the coat falls in a brilliant cas 
cade like a jewelled waterfall. Combined of pear-shaped 
diamonds and radiant baguettes, it flaunts imaginative 
versatility as it clasps to a diamond choker and thus be 
comes the major jewel in a fabulously beautiful creation. 

It is natural for all of us to admire these glamorous 


(Please turn to page 142) 


THE JEWELERS’ CIRCULAR-KEYSTONE 


smartly sophisticate to clasp together slip and” 


















A, “Match-U ps” — earrings, neck- 
lace, and groom’s tie-pin match 
bride’s beautiful betrothal ring. 


. New Fashion Note: Finger-free 
wedding glove for exquisite 
poise, 


. Flashing jewels, semi-concealed 
beneath filmy materials, create 
fantasy fashions of loveliness. 
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Silver Room as seen from sidewalk | 
| < : in front of store. Note how entire 

wen as © interior is on display. A complete 
— | lineup of sample plates is on the 
| rear mirrored wall to catch the eye. 











China display at Bloedel's is sep- 
arated from the Ring Room and the | 
Silver Room by a low wall, enabling | 
customers to see china when shop- 
ping in another of the departments. 








Display setup in the Silver Plate 
Room. Adjustable glass shelves in | 
big window add display space for f 
crystalware items. Salesgirl shows 
goblet to customer at sample table. 
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It's Advertising That Pays 





By consistent advertising, Bloedel’s of Milwaukee, Wis., increased 


their silverware business over 30 times in eight years and by tying 


in tablewares, carried over the benefits to these profitable lines. 


= advertising pay? Henry Bloedel, 
President of Bloedel’s Jewelers, 200 East Wisconsin Ave., 
in downtown Milwaukee, smiles with pride as he points 
out the fact that from an average of $20,000 worth of 
silver volume a year in the five years prior to 1940, his 
sales jumped to over $600,000 in silver alone in 1948. 

“Advertising, and by that we mean persistent adver- 
tising, was the prime factor,” he says. “Why, from an 
advertising budget of $3,003.70 in 1940, we increased 
the amount we spent to $67,000 in 1948, covering all 
media, and we found it definitely paid off in increased 
store traffic and sales.” 

Believing the same opportunity for volume business 
was present in fine china and crystal ware, Bloedel’s 
applied the same formula used to build up their silver 
business to its present volume, on these two lines. 

Did it work? It certainly did. “Bloede!’s is now sell- 
ing more china and fine crystal than silverware,” is the 
statement of the head of the ‘firm, and this with silver still 
maintaining its high volume. 

It was only last fall that he installed china and crystal 
in his attractive store on one of Milwaukee’s busiest 
thoroughfares. He had looked into the possibilities of 
carrying these items and thought it over thoroughly. What 
convinced him was the thought that people who want to 
buy silverware either for themselves or as gifts for 
friends usually would buy crystalware and china, too, if 
they could find them in the same place with the silver- 
ware; and more especially, if all three articles could be 
blended into one harmonious pattern. Usually, people 
interested in buying all three items would have to go to 
a jeweler for the silverware and then to a department 
store for the china and to a glassware store for the 
crystalware. So why not put them all together in his 
store ? 

Point-of-sale emphasis is placed on related selling— 
that is, suggesting a second item after a first sale is medi 
As Henk’ puts it, “The average customer has to have 
her taste interpreted for her. She knows what she likes, 
but she has no idea what china or what crystalware will 
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by SILVIA SCHUSTER 


harmonize with her silverware. The average housewife 
hasn’t the time to become an expert in the elements of 
home planning, so when she comes to us, she is usually 
seeking advice. Our sales people are trained to inter- 
pret her likes into a harmonious table setting. 

‘“That’s where our china and crystalware come in. Be- 
cause samples of our forty-eight china patterns and thirty 
crystalware patterns are dialay ed in both the Silver Room 
and in the Silver Plated Room, a sales person can pick 
out one sample and show it to the customer in the same 


(Please turn to page 114) 


An example of the full-page ads that were run in 
the rotagravure section of local Sunday newspaper. 
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Central bell motif in this wedding display can be used for many other occasions during the year, 


Let the Bells Ring in Your 





Gifts for the bride and the graduate set the pattern for the jeweler’s 


promotional efforts during the month of June. Put your windows to work 


early to get the fullest advantage of these two big gift-giving occasions. 


| ae bells and school bells should ring 


g 
in profits for the jeweler in the month of June. Gifts for 


such very important people as the Bride and the Graduate 
call for the special attention that a gift from the jeweler 
always indicates. This is the theme to promote again and 
again in your advertising and in your window displays— 
the theme that will always give your merchandise special 
appeal. 

Attractive bridal and graduation windows should be 
in place early in May, but your promotional program for 
these events should go on twelve months of the year! 
Constant repetition of the “Gift from the jeweler is always 
something special” theme will put your customers in the 
habit of thinking of you first when special occasions 
do arise. 

Many jewelers hesitate to spend very much money for 
decorative materials for special occasion windows because 
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they feel that such materials will be used but once and 
then discarded and that the cost is therefore prohibitive. 
The answer to this is that decorative materials can be 
selected in such a way that they can be used again and 
again—in varying combinations or with easy-to-make 
changes. By planning carefully on a long-range program, 
dramatic, varied and colorful windows can be had witha 
nominal investment for props. 

The two window sketches for our suggested June wed- 
ding and graduation windows illustrate the kind of 
materials that can be so used. The bell unit in the wedding 
window is sculptured of Crystafoam-~a lightweight but 
sturdy plastic material that is best described by its name. 
The unit measures 24 inches wide by 22 inches high and 
comes in white, air-brushed in either silver or gold. The 
flowers are also of Crystafoam with loops of silver or 
vold ribbon. The bells come from W. L. Stensgaard and 
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Associates, in Chicago, and cost under eight dollars. For 
the wedding display, they are hung against the back- 
cround with lengths of matching ribbon carried to the 
merchandise arrangements in the window foreground. 
Clusters of orange blossoms carry out the wedding idea. 
\ combination of both diamond rings and silver wedding 
cifts is suggested, with the window copy stressing that 
the store is headquarters for all wedding gifts and wed- 
ding jewelry. The copy card is lettered to resemble a 
wedding invitation. 

These bells will serve equally well for anniversary win- 
dows. a Christmas or New Year’s display, or next year’s 
Faster window. For one, the flower sprays might be 
removed and replaced with holly for Christmas, mistletoe 
for New Year’s, or bows of colored ribbon or tulle. The 
unit may be hung against the background as shown in 
the sketch, from the ceiling or close to the window glass. 
lf you have any paint spraying equipment, you might 
even try giving the bells another color. Thus one quite 
inexpensive unit can be made the central decoration for 
several important display events without becoming mo- 
notonous. 

For the Graduation window, a stained glass window 
effect is achieved with one of Stensgaard’s Cathedral 
Comuras. Such an effect as this is more likely to be 
remembered as having been seen in your window before, 
but it is striking enough and attractive enough to warrant 
repetition. It would be quite appropriate for weddings. 
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Windows for June 





MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Wedding Bell Display 


Decorative Bell Unit of Crysta- W. L. Stensgaard & 
foam, 24” wide, 22” high— Associates 
white air-brushed silver or 346 North Justine St.. 
gold No. G-548 under $8.00 Chicago 7, Il. 

Ribbon—match ribbon on unit Local department store 
if possible 

Orange blossom clusters 

Copy card—wedding invitation 
style 


Source 


Local department store 
Show card writer 


Graduation Display 


Cathedral Comura—30” x 90” W. L. Stensgaard & 
silk screen processed No. G- Associates 
400—about $8.00 346 North Justine St.. 
Chicago 7, Ill. 
Local florist 
Make yourself 


Flowers or ferns 
Mortar board plaques of compo 
board, fabric and _ tassels 


Copy scroll Show card writer 





Laster, Christmas or displays of religious articles. The 
stained glass is silk screen processed in fourteen oil colors 
on flexible and translucent stock. The full size of the win- 
dow is 30 by 90 inches, but it can be cut down with no 
loss of effectiveness if that height is too great for your 
window space. In the sketch shown, the lower section— 
about eighteen inches—has been cut off. 

To gain the greatest effectiveness from the stained glass 

(Please turn to page 141) 


by VIRGINIA DIXON 


Back-lighted simulated stained 
glass window lends color and 
dignity to this display of 
graduation gifts. Window is 
equally appropriate for a 
bridal display or Christmas. 
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Below: Contest judges who were contacted from other 
parts of the country to give prestige to the contest, 
inspect table settings. Right: Visitors were guided 
around tables in hall by means of roped-off areaways. 


W ies Fred Vining of the Vining Jewelry 
Store in Pine Bluff, Ark., found that his competitors 
were beating him to the gun on china sales, he decided 
to do something about it. Vining’s reputation for silver- 
ware was enviable but he wanted a well rounded sales 
picture for all the merchandise he had to offer, so to 
make his store second to none in his area, he sponsored 
the first table setting contest ever held in this Southeastern 
Arkansas town of 40,000. Vining wanted the public to 
know that his stock of china and g!iassware was ample 
to set any type of table and, in order to show his stock 
to as many people as possible in the shortest time and at 
the lowest cost, a table-setting contest was planned. 

One of the reasons for the success of this event was the 
fact that it was carefully prepared in every detail before 
any action was taken; another was that people like to 
compete and they were attracted by something that would 
allow them to show their creative ability. Vining offered 
prizes worth $250: $100 for first prize; $50. second 
prize; a prize of $50 for the most original; and another 
prize of $50 for the table voted most popular by the 
public. 

Professional judges were contacted from other parts of 
the country to give added prestige to the affair: Christine 
Millar of Dallas, Texas, Culinary Editor of Holland’s 
Magazine; Jessie Thomas Fort of Griffin, Ga., author and 
lecturer on flower and table arrangements; and Inez 
Adrian Hamilton of Wichita Falls, Tex., instructor and 
lecturer on flower and table arranging. 

In addition to the prizes for the best tables, Vining 
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also offered door prizes worth $275 to the public. With 
attractions such as these, it was not surprising that more 
than 4,000 people attended, and among whom were nv- 
merous out-of-town visitors, many coming from as far 
away as Memphis. 

How successful can a promotion of this kind be? 
Before going into the details, let’s look at some results: 
after the contest there was an immediate jump in china 
sales; more complete sets were sold in the foliowing two 
weeks than in any previous two months. The increase in 
sterling sales was not noticeable at first but records 
reveal that there has been a steady gain since the show. 
More starter sets of sterling flatware have been sold than 
in any previous four months. In addition, several com- 
plete sets of sterling were sold because they were seen 
at the contest. The sale of complete sets of sterling flat- 
ware were previously unheard of at the store except at 
Christmas. Now, two months after the event, the store 1s 
still receiving letters of inquiry and orders for patterns 
shown at the contest from out of town visitors. And the 
total cost to Vining: $1500. 

One of the main factors making this event such a 
success was making it a civic project by taking away any 
trace of commercialism while the show was on. A strict 
rule that helped “sell”? china was that no sales were to 
be made at the contest. This put the show into the 
category of a public service rather than a sale. Adding 
to its prestige were the teas and parties given the judges, 
visiting dignitaries, and city officials. The 34 clubs entered 
in the competition were similarily honored. 
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Leadership With Tableware Contest 


Fred Vining, Pine B'uff, Ark., jeweler, takes a back seat to no competition 






























when it comes to the merchandising of silver, china and crystal. His table 


setting contest gave him top billing in his community for fine tableware. 


Newspaper ads broke the news 
of the contest to the public 
a week before the event and 
these were followed up by a 
series on the amusement page. 










| Of course, a promotion such as this could not be a 
success without the proper advertising and, once the ball- 
room of the Hotel Pines was reserved, publicity began for 
the showing which took place on Feb. 28th and March Ist. 
Advertising was limited to direct mail, newspaper, and 
) personal contacts besides a few posters in strategic places 
throughout the city. 

| Newspaper ads broke the news of the contest to the 
general public on Feb. 19th and this was followed up by 
sIx consecutive days of “amusement type” ads on the 
amusement page. Larger ads on Feb. 22nd and 23rd ap- 
peared with the largest on the Monday before the con- 
| test; they were then dropped in size on both days of the 
program itself. 

Direct mail advertising began before the newspaper 
campaign began—on January 19th — with envelope 
stuffers in every local letter mailed during the month. 
About 2500 were used. Personal invitations were issued 
\ to all schools within a 40-mile radius and to all garden 
clubs in Southeastern Arkansas. On Monday and Tues- 
day, the day before the the first day of the contest. a crew 
of telephone callers contacted every residential number 
in the directory. 

In addition to paid advertising, a great deal of pub- 
licity resulted from the clubs who had entered or were 

(Please turn to page 148) 
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NW/JA to Meet in Chicago, J une 5-6 


National Wholesale Jewelers’ Association will hold their forty-third annual 


convention at the Hotel Sheraton, Chicago, Ill., June 5 and 6. Roster of 


speakers and panel discussions promise interesting and instructive meeting. 





LEON J. ENGEL G. H. NIEMEYER MAURICE ADELSHEIM H. A. GOLDBERG WALTER CENERAZZO 
President NWJA Chairman Jewelers’ Past-President ANRJA President NACJ American Watch 
Vigilance Committee Workers’ Union 


- for the 43rd annual convention of the 
National Wholesale Jewelers’ Association to be held at 
the Hotel Sheraton, Chicago, I[Il., June 5 and 6, point 
to one of the most interesting and unusually instructive 
meetings in recent years. Preliminary details of the 
program released by Thomas A. Fernley, Jr., secretary 
of the organization, at the time of this writing list speak- 
ers from every branch of the industry as well as several 
others from outside the jewelry field who will speak on 
subjects pertinent to business as a whole under present 
conditions. 
On-the-spot registration for the meeting will begin on MARTHA PERCILLA ARTHUR G. MATHEWS 





Sunday, June 4, but those planning to attend the con- Fashion Director JIC Promotion Manager JIC 
vention are urged to send their reservations in advance 
of the dates to avoid last-minute confusion as well as to 
assure attendance at the luncheon on Monday, June 5. NWJA will hold a dinner meeting at 6:00 p.m. in Rooms 
This luncheon meeting may have to be restricted to those 817-18-19 at the Hotel Sheraton. This will be the only 
who have registered in advance as the hotel must have business session of the convention held on this day. 
a count prior to Sunday, June 4. The convention will be formally opened on Monday, 
This year there will be two luncheons in connection June 5, at 10:00 a.m. in the Tropical Room of the Sher- 
with the two-day convention. NWJA President Leon aton with a welcome to the city by Martin H. Kennelly, 
Engel instituted this idea with the thought that it will be Mayor of Chicago. Following this the annual address 
helpful in enabling those attending the sessions to visit of the president of the association will be given by Leon 
to a greater extent than was possible in previous years. J. Engel, of J. Engel & Co., Inc., Baltimore, Md., and 
Furthermore, the delays which have been experienced the report of the secretary by Thomas A. Fernley, Jr. 
in obtaining luncheon will be eliminated. The Honorable Wilbert F. Crowley, of the Superior 
Members are therefore requested to register in ad- Court of Cook County, Chicago, will talk on “Experi- 
vance if it is possible to do so. Tickets for both luncheons ences With the Law” and, concluding the Monday morn- 
and the reception and banquet on the final day of the ing session, the Honorable Clifton A. Woodrum, presi- 
convention will be placed in envelopes with the necessary dent of the American Plant Food Council. Inc., Wash- 
badges and these will be available at the registration ington, D. C., will address the members on “Government 
desk upon arrival. oll iit, # 
On Sunday, June 4, the executive committee of the (Sees wee eoenne 
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Bridal consultant is an important part of Under- 
wood service. Besides maintaining gift records, 
she dispenses helpful information and literature. 


== H. F. Underwood and his wife. 
of Underwood Jewelers. Jacksonville. Florida, believe in 
the functional and spiritual value of the merchandise they 
select for their stock. To this, they add their purposeful 
activities of making the people of Jacksonville feel this 
same appreciation for the merchandise. They advertise— 
of course. They have a store with an attractive front. 
The interior provides a fascinating atmosphere for jewelry 
selection. But, in addition to that, they have studied and 
understand their prospects as a group and they present 
their merchandise in a way which makes it irresistible to 
the individual. 
A few years back Underwood became intrigued by the 
possibilities of the bridal market. He analyzed this market 


Ceramic Room features elaborate grill work. Also 
called Breakfast Room, table is set with breakfast china. 


He Analyzed the Bridal Market and... 


Built His Store for Bride 












E ditor's Note:—Shortly after the first of the year there 
came into our office a visitor from Florida. A_ business © 
man who was quite satisfied with the volume of his busi- 
ness in 1949. This man was a retail jeweler surprising” 
as this may seem to some. But the increase was not sur. | 
prising to him, for such increases had become an accepted | 
condition with him during the past nine years. 

Every year since 1940 his business had shown an im. 
provement over the preceding year. What’s more, he 
anticipates an increase of $200,000 during 1950 as a 
result of store improvements and attendant promotional 
plans, some of which are covered in this article. 






















and found out what the other Jacksonville jewelers were 
doing in it. He discovered that the volume percentage of | 
the various stores which was represented by bridal busi- 
ness varied greatly. He also was convinced after this study 
that the bridal business in his store came nowhere near 
the potential which existed. 

He set out to build up this part of his business by spe- 
cific promotional efforts. These bore such fruit that the 
program culminated in the establishment of a specialized 
department which was opened to the public last Novem- 
ber on the second floor of Underwood Jewelers, and which 
was named the “Bride’s Store.” Five months abuilding, 
the Bride’s Store was opened during Thanksgiving week. 
It contains 6,000 square feet, divided in such a way asto | 





One corner of the floor has been set aside as ladies 
lounge. Picture window gives view of beautiful park. 














“) is : | ‘ Curved silver section at 
a : back of store is flanked 
by crystal and glassware 
displays. Separate Lamp 
Room is located at right. 
Note liberal use of table 
settings throughout floor. 











by FLORENCE L. HUNTER 
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| provide many small areas of sales space. each designed 
for a particular purpose. The accompanying sketch of 
the floor plan and photographs of the second floor store. 
demonstrate the success of this endeavor. 

The entire Bride’s Store is carpeted in fine quality 
oray-lavender carpet. Customers enter the separate room: 
through decorated archways, which connect them with the 
main store. The interesting undertone of the theme of the 
store is heightened by the use of different colors in each 
room, and the pitch of interest is aroused by the proper 
use of pastel coloring which all together blend into a 
symphony for selling, the rooms blending as they do from 


one mood into another. 
(Please turn to next page) 





Bar and Party Mart seen at the rear of this view, occupies space by 
elevator and carries everything from small gadgets to home bar. 
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Floor plan of Underwood Bride's Shop shows integration 
of all the various elements which make up complete section. 










Georgian dining room is one of two 
such display rooms at front of store fac- 
ing on park. Everything in the room is 
for sale, including furniture, linens, pic- 
tures, etc., in addition to the regular 
bridal merchandise—china, silver, etc. 










Design of the Bride's Shop was 
made from sketches and designs 
gathered by the Underwoods on 
a country-wide tour of study of 
retail stores. Doorway in the 
center of silver section leading 
to stock room, had as _ basis 
a design in architectural book. 








In this appropriate atmosphere the bride-to-be finds attracts the attention of the prospects of different taste. 
handsomely decorated rooms furnished in different peri- In the case of the provincial dining room, as ready for 
ods, appealing to different tastes. The hand-wrought. use as though guests were gathered in an adjoining room, 
painted grille work forming the arch entrance to the there is a wooden floor with hand-worked rugs, authentic 
Ceramic Room invites the attention of one group. Glass provincial furniture and appropriate drapes which, inci- 
display shelves are cleverly placed in the side panels of dentally, were designed and made by Mrs. Underwood. 
this entrance. This room, containing collectors’ items and The Georgian and Early American dining rooms are 
occasional furniture pieces, is also called the breakfast located in the front of the Bride’s Store and face Hem- 
room and the table is set accordingly with breakfast ming Park. A large picture window in each of these 
china. A completely plain entrance of another room (Please turn to page 166) 





China wall display shelves, semi- 
circular in shape, resemble huge 
china cabinet rather than store 
fixtures. Wall cabinets and the 
storage drawers are in bleached 
mahogany. No counters are used 
and customer can make selections 
directly from patterns displayed. 
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Diamond Booklet 





Keep diamond sales 
coming your way 


Tie in your sales efforts with the diamond promotions that 
are working for you. They include... 


ADVERTISING supporting the engagement ring tradition 
—in leading national magazines. Advertising stressing 
the fashion significance of diamonds—in outstanding 
fashion publications. 


PUBLICITY in newspapers, magazines, on the radio. 


MOVIES—‘“The Eternal Gem’—to show in your town. 
Write to Association Films, 347 Madison Ave., New 
York 17, N. Y. 


LECTURES throughout the country. 


DIAMOND SALES MANUAL... . Helpful FREE booklet, 
“More Dollars from Diamonds.” Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 
305 E. 45th St., New York 17, N. Y. 


FOR May, 1950 











to help make sales 


Semmens say the 3l-page booklet, “The Day You 
Buy a Diamond,” is one of the most helpful and interesting 
selling aids they’ve ever used. It tells the story of the dia- 
mond’s origin and significance, gives helpful factual pointers 
on choosing a diamond. Order a supply now to use as bill 
enclosures during the spring “engagement” season, and to 
keep on your counter to give to prospective customers. 


Cost is $5 per hundred. For your imprint, add $2.20 for 
first hundred, and 80c for each additional hundred. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, 
New York. 


De Beers Consolidated Mines, Ltd. 
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Now it Can be Told « « « 


The Seeret of the Star 





Star sapphires and rubies are among the most beautiful and versatile of the jewelry stones. 


= secret of man-made star sapphires and 
star rubies has long been a source of wonder to everyone 
except the few “in the know,” and many were the guesses 
on just how this star was reproduced synthetically. This 
secret process has now been revealed by The Linde Air 
Products Company in a basic patent covering the manu- 
facture of the gems. The patent, No. 2488507, was issued 
Nov. 15, 1949, in the names of John N. Burdick, of Ken- 
more, N. Y., and John W. Glenn, Jr., of Canadaigua, N. Y. 

Early attempts to reproduce natural gemstones had little 
success, and glass was used to simulate the colors of the 
many attractive gem materials. These imitations were 
lacking in durability, brilliance and other desirable quali- 
ties. It was only when man succeeded in actually syn- 
thesizing some of nature’s products that gemstones rival- 
ing nature's finest were finally produced. 

Probably the most notable early advance in this direc- 
tion was the announcement by Verneuil, in 1904, of the 
successful synthesis of the ruby. The process, which bears 
his name, has been used since then to produce millions 
of carats of ruby, blue sapphire and many other colors in 
corundum, together with an equally attractive series of 
gemstone materials having a basic spinel composition. 
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Also, prior to World War II, the Germans succeeded in 
synthesizing the emerald. More recently, in this country, 
the emerald was independently syntheized in quality, 
rivaling the finest natural stone. 

In man-made form, the star sapphire and star ruby, 
treasured stones of the orient, which were thought in- 
capable of duplication by man, have been on the market 
only a little over two years. These man-made gems are 
of such quality that they equal the natural stars in per- 
fection of appearance. In fact, it is this perfection that 
serves as a means of identifying the “synthetics,” for, in 
general, the natural stones do not achieve the perfection 
of the star that is attained in the man-made gems. In 
hardness and durability they are the same as the natural. 
There has been much speculation as to how man syn- 
thesized this very unusual product which had _ success- 
fully resisted all attempts at duplication for hundreds of 
years. 

Synthetic star sapphires and star rubies are grown in 
boule form, using the Verneuil process wherein the finely 
divided alumina passes through an oxy-hydrogen flame. 
Under this flame, the boule grows as a single chystal 

(Please turn to page 175) 
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A Mineralogist Views 
(ems at the Point of Sale 


Gemstones are an intangible subject to the majority of a jeweler’s customers. 


To instill that “buy appeal” in his merchandising, the jeweler must be prepared 


to pass on an appreciation of those gem qualities which merit the asking price. 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


As curator of one of the finest mineral col- 
lections in any American museum, I have frequent contact 
with that segment (and it’s a substantial part) of the 
public which has a genuine interest in beautiful and rare 
stones. 

These daily contacts turn up so many people who 
frankly admit they “know nothing about jewelry stones,” 
that I often wonder who buys all the jewelry that is sold 
and on what basis of reasoning they reach their decision 
to purchase. 

Any man in the position to buy a piece of jewelry is 
usually in possession of an automobile and his home 
contains many importantly priced commodities such as 
a refrigerator, a radio, etc. Invariably he has bought 
these only after his own careful investigation and con- 
sideration, and usually after consulting with his wife. In 
such manufactured items where the device performs some 
active, measurable service. he can easily recognize the 
value. He can also translate with some accuracy the value 
of the parts and the cost of construction. Here are mea- 
surable quantities of material and labor. Allowing that 
the device functions for what he believes is a reasonable 
length of time, he is satisfied with the purchase and re- 
turns to the dealer for more of the same commodity. 

Such a method of selection (unquestionably influenced 
by the nationally advertised name plate on the product) 
is not available to the average layman in search of a fine 
quality jewelry stone at the right price. 

Because a precious stone is small, and its quality is not 
readily discernible without magnification and because 
even magnification will not reveal the exact quality to the 
untrained, the average jewelry buyer must depend upon 
the skill and experience, the carefulness and integrity of 
the jeweler from whom he buys a jewelry stone. 

Therefore, as the customer is usually ignorant on the 
subject, any jeweler who is truly fond of his merchandise 
should be anxious to pass on some of his knowledge and 
enthusiasm to the buyer, so that he too, will appreciate 
the merits of the stone for which he has paid a consider- 
able sum of money, at the jeweler’s behest. Unless the 
jeweler knows and appreciates the difference between good 
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quality and bad quality rubies, fine or poor emeralds, or 
well cut or badly cut diamonds, and can pass some of 
this knowledge on to his customer, he cannot well compete 
with others who sell on a pure price basis. 

There may be some who read this, who at this point 
might feel that their problems as merchants bear no 
similarity to those of a curator of a museum, in charge 
of its mineral collection. This is not altogether so. 

The curator of a mineral collection is very much in the 
position of the average jewelry buyer when it comes to 
huying mineral specimens. When some new find comes 
along, he usually has no way of telling how many speci- 
mens were found, how good the best are, and what is 
the likelihood of more or better being found later. He 
can only compare them with previous finds at other locali- 
ties Lo reach an approximate value, and weigh that against 
the price asked and integrity of the seller. Most important 
of all. he must believe that the seller is playing fair with 
him, not making an inordinate profit nor holding back 
better examples for a later sale. Since good mineral 
specimens are individuals not to be readily compared with 
others, past experience is not the simplest criterion to 
apply. For this reason, he often feels that he does not 
know enough about the merchandise: he must be con- 
fident that the dealer is telling the truth and that the 
price is right. 

So here you see the mineralogist, at once a trained jewel 
buyer and at the same time a confidence-placing “con- 
sumer.” 

The jeweler who sells colored stones is in exactly the 
same position in respect to the occasional jewelry buyer, 
but he, at least, dealing in a fairly standard product can 
be reasonably confident that his goods has the value that 
he places upon it. 

There are two reasons for the wearing of jewelry, and 
one of these, that of outdoing “Mrs. Gotrocks,” does no 
credit to the buyer. For a person so influenced there can 
be only the incentive of getting the most for the least 
money. and the average jeweler will find it difficult to 
hold this trade. The other type of buyer who buys and 

(Please turn to page 150) 
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We took the diamond out of 
the dark... gave it new 
brilliance, brought its extra 
value to light. The Circle of 
Light is the diamond with 

the signature no other can copy! 
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Los Angeles Office: 
220 West Sth St. 


Scientific tests made by 

Bausch and Lomb Optical Co. 
show the Circle of Light Diamond 
to exhibit greater life. 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 





See 





Diamond Tool Research 





Melee Plant: : Brothers, Ine. 
3805 East 45th Street, N. Y¥. C 








Co.. 304 East 45th Street. N. Y. C. 





Two large trucks were necessary to transport the students to the picnic grounds, 


Graduation Outing Makes Friends for Jeweler 


W. M. House was a stranger when he opened his new store in Baytown, Tex., 


but it didn’t take him long to make friends. Here’s one way he did it. 


Ware youNG W. M. House opened his 
jewelry store in Baytown, Texas, a couple of years ago, 
he was virtually a stranger. Today he is a local celebrity— 
everyone knows “Mac” House and his store. How did he 
manage to impress himself upon the community mind in 
such a brief period of time? The answer lies in one word 
—*Promotion.” 

House is, for our money, one of the “promoting-esi 
jewelers we've ever heard of. He promotes everything! 
With enormous success. This is especially surprising in 
view of the fact that his personality is mild, his smile 
bland, and his general impression one of amiable satis- 
faction with the world. 

Possibly the best example of this Texas jeweler’s promo- 
tion methods is the picnic he threw last Spring for the 
entire graduating class of the local high school. As a 
result of this goodwill gesture his graduation gift sales 
were, in his own words, “simply terrific.” 

Early in April House sent to each member of the 
sraduating class of Baytown’s Robert FE. Lee High Schoo! 
a printed invitation to attend a picnic sponsored by his 
firm. These invitations were sent to 300 graduates and. 
although the jeweler wanted as many to attend as pos- 
sible, he estimated that a probable 150 would accepi. 

To his surprise (and gratification!) House learned, a 
few days before the picnic, that 250 of the eraduates 
would attend. More than 80 per cent of the gr-duating 
class! Elated, the jeweler made even greaier plans for 
the day than he had originally intended. 
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On the day of the picnic the 250 youngsters met at 
11:30 a.m. in front of the W. M. House jewelry store. 
Waiting for them was “Mac,” of course, and two large 
trailer-type trucks. The graduates piled into the vehicles 
and were whisked some fifteen miles out of town to the 
scene of a famous battle where, in a picnic grove, cold 
soda, frankfurters, potato salad and ice cream awaited 
the hungry troupe. 

Following the lunch (which cost House an average of 
35¢ per youngster) a series of athletic events was sched- 
uled for the early afternoon. One of these was a pie- 


The kids were served lunch buffet style—and there were no kicks. 
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IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 


















The local radio station sent out a wire re- 
corder and a series of interviews were made 
with the youngsters for broadcast later that 
day. The radio station sponsored this pro- 
gram on their own and at no cost to jeweler. 








eating contest in which participants were required to 
kneel on the ground with their hands tied behind their 
backs, and consume a pie laid on the ground. Other events 
included three-legged races, potato races, softball. etc. 

In mid-afternoon an announcer and engineer from 
radio station KRCT appeared with a wire recorder and a 
15-minute series of interviews, etc.. were put on the tape 
for broadcast later that day. This program, incidentally. 
was sponsored by the radio station, not House, even 
though it was excellent publicity for the jeweler. During 
the course of the recording for the broadcast, House 
awarded prizes to the winners of the various athletic 
events held previously. Another feature of the broadcast 
was massed singing of school songs and popular airs by 
the assembled students. 
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ented 


Back to town after a day of fun, frolic and 
good eats, and everyone a friend for life of 
the jeweler who sponsored the all-day outing. 


Following the broadcast recording, additional athletic 
events were scheduled. Then, in the late afternoon, the 
250 graduates piled back into the trailers, were taken 
hack to Baytown, and all were home by 6:00 p.m. 

According to House, to say that the picnic was success- 
ful would be putting it mildly. “Watch sales zoomed to 
a point 50 per cent higher than we anticipated,” he 
reports, “and sales of graduation gifts of all sorts were 
greatly increased.” The good will value of the picnic 
is attested by the fact that more than one parent reported 
that the youngsters insisted that their graduation gifts 
“come from ‘Mac’ House’s jewelry store.” 

Although the picnic for the graduation class is only 
one of the many House promotion efforts, it is typical 

(Please turn to page 193) 
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Established 1900 
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Staged Displays 


A night scene of the new 
Durner store strikingly 
reveals the modern fron} 
which has been found to 
be one of best means of 
attracting store traffic. 


by SILVIA SCHUSTER 


Puts Merehandise on ‘Front Row’ View 


Glass curtain idea for wall cases in new store of George Durner, Milwaukee, 


gives advantage of open displays, yet can be closed to keep goods dust free. 


sina Milwaukee jewelry firm that 
is just catching its second wind is that of George Durner. 
Inc., which since 1881 has had its quarters on upper 
Third Street in Milwaukee, Wis. 

But, recently, when this busy shopping district under- 
went a complete remodeling and the old store was taken 
over by a local department store firm for an addition 
to their own store, the three top men of the Durner 
Company decided to turn that loss into an asset by 
building a brand new store of their own at 2107 N. 
3rd Street. 

So after several months of building, a_ stunningly 
modern store had its grand opening on Friday and 
Saturday, October 22nd and 23rd. Special features of 
this new store are the green structural glass front with 
corrugated stainless steel trimming; the practical wall 
display cases; and the fact that the whole of the store is 
on a higher level than the entrance itself. 

On opening the stainless steel-and-glass front door, the 
customer walks a few steps and comes to three stairs 
which lead to the display level. Here the display cases 
are set up in a horseshoe layout with thirty feet of 
modern cases running along parallel to the walls. Tiny 
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spotlights are set into the ceiling every five feet in con- 
nection with the egg-crate-style fluorescent lighting fix- 


(Please turn to page 152) 


Secretary-Treasurer Emil Kay doesn't stay in his office all 
the time. He is shown here adjusting glass display shelves. 
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a Nite integrity of the House of Harry Winston 


means to you... confidence .. . 


... confidence that your requirements will be met 
for a continuous source of evenly graded diamonds 
of an exact color, quality and size... from the 


smallest melee to the largest sizes... 


. confidence that our large volume and rigid 
manufacturing controls will give you prices that 


challenge the industry! 


. confidence . . . and prestige, too... for we 
acquire the most fabulous and highly publicized 
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Sketched is the uncut 
Jonker diamond as it 
was prepared to yield 
the twelve beautiful 
diamonds in the photo- 
graph. 


L ANRRY WINSTON 


7 EAST 51s1 STREET, NEW YORK 
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THE WINSTON COLLECTIONS ARE AVAILABLE 


AT YOUR REQUEST 








Don’t Forget Dad 


On June 18th 


= old chestnut “It’s Poppa who pays” 
holds good for most of the year but when Father’s Day 
rolls around, the reverse is true, for mother and son and 
daughter give Dad a day of relief from the year’s demands 
for watches, fur coats, diamond rings, etc. Statistics show 
that since 1936, the head of the house has been getting 
better and better treatment. A recent survey by Parents’ 
Magazine revealed that 95.8 per cent of the families ques- 
tioned intend to give Dad a present on the third Sunday 
in June, which this year falls on the 18th. 

However, don’t sit back and let these figures fool you— 
they do not mean that 95.8 per cent of the people who 
pass by your jewelry store are going to come in during 
the week before Father’s Day and buy an expensive gift. 
It’s up to jewelers to promote their own merchandise and 
to tie-in with the groundwork being done by their manu- 
facturers and the several organizations in the trade and 
otherwise, local and national—interested in _ helping 
jewelers benefit. Retailers will only gain from this day 
of sentiment in proportion to their own efforts. 

Father’s Day was first observed in the state of Delaware 
in 1913, according to The World Almanac, and has since 
spread rapidly across the country to become the widely 
observed event that it is today. As with Mother’s Day, 
there’s no need to sell the public on Father’s Day. They 
have been sold on it for a long time and since 1938, the 
volume of business directly attributable to Dad _ has 
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Left: The power of suggestion is im. 
portant in your window displays. This 
one proved a success for Weisfield & 
Goldberg last year. Below: An ad from 
Mahncke & Co., furthers the idea of 
suggesting gifts that will please father. 





steadily climbed to six and a half times that in 1949. The 
main thing is to remind your public and suggest. 
One of the best things that jewelers can do is to get 
the family out of the habit of buying gifts at the haber- 
(Please turn to page 172) 
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Nothing inspires purchase so much as the merchandise itself 
as this window of Jerome Margolis of Portland, Ore., proved. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














ESTA BLIS HED | 8 6 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS 
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by JAMES COOPER 


The bridal dizp!ay case for flat. 
ware at the Rogers store where o 
‘teen-ager may choose her pattern 
and be treated just like an adult, 


eweler Reveals Methods of 
ultivating Teen-Age Market 


Rogers Jewelers proved that 
a lot of good-will was the 
best way to bring graduates 


to a jewelry store. 





Rogers Jewelry maintains a bridal window during almost the whole year. 


iD sieene the “early bird” theory to sterling 
flatware merchandising, and contacting girls upon high 
school graduation, rather than waiting for their engage- 
ments to be announced, has tremendously increased bridal 
flatware sales volume at Rogers Jewelers, in Panama City, 
Florida. 

The comparatively new Rogers store, founded in 1944. 
and one of Northwest Florida’s most modern, has vastly 
simplified bridal operations under this plan. “We hit 
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upon the idea two years ago,” Mrs. Maude Allen, store 
manager, said, “when we surveyed the potential bridal 
market, and found that many of the girls in our com: 
munity were being married within a few months after 
high school graduation. Therefore, we reasoned, it was 
far better to contact the girls as a group, when it was 
easy to reach them, at high school graduation, rather 
than scanning newspapers each day for engagement an- 


(Please turn to page 193) 
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Seon is only for those who cherish it! 


IN retiring from the Presidency of the Maiden Lane Historical Society, it 
seems altogether fitting that I should give you a brief account of my stewardship during 
the three years in which it has been my privilege to serve you. For it has been a priv- 
ilege indeed, and I shall always look back with pride on the strides our society has made 


in reviving the historical traditions of early New York, for which our society stands. 


AS a result of our endeavors, the story of how the Maiden Lane Historical 
Society was founded and why it was founded, and what it stands for today, has gone 
far beyond the group of New York jewelers, who originally organized. it, and reached, 
through our Trade papers, the entire jewelry industry, as well as the outside world 


through both the radio and press. 


THE story of the Maiden Lane Historical Society, that we have tried to 
instill into the minds and hearts of the public is, that in these times of danger, if we 
are to survive as a free people, we must strive to do our part to preserve our precious 
heritages of liberty and freedom. These heritages have built in this country the 
greatest democracy on the face of the earth. We have striven to honor these individual 
virtues of courage, initiative, free enterprise and faith in ourselves, the very qualities, 


gentlemen, which are the essence of the principles on which this republic was founded. 


THIS, it seems to me, is the story of the Maiden Lane Historical Society. This 
is what, as your president, I have tried to uphold and proclaim through every channel 
of public opinion, and this, it seems to me, could be the future destiny of our society. 
For if we honor the shrines and buildings of our forefathers by holding meetings and 
erecting commemorative tablets, we should honor the faith and traditions under which 
these things were built. In this way, by injecting the need of that faith and respon- 
sibility into every American heart, we are arousing them to the fact that freedom is 


only for those who will cherish it, who will fight for it, and, if need be, who will die for it. 


IN these perilous times, in which the civilized world finds itself today, when 
the whole fabric of our American way of life is threatened, if the Maiden Lane His- 
torical Society can bring home its traditions into the consciousness of the people, we 
may—in our own small sphere—aid in the great moral revival to keep America 
free, and to make this world safe for democracy—a peaceful and happy place for 


all mankind. 


Condensation of a speech by 
Maurice Tishman 
on the occasion of his relinquishment 
of the presidency of 
The Maiden Lane Historical Society 
New York City 
March 30, 1950 
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University District 
Promotes a Better Business Climate 


Part II: They Solve the Parking Problem 











on first step in the co-operative program 
of the University District merchants of Seattle, Wash., 
was raising of funds to provide satisfactory promotional 
momentum. How this was accomplished was described 
last month on page 108. 

With a sizable bank account of $28,000 to operate 
with, the next problem which confronted advertising 
chairman Ray Eckmann and his associates, was the ques- 
tion of what to advertise. There were several noteworthy 
points which would have strong appeal to residents of 
their own and other districts. There was, however, one 
weak point which no amount of advertising would be 
able to correct. If the problem itself could be solved 
satisfactorily, moreover, the District would have one 
more potent promotional point to stress in their group 
advertising. 

This was the parking problem. It was particularly acute 
during peak afternoon shopping hours and on Thursday 
evening, when customers often had to park as far as 
three or four blocks from University Way. The problem 
was aggravated by the business district’s proximity to the 
University of Washington campus. There were parking 
meters on only two blocks of the business section, with 
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oe Left: Free parking privileges are 
 . extended to customers who present 
ticket stamped by store for two hours 
of parking. Below: Signs remind cus- 
tomers that free parking is available 
if a metered space is not to be found. 











the result that many students used the unmetered curb | 
space for half or full-day parking. 

One approach to the problem was to increase the num | 
ber of parking meters on streets in and adjoining the | 
business district. The views of the merchants were pre 
sented to the appropriate city department by E. A. Cook, 
of the University National Bank, who is also a member 

(Please turn to page 169) 
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JUNE is the month of 
BRIDES and GRADUATES 


Imperial Cultured Pearls 
are traditional gifts for 


BRIDES and GRADUATES 


@ The more necklaces, bracelets, 
earrings and cultured pearl- 
Studded gold jewelry you stock, 
the more you'll sell! 


i 


® Call our nearest office. 


ie i —s 
-_ * ee - - - od . 4 fo - - ? 


.the only Cultured Pearls 
REGISTERED AND INSURED 
for the protection of 

your customers and you! 


Richly Packaged 


PEARL SYNDICATE @ NATIONALLY AND INTERNATIONALLY 
i ADVERTISED AND ADMIRED 

607 Fifth Avenue, New York 17, N. Y. rs Awarded highest 
= are}ale) amie) m@eler-11n8) 

5 North Wabash Avenue, Chicago, Illinois é, at two world’s fairs. 


607 South Hill Street, Los Angeles, Calif. 
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5. Lemon Juice Holders 


[] 1. Ring designed for the younger girl by David Sarkin, Inc. 
It has three diamonds mounted in 14-K gold, either natural 
or white, at $31 Keystone. Further information is available 
by writing David Sarkin, Inc., 37 W. 47th St., New York City. 


, [] 2. The Sheila, in 14-K natural gold case, contains Hamil- 

6. Stone-Set Bracelet ton Medallion movement and introduces a new dial styling 
with silver dial and black numerals and 18-K gold dots. 

This watch is priced to retail for $100 with federal tax. 


[] 3. Gold filled cuff links from Walter E. Hayward Co., Inc., 
Attleboro, Mass. Fraternal and lodge emblems or trout flies 
suspended in lucite form the cuff link stones. Available in 
sets of links and tie chain or slide. They retail at $6.50. 


[] 4. Men's expansion bracelet from Kestenman Bros. Mfg. Co. 
Providence, R. |. Called the "Continental," it is 1/20 12K 
gold filled and comes in the "presentation packet" which is 
standard on most Kestenmade bands for their new 1950 line. 


[] 5. Silver Lemon Juice Holders from Reed and Barton for 
use in iced tea service. Gracefully designed in gold lined 
sterling with lip for easy pouring, they have handles to 
clip on glass. Boxed in sets of four to retail at $14.95. 


[] 6. Ladies’ rhinestone encrusted expansion bracelet which, 
when worn, shows only a band of stones with the metal back- 
ing hidden. Stones are handset in rhodium finished settings. 
From Parco Mfg., Inc., of 861 Broad St., Providence, R. |. 

[] 7. Twin-set Eterna-Matics from the Eterna Watch Co., 580 
Fifth Ave., New York. Lady's watch (right), is encased in a 
small golden circle and fits on a dime. Men's watch matches 

7. Twin Watches the lady's model. Both wind themselves on ball-bearings. 
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; quicker 


sales... 


KING EDWARD 











MOSS ROSE 






CAVALCADE 


FOR May, 1950 





NEW YOKK ¢ CHICAGO © DALLAS © DETROIT © MIAMI ¢ LOS ANGELES ¢ ATLANTA * SAN FRANCISCO ¢ PORTLAND (oreE.) e SEATTLE 


more bigger 
sales... sales... 






Use these 6 vital sales points that make 


King Edward Silverplate one of America’s fastest-selling lines! 


1. beautiful patterns . . . sales tested . . . contemporary and traditional. 


2. unlimited service guarantee . . . substantially plated with pure silver 
on 18% nickel-silver blanks, the finest material used. Frequently used pieces are 
extra plated at the points of greatest wear. Luxurious hollow-handle knives have 
mirror-finish stainless steel blades. Forks and spoons are graded for perfect balance. 


3. widest assortment of sets—5 different services for 6, 8, and 12... 
each in solid wood, beautifully lined, anti-tarnish chests. 


4. most extensive open stock ... as many as 33 pieces, including carving 
sets, child sets, and handsome serving pieces. 


3. low, low price ... King Edward Silverplate is priced for the great middle- 
income market, the vast majority of our customers. 


6. HUGE ADVERTISING PROGRAM. King Edward is familiar to all 
your customers — familiar as the pages of Good Housekeeping, True Story, True 
Confessions, Modern Romances, and True Romance. That’s where 19,500,000 people 
see King Edward Silverplate’s story — directing them right to your store! 


‘he popu, prize splat wth tha piel ak’ 





King Edward © Silverplate _ 


NATIONAL SILVER COMPANY Guaranteed by © 
Housekeeping 
45 aoveanste WE 
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They re New 











mo 


. Miniature Lighter 


3. Calendar 


4. Built-In 
Flash Camera 





6. Masonic Ring 





7. Ladies‘ 
Electric Razor 
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1. Ladies’ Saddle Leather Set 





Watch 





5. Brocade Traveling Clock 


[] 1. New Lady Buxton series in California saddle leather by 
Buxton Inc., Springfield, Mass. The Partition Model (top) 
and the "3-Way" have matching keycase shown at bottom of 
cut. Key-tainer retails for $3.00 and bill folds to $7.50. 


[] 2. Miniature version of Golden Wheel cigarette lighter. 
Called "The Petite," it is smaller than a 25 cent piece, but 
has all the features of the larger one. It is available in 
various polished finishes or cobra leather coverings. From 
Reibling-Lewis, Inc., 150 Chestnut St., Providence 3, R. |. 


[] 3. The Mido Datometer, a Medana Watch distributed by 
Louis Aisenstein & Bros., 630 Fifth Ave., New York. Available 
in stainless steel and gold, it tells time of day and day of 
month. Self-winding, 17-jewel movement. Retails from $49.75. 


[] 4. Spartus Press Flash Camera with built-in flash attach- 
ment. The camera retails for $14.95, tax included, and is 
complete with four flash bulbs. Catalog of complete line 
available from Spartus Camera Corp., 711 Lake St., Chicago. 


[] 5. Brocade Swiss jeweled traveling alarm clock designed 
for ladies’ use. Comes in five different colors accentuated 
with gold. No. 110 shown here has luminous figures and 
hands. By Semca Clock Co., New York. Retails at $13.45 in 
the East and $13.95 on West Coast, federal tax not included. 

[] 6. Patent No. DI57620 has been issued on this ring to Arts 
& Crafts Co., Hartford, Conn., manufacturers of men's rings. 
Ring is priced at $35 in 10-K gold, $42 in 14-K, Keystone. 

[] 7. Ladies’ electric razor from North American Philips Co. 
Inc., New York. Operates on AC or DC and is light weight. 
The razor retails at $22.50 and has a vibrationless rotary 
action with self-sharpening steel cutters. It is of ivory 
plastic shaped to fit hand and comes in a suede-like case. 
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Layaway, 
Time Payment Accounting 
in Half the Time. . . 


with NO Transcription Errors 


More speed and greater accuracy, as you know, don't usually go 
together. That’s one of the important reasons why MULTI- 
POSTER is such good news for you. 

Here’s how Multi-Poster gives you both: With Multi-Poster 
in your cashier cages or on a counter, you write the entry only 
once—on either your receipt or ledger form. Multi-Poster gives 
you carbons, correctly aligned, on the other form and ona 
journal tape too. You can figure for yourself 
the substantial savings in time you'll make 
when one writing takes the place of three. 
And you can’t make transcription errors— 
for there is no transcription! 

You'll speed customer service too, and 
build good will, with Multi-Poster. Rush 


the coupon today for full information on 


SR 


ee this simple, low-cost accounting device. 


P.S. Multi-Poster uses the popular 6x 814” 
ledger sheet; other sizes also. Often your 
present ledger sheet can be used. 


iceman atin ear iariaeaimameiteeanetemnee neta, 
Remington. Frand 
THE FIRST NAME IN BUSINESS SYSTEMS 


MANAGEMENT CONTROLS LIBRARY, ROOM 402 
315 FOURTH AVE., NEW YORK 10, N. Y. 





Kindly send me at once my copy of Booklet LL 181. 


NAME 





FIRM 








ADDRESS 


CITY. ZONE STATE 


Copyright 1950 by Remington Rand Inc. 
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They re New 








1. Ladies’ 
Adjusted Watch 





2. Foursome Desk Combination 











3. Chain Wind Clocks 
4. South American Motif 


[] |. The new 19-jewel, adjusted Lady Elgin, designed by Hens- 
lee, is available in a choice of black, green, red, or brown 
straps. The case is brightened by lacy end pieces which 

5. Fraternal Tie Slide bestow elegance. In 14-K white or natural gold for $100. 





[1] 2. Angelus timepiece from Mercury Clocks, Inc., 37 W. 57th 
St., N. Y. This one is 8-day, 15-jewel with alarm, thermo- 
meter, barometer, and automatic calendar. Retails for $136. 





[] 3. Three colorful chain winding clocks by Maspeth Mfg. Co. 
96 Stockhold St., Brooklyn, N. Y. Diameter of dials is 7!/ 
in. They come individually packed in corrugated boxes, and 
retail at $4.95 each, which does not include federal tax. 


[] 4. “Bolita," the newest line of jewelry from the Forstner 
Chain Corp., Irvington, N. J., introduces a South American 
motif in sterling silver or 1/20 12-K gold filled. May be 
obtained in several matching designs and color combinations. 








[] 5. Emblematic Tie Slide by Irons & Russell Co.., Providence, 
R. |. Hard enamel emblem for fraternal orders and service 
clubs, mounted on simulated ruby, sapphire or onyx stones, 


framed in 10-K gold. Slide is gold filled, $6.25 Keystone. 








[] 6. The "Guest," a wide-angle Telechron electric clock with 
6. Wide-Angle Clock alarm. The added vision on the sides of the crystal make it 
possible to see the clock from every part of the room. It 
has an ivory case and retails at $4.50 plus the federal tax. 
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MEN’S SEMI-MOUNTED 
RINGS and MEN’S MOUNTINGS 


SCREWS “& 
7620 





UNUSUAL ASSORTMENT 
OF 
EARRING MOUNTINGS 


ROSENTHAL & KAPLAN 


126 WEST 46th STREET, NEW YORK, N. Y. 




















157906 
PATENT NOS. 15-7997 








No. 245 
(pictured here) 
is a beautiful 
expression of 
Colonial design. 
Honduras mahogany 
case is 86” high. 
Westminster Chimes 
on 5 tubular bells. 


Write, today, 
for catalog 
showing the 
complete line 
of distinguished 
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Both cases and movements are made completely by Herschede 
—creators of fine chime clocks for over three generations 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street © CHICAGO SHOWROOM: 1422 Merchandise Mart 


Cathedral 
Chimes on 
Tubular bells. 
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Can You Help Me? 


My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display will 
be answered in this department each month by Miss Virginia 
Dixon, one of America’s topnotch display experts whose talents 
have been brought to a focus on the jewelry field. Miss Dixon is 
already well known to JC-K readers as the author of many 
stand-out articles on jewelry store display. 


— you tell me where I can purchase good looking 
cut-out letters? I would like to have them in wood 
or some other permanent form so that they could be 
taken down and re-used again. Want something in size 
and style suitable for use on the window background. 


—M.L.R. 


A nswer—tThere are several sources for the type of 
cut-out letter you indicate. From most places they are 
available in sizes from *%4 inch to nine inches in height 
and a dozen or more styles of letters. There’s even some- 
thing approaching a script style. These letters can be 
had with a pin back for sticking into any reasonably 
soft background material, or with a sanded back for 
pasting with rubber cement or glue (removable with a 
twist of the wrist) or with base for inserting in a track. 

Write to any of the following concerns for catalog of 
styles and prices. . . Mitten’s Letters, 280 West 5th Street, 
Redlands, Calif., or 2 West 46th Street, New York 19, 
N. Y.; Manhattan Wood Letter Co., 151 West 18th Street, 
New York 11, N. Y.; or Hernard Manufacturing Co., 
31 South Third Ave., Mt. Vernon, N. Y. 


E find it very good business to have display cara 

with both selling copy and explanatory message, 
both in our windows and in case displays inside the stot. 
The cost of hand-lettering such cards is somewhat his} 
especially since we have several branch stores all using 
the same copy messages. Is there any type of printine 
machine that would be simple to operate and practical 
for the type of cards we need? Would appreciate an 
information on such a machine.—R.J.C. 


Answer — Showcard writing machines have proved 
themselves indispensable in large stores and chain stores 
for many years. Recently the manufacturers of these 
machines have begun to offer machines practical and 
economical for the smaller stores as well. The sale 
promotion value of well-planned, neat, good-looking copy 
cards is something every jewelry store should recognize, 

In addition to their regular line, the Showcard Machine 
Company, 1196 Merchandise Mart, Chicago 54, IIl., have 
a new 7-11 model which prints all sizes of cards up to 
seven inches by eleven inches. It is as rugged in con. 
struction as the larger models and extremely simple to 
operate. 

The Morgan Company, 3984 Avondale Ave., Chicago 
41, Ill., now offer their Line-O-Scribe machine in this 
seven by eleven inch capacity in addition to their larger 
models. Both manufacturer’s models are priced at under 
one hundred and fifty dollars. 

If your needs are for still smaller size cards, the Schulz 
Manufacturing Company, 3945 Milwaukee Ave., Chicago 
41, Ill., have a unit which will print up to 51 inches by 
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suggests you see 


. this Smart New Clip of 
Baguette and Round Diamonds 
with Pearshape Diamond Drops. 


MR. RETAILER: For your profit, we offer individually 
designed Diamond and Platinum pieces for your Special 
Preferred Memorandum Requirements—in Necklaces, 
Bracelets, Clips, Rings and Earclips. 


JEWELERS 


The Mark of Distinctive Jewels for Over 30 Yeors 
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42 WEST 48th STREET, NEW YORK 19, N. Y. 
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seven inches. The Display Equipment Company, Box 
¢.144, Adrian, Mich., have a “Signpress” machine in 
three sizes. Write to any or all of these manufacturers 
for further details and prices. 


E want to be sure to have advance notice of coming 
holidays and events for which some display houses 
have prepared window and store display material. Can 
you tell me what display companies have such regular 


offerings ?—G. A. H. 


Answer—tThere are several companies devoted to dis- 
plays for jewelry stores. Some of the more prominent 
are: Edwin Freed, Inc., 1233 Sixth Ave., New York: 
Mautner Co., 20 W. 47th St., New York; Ken Matsumoto 
& Co.. 1109 Main St., Cincinnati, Ohio; Morel Mfg. Co.., 
Inc., 38 W. 32nd St., New York. 


SHOPPING NOTES 


For display backgrounds or interior decorations that 
call for baroque scrolls of any type—there are now avail- 
able such units made of a white rubber composition 
which is one-fourth the weight of the customary plaster 
units and completely unbreakable, unconditionally guar- 
anteeed against chipping or cracking. The scrolls are 
available in left and right designs in a number of grace- 
ful shapes which can be readily glued or nailed in posi- 
tion and easily painted or lacquered. Special designs 
will be made to order in addition to the regular five 
stock patterns. The manufacturer is E. R. Lurey Com- 
pany, 2375 Milwaukee Avenue, Chicago, Ill. 





The extra wide seamless display paper used so much 
for plain window backgrounds and photographic back- 
srounds is now made in a flame-proofed and fade resist- 
ant form. The standard 107-inch width made in 23 
colors has been tested by Atlas Fadeometers and proved 
resistant to the equivalent of forty hours of August noon- 
day sun. The colors and texture of this paper make it 
acceptable wherever a plain but colorful background area 
is wanted at very little cost. It is priced at under seven 
dollars for a twelve yard “Wind-O-Width” of. 107 inches. 
It is available from almost all display material dealers 
or write to Marquardt & Company, 153 Spring Street, 
New York, or High Mark Paper Corp., 2333 W. Ogden 
Avenue, Chicago, Ill., for name of your local distributor. 

Spring and summer catalogues of varied lines of dis- 
play materials and fixtures are offered on request by the 
following two concerns — Garrison-Wagner Company, 
2018 Washington Avenue, St. Louis 3, Mo., and Adler- 
Jones Company, 521 South Wabash Avenue, Chicago 
D, Ill. 

Of particular interest for summer displays and useful 
throughout the year for table settings and window in- 
stallations are wooden candles now offered by G. P. de 
Coen, Inc., Newton 58, Mass. The candles are made 
of white birch, finished to simulate actual wax candles 
and are available in all the decorator colors in sizes from 
eight to eighteen inches. 


In one Ohio city merchants staged an animated window 
show and a treasure hunt in connection with a sale pro- 
motion, and this brought large crowds to town. 
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and outstanding Value... 





Comprehensive selections 
of Gems...... loose or 


in distinctive mountings 





PRECIOUS STONES...of fine Quality ... 





FOR May, 1950 
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ROBINSON & SVERDLIA INC. 


§ Precious Stones 
-— 


610 FIFTH AVE., Rockefeller Center, New York 











a above is only a part 
of the vast Jacco line of crosses, 
lockets, diamond mountings 
and wedding ring sets, cuff 
links, ladies’ stone rings with 
genuine, synthetic and imita- 
tion stones, men’s stone rings, 
signet rings, tie slides, spray 
pins, cameos, brooches, wed- 
ding rings, chatelaine pins, 





Miraculous Medals, boys’ and 
babies’ signet and stone rings, 
earrings, chains and pendants. 
Almost all are available in 
great variety of styles, sizes 
and prices, boxed or carded. 
In 10K and 14K gold, white 
and yellow. Investigate by writ- 
ing now for full information 
and extremely popular prices. 


Consult Your Wholesaler. 





18-20 Columbia St. 


NEWARK JEWELRY 
MANUFACTURING CO. 


Founded 1905 
Newark 5, New Jersey 
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Diamond Inspired Setting 


(From page 101) 


The diamond poses some architectural problems. 

Because of its inherent value, it requires a setting of 
elegance and seclusion. 

Because it has the greatest intrinsic value for its size, 
of any commodity on the retail scene, it requires a dis. 
play space scaled to its size. 

But because of its brilliance, it requires the maximum 
amount of light: preferably a good, garden variety of 
daylight. 

How to provide this daylight behind a reserved, almost 
secretive front. 

Honnold solved the brain twister with a plate glass 
front wall. 

Translucent, eighteen feet high, and recessed behind a 
criss-cross grillwork that lends both distinction and se. 
curity, this glass facade floods Gershgorn’s with a clear 
north light. 

Two shadow box outside display windows are set into 
the iron grillwork, properly scaled to enhance the most 
minute gems. 


DIAMOND ROOM MAKES USE OF NATURAL LIGHT 


To utilize the light for maximum effect, Gershgorn 
specified two small front offices where customers might 
privately view select gems. Filling a double function, 
these offices also provide easy access to the display 
windows. Attached to the rear walls of these small offices 
are spotlights which flood the translucent wall each night, 
accenting the firm name and the criss-cross grillwork 
which has become Gershgorn’s identifying “signature.” 

Separating these private offices from the main shop is 
a curved, oval wall eight feet high. This facade is ex- 
tended along the sides of the building, leaving two feet 
between the inner and outer walls. 

Into this “dead” space, the architect recessed shadow 
boxes, storage shelves for duplicate merchandise, and 
vents for heating and ventilation, again unifying neces- 
sity and design. 

Above the facade, softly draped from the high ceiling, 
is a fabric wall of raw silk and wool that admits day- 
light while intensifying the mood of intimacy. Honnold, 
on the theory that everything, even the ash trays, is an 
integral part of store design, commissioned master weaver 
Maria Kipp to create and execute the special fabric. 

The final square of precious sunlight is caught by a 
skylight window overhead. 

To accent the high, handsome walls, the rear of Gersh- 
gorn’s is circular in design with a graceful pendant 
chandelier lending old world charm. 

Behind it, doors lead to the working office and vaults 
and to the designer’s study. Above these is the work 
shop, placed so that acid fumes cannot seep into the 
main room. 


INGENIOUS LIGHTING SYSTEM 


Light is an integral factor in the showing of fine gems. 

Each stone has its own preferances: a single or a dif- 
fused source of light; daylight, incandescent, or cathode 
lighting. 

To show each type of stone in its best light, Honnold 
devised an elaborate system to unify all three types of 
illumination. 
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Above each desk is a triad light fixture containing two 
food lights and a spot light. These are controlled by three 
switches, which the salesman can use singly or in com- 
hination without the customer’s knowledge. In showing 
a star sapphire, for example, he might employ the spot 
light only, while accenting the many facets of a diamond 
under a combination of flood lights. 

Similarly, fluorescent and spot lighting are both utilized 
‘n the wall cases to eliminate unsightly shadows. For 
dramatic effect as well as for added light, a trough light 
runs along the top of the false wall, flooding the curved 
draperies with brilliance. 


SELECTIVE INTERIOR DISPLAYS 

Have you ever, in a noisy room, lowered your voice 
to a whisper ? 

Gershgorn uses this old attention-getting trick in its 
interior displays. 

Realizing that where there is too much to look at, 
nothing is seen, Gershgorn’s pares its displays down to 
a few fine pieces from each category, enhancing them 
by selectivity. 

Thus, fine gems are framed in six recessed cases in 
the walls. 

Two full length, recessed wall cases frame the entrance, 
accessible for “browsing” as customers enter or leave. 
Frames, silver, and other large items are exhibited in two 
glass cabinets banking the rear wall. Directly under the 
chandelier, and repeating its circular design, is a round 
glass cabinet for clocks. 

The four sit-down desks display, respectively, men’s 
and women’s watches and men’s and women’s gold jewelry. 


In addition, these desks provide shelves for pencils, pads, 
and other paraphenalia as well as storage space for dup- 
licate jewelry. 

Gold chairs and a gold striped couch complete the sim- 
ple furnishings. 

This gold detail is repeated in gold plated edgings and 
metalwork. The color scheme includes a natural shade 
for the draperies, reiterated in a darker version for the 
carpet, and striking dark blue sueded walls. Achieved 
by flocking, these walls add the final velvet touch to a 
matter-of-factly functional design. 


Let the Bells Ring 


(From page 107) 


effect it should be illuminated from behind. If you could 
have a shadow box constructed to frame the window and 
contain the necessary lights, the effect would be greatly 
enhanced. In the sketch, deep window boxes are placed 
on either side of the stained glass unit to hold flowers or 
ferns or other greenery. Squares of heavy cardboard or 
compo board are covered in fabric, three in white, three 
in black, to simulate the graduate’s mortar board hats 
and serve as display plaques. Tassels should be fastened 
to the center of each square. Diplomas of rolled white 
drawing paper are placed under each “hat.” Copy is 
lettered on a scroll-like card. Other merchandise is ar- 
ranged on the steps. 

For another installation of the cathedral comura, the 
shadow box for lighting the window might be extended 
on either side with small opening for showing special 
pieces of merchandise. 
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Fashion Previews 
(From page 102) 


high fashions, but please remember, you can recommend 
the phantasy touch of “hidden jewels” for costume jewel- 
ry and summer cottons as well as for diamonds and 
French chiffon! Incidentally, this is an excellent jewelry 
style to suggest for trousseau fashions. 

Croon, moon, June! Why have the songwriters neglect- 
ed the jeweler when he plays such an important part in 
wedding productions—or do you know how important 
you are! A wedding is an occasion when almost every- 
one gives a gift to someone, and mostly these are gifts of 
jewelry. A jeweler is expected to recommend, with good 
taste, not only suitable gifts for the entire wedding party. 
but his judgment is relied upon for the jewels that sym- 
bolize hopes and dreams expected to last a lifetime! 

Each wedding offers a jeweler an opportunity beyond 
compare to build friendships and customer loyalty. Every 
bit of kindly advice concerning wedding etiquette that he 
can pass along, every little fashion hint will be listened 
to with utmost interest. 

For instance, all prospective brides probably know that 
when they walk down the aisle to the Lohengrin melody 
they should be wearing the engagement ring upon the 
right hand leaving the left hand, unringed and free, 
to receive the wedding band. Those whose gowns re- 
quire gloves may already have begun to fret about the 
struggle to get the glove off when it is time for the band 
to be placed upon the important finger; others may plan 


to slit the third finger of the left hand glove before th. 
ceremony to feciliaate the procedure. All of these young 
women will be interested in Madame Herma’s new bridal 
creation, the unusual wedding gauntlet illustrated in oy 
fashion picture. The duwen, which match the bridal 
gown, are designed without the two last fingers of the left 
hand They are made with exquisite perfection and give 
assurance of loveliness and poise. Be sure to remind 
the bride to replace the engagement ring in its perma. 
nent place on top of the wedding band chee the ceremony 
and before she takes her place in the receiving line. She 
may be aware of the complete ritual, but she will love 
to discuss these things, and your interest will give her 


added confidence. 


GROOM'S GIFT TO BRIDE 


An amazing situation concerning wedding fashion has 
come to our attention! It is a situation which jewelers 
will want to correct immediately! It seems there are 
thousands and thousands of men on the brink of marriage 
who do not know that wedding etiquette requires a per- 
sonal gift from the groom to the bride! This gift must 
always be a personal one. It has nothing whatsoever to 
do with the engagement or wedding rings, but is a charn- 
ing gesture of masculine gallantry. While it is permis. 
sible for this gift to be of clothing or some article of 
apparel, most women prefer jewelry for sentimental 
reasons. Jewelry, beyond all other things, has the en- 
dearing quality of keeping alive the most precious mo- 
ments of a lifetime. 
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An opportune time to discuss this important gift with 
the prospective groom should be when he comes to pur- 
chase the bridal rings. This may require some tact, 
however, since the lady involved will undoubtedly be 
present. If you do not have a chance to talk with the 

oung man alone, why not phone within a few days and 
say something like this: _ 

Jeweler: Hello, Mr. Groom, this is Mr. Jeweler speak- 
ing. I’m calling to thank you for your purchase of last 
Wednesday and to ask if you've decided upon a personal 
wedding gift for your bride? 

Mr. Groom: Personal wedding gift? You mean I’m 
supposed to buy a gift in addition to the rings we picked 
out the other day? 

Jeweler: It is an important part of wedding etiquette, 
Mr. Groom, and most men love to follow through with 
it!... And you know, it seems to be the one gift that 
a woman instinctively expects! 

Mr. Groom: Well, gosh! I don’t want to disappoint her 
in any way! What do you suggest? 

Jeweler: Oh . . . a necklace of her favorite jewels, a 
dainty watch, earrings, or a bracelet. Supposing I pick 
out some pieces that will be especially becoming to her 
and you stop in and make your selection from them. 
Whatever you choose will simply be added to your bud- 
get account. 

Mr. Groom: Okay ... you say this is a gift every bride 
expects... | certainly don’t want to disappoint her .. . 
say I’m glad you called! I'll be in to see you tomorrow! 

By using such an approach a jeweler is in a unique 
position to increase his own sales and at the same time 
promote harmony in a brand new partnership. 


MATCH-UP JEWELRY 


Many years ago it was the custom for the bride’s 
father to give the wedding ring—lI should say rings—for 
he was expected to give one, not only to the bride, but 
to each guest who attended the wedding! In fact, the 
custom of giving a ring as the memento of a wedding 
rose like a flood tide and finally had to be curbed by law 
both in England and America! 

While we wouldn’t dream of re-awakening such an am- 
bitious program, the matched-up idea in jewelry is be- 
coming so important that one well known ring designer is 
making exquisite earrings and necklaces to match the 
bride’s betrothal ring. There is also a matching tie-pin 
for the groom! These are in perfect taste for the wedding 
day and will be cherished through all the days that follow. 

Like the custom of years ago, it is again fashionable to 
give, not rings, but earrings or necklaces that identically 
match the bridal set, to the most important members 
of the wedding group; the matron of honor and the 
mothers of the bride and groom. 

These betrothal ring match-ups are made in various 
lovely designs. The jewelry pieces our bride and groom 
are wearing in the sketch shown are flowerets of mock 
orange in 14-karat gold with center stamens of white 
gold holding a center diamond. This is a new and appeal- 
ing wedding fashion in thought, concept and in design. 

We often hear the term, “slave of fashion,” when all 
the time fashion has been waiting to become your willing 
slave! Let FASHION work for you during May. Let 
the variety and scope of its promotional potential in- 
crease your sales and pay dividends in profit. 
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Advertising Pays 
(From page 105) 


room where she makes her silver purchase. In othe 
words, the customer doesn’t have the chance to cool of 
from her buying-minded enthusiasm while the clerk ryp, 
to another department to get china to show her. No, 
the clerk takes a sample from right at hand, from the 
display table or one of the wall racks nearby, and com. 
pletes the sale right there. It takes as little as thirty see. 
onds to get a china pattern out to match the flatware 
bought.” 

To boost the sales of these two new lines, Bloedel 
launched an aggressive advertising campaign in many 
media. He put full-page ads in the Sunday Rotogravure 
section of the Milwaukee Journal which tied in the china. 
ware with the silver patterns. These ads always contain 
a mail order coupon to bring in sales from out of town, 
Radio spot announcements are used, too, every hour on 
the hour. Fifty or one hundred word sales plugs are read 
over two of the city’s leading radio stations. These an. 
nouncements are written at the store and not left to a 
studio copy writer to create. 

Mail orders are a very big item in boosting chinaware 
and crystalware sales. “We get over two dozen orders by 
mail every day,” Bloedel remarks, “‘and, of course, this 
helps us build up our files for our mailing list. We have 
a silver registration list of over 16,000 names which are 
also cross-filed according to pattern desired. In this way, 
we can notify a customer when a new shipment of her 
pattern arrives. And we can at the same time suggest the 
appropriate china and crystal sets to go with her silver. 
That’s why we like to call our sales girls ‘style co-ordi- 
nators,’ because they try to complete a table setting in 
the most attractive manner for the customer.” 

Another clever mailing idea that Bloedel has developed 
is his use of open envelope forms upon which mail orders 
can be sent to the store. These are papers which are 
folded into envelope size, with the front already ad- 
dressed to the store, and bearing a stamp. So all the cus- 
tomer has to do is check the items he or she wants on the 
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rinted lists, refold it, seal it, and drop it in the mailbox. 
The two sections that become the back of the envelope 
when sealed with the orders inside bear printed lists of 
silver patterns featured at this store. Then, in order to 
have a record of the response to the different mail-outs, 
Bloedel has these envelope forms printed on different 
color paper. So if more yellow envelopes come back one 
week than pink ones do another week, he has an accurate 
key to his sales appeal! 

“Another thing we like to encourage,” he continues, 
“+s brides-to-be signing up with us and signifying what 
silver pattern they want. We ask them to send their 
friends in to check what she would like as a gift. Thus 
when her friends do come in, we have the chance to sell 
them the china and crystalware, too. We figure that we 
can make more sales to friends of the bride-to-be than 
we can to the girl herself; for while she'll buy one item, 
or one set, her friends will buy for her, and then maybe 
for themselves, too. At least, with increased store traffic 
we stand a good chance of this. 

“For this reason we push our four selling setups: 90- 
day Charge Accounts, Budget Accounts, Cash, and Club 
Plan. In the latter, the customer pays a specified sum 
every week for a place setting of crystal or china, or a 
whole set, whichever she prefers. This has encouraged 
| many people to buy who never thought they could afford 
| fine china and crystal before; but broken down into small 
regular payments, they can see their way clear to owning 
fine tableware.” 

That Bloedel has gone carefully into all angles of retail 
jewelry selling is evidenced by the fact that he even has 





an answer to the house-to-house silver peddler. And what 
is that? “By fighting fire with fire!” he remarks. “If 
anybody wants to see a chest of silver in her home, all 
she has to do is phone us, and we'll send a salesman out 
with one pattern, or a dozen, as she prefers. If the ped- 
dler gets the sales because he is Johnny-on-the-spot, we 
can learn a lesson from him and be Johnny-on-the-spot, 
too! And with finer merchandise, at that! And here, 
also, the silver salesman can bring in the china and 
crystal available at the store, building those sales, also.” 

Bloedel, himself, and other members of his staff speak 
before women’s groups and school classes on china and 
crystalware. By now, through movies shown in the store 
meetings and from talks by visiting representatives from 
major firms and by reading all the literature put out by 
these firms, the sales girls know their major china classi- 
fications, plus all the interesting sidelights of their history 
and manufacture, so they can discuss them with authority. 

“I like having authorities on my staff,” Bloedel says, 
“for it builds faith in our store in our public. Take our 
Edwin Olson, for instance. He is a Certified Gemologist, 
and our diamond man. He has his own collection of gem 
specimens which he displays while he lectures. He has 
delivered over two hundred talks within the past three 
years on his collection. And three others on our staff are 
studying for their Certified Gemologist titles. 

Another idea which Bloedel has made full use of in 
promoting interest in fine tableware is the manufacturer- 
supplied literature, notably that from the silverware manu- 
facturers. These booklets, put out by the leading manu- 
facturers of silverware in America, are very welcome to 


- 












































FOR May, 1950 





Obebift! 


All materials are fully guar- 
anteed and you are assured 
of rapid delivery at all times. 


SEND FOR YOUR COPY OF THIS HANDY 
BOOKLET, TODAY. 





The most convenient PRICE 


LIST-CATALOGUE ever offered! 


Featuring Lowest Prices to the Trade Today! 


@ You get the complete story at a glance. 
@ Graphically pictures the item you want to order. 
@ Prices and specifications are at your finger tips. 


VL 


REFINING COMPANY 


~NEW YORK @:N 1 


6H NASSAU STREE' 





145 








For the Baseball World 
by Qisher 


Fisher sport charms and medals sail the seven 


seas — plain, engraved, raised enamel letters, 
sterling, gold plate, gold filled, 10K and 14K 
gold. Catalog on request. Through your 


wholesaler. 


A J. M. FISHER COMPANY, Attleboro, Mass. 








ooooooooeoeeoeodaooao0aaaeaaea8aea e888 8 8 


CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


oo0oo0o0o oe 0 000 00 00 0000000000 0 


ceooo0o0o0o 0 000 0 00 00000 000 00 00000 0000 00 0O0O0O00000 0 


Oo 0 0 


146 


ooo oe 0 0O 00 0 0 000 00 000 00 00 00 000000 0000 0 00 00 0000 








the women customers who are interested in that item 
according to Peggy Mueller who has served the last am 
years on the staff of this firm, most of them in the Silye; 
Room. 

Such booklets as “Entertaining the Sterling Way,” put 
out by the Gorham Company; “The Story of Sterling” 
published by the Sterling Silversmiths Guild of America: 
“The Enjoyment of Sterling” put out by the Interna. 
tional Silver Co., and “Beauty Moods in Silver,” pub, 
lished by Wallace Silversmiths, are given out to inter. 
ested customers, free of charge. 

“These booklets make a big hit with the customers,” 
Peggy says with a smile. “After glancing through them 
briefly while they are here, they pay closer attention to 
our displays. They usually go over to our tables and 
look closer at the flatware to see if they can identify the 
pattern from the book. 


REGULAR STAFF MEETINGS 


Miss Mary Lozer has charge of the displays and changes 
them whenever a new idea has been developed, but she 
works hand-in-hand with the others on the staff and often 
builds up a complete display from an idea brought up 
by another girl. Each Tuesday, Friday, and Saturday 
morning from 8:45 to 9:45, a staff meeting is held. At 
these meetings Bloedel shows movies to his salespeople— 
movies telling them more about the products they are 
handling. Or often a representative of a firm will speak 
to them about his company’s merchandise. Salesmanship 
is analyzed and different examples of good approaches are 
demonstrated so that no matter what circumstances may 
arise during a selling day, each clerk is equipped to han- 
dle herself or himself capably. Thus each meeting betters 
their sales-building knowledge. 

For instance, from records compiled from actual sales 
in the store, Bloedel has found that the average sale of 
silver flatware is made within eight minutes! 

“This is done by finding out immediately just what the 
customer wants,” explains Peggy. “Whether she wants a 
plain pattern, an ornate design, or a little of each. Several 
patterns of the type that appeals to her will be shown her 
and then through the process of elimination, these choices 
will be reduced to two for her final choice. Stressing the 
fine points of the silver usually clinches the sale.” 

In making room for his new lines, Bloedel made use of 
all available space, but always with the thought in mind 
of closely tying together the china and crystal with his 
already well-established silverware lines. For instance, 
between his Silver Room and Ring Room there was a low, 
see-over wall and this he turned into one display level 
for the chinaware. On a square floor-to-ceiling building 
pillar he put up a display board showing five different 
plates with silver place settings beside each one. Then 
along a mirrored wall which forms the back of a stair 
landing going up to the office he installed four narrow 
wooden shelves with a groove running down the center 
in which sample plates are stood upright for customers 
to see. 

To the right, as one goes up these stairs is a small rack 
with six shelves on which the tumblers are shown. The 
tiny shelves are just narrow enough for the bases of the 
goblets to stand on firmly, and each base is marked with 
black India ink with the name of the manufacturer, pat- 
tern, and the price. Thus when any of the sales girls take 
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a pattern down to show the customers, the needed in- 
formation is right at hand, for all thirty patterns. 


In the longer, Silverplate Room, a back wall, also mir- 
rored, has adjustable glass shelves running across its 
face on Which are shown more crystalware and china. 
Here, too, Bloedel has cleverly made use of every inch 
of window space for display purposes; even the pillars 
between Windows are put to use, too. 

More adjustable glass shelves run across these full- 
length windows so that passersby can see different va- 
rieties of crystalware shown on the shelves. And, of 
course, they can look right on in and see the stunning 
setup of a modernistic glass table fully laid out with 
crystal pieces and plated flatware and hollowware. A 
second table with two glass levels shows the California 
pottery and earthenware which the store also carries. 


COLORED SPOTLIGHTS DRAMATIZE DISPLAYS 


Spotlights are used to dramatize this merchandise. 
Immediately above the window display is a row of five 
baby spotlights set into the ceiling. These shine directly 
down on the shelves of crystalware. Down on the floor in 
each corner of these windows are two other spotlights 
which have changeable colored lenses so that it is simple 
to cast a colored glow on all the items. For instance, for 
Valentine’s Day season, a red lens adds a pinkish romantic 
aura to the display, for St. Patrick’s Day season, a green 
light lent the proper color to the display. And so it goes, 
for every occasion, its proper color. 

The front of the store makes it the showplace of Mil- 


waukee, for it puts the whole Silver Room on display. 
The window is full length, with nothing to block the 
passersby’s look. Thus the rows of shelves holding the 
gleaming, gracious silver; the tiers of colorful chinaware 
plates; the wall setup of more china patterns; all can be 
taken in at a glance. Another glass table similar to the 
one in the Silver Plate Room is placed in the center of 
the big front window, and this, too, is set with fine silver, 
china, and crystalware. A decorative theme is always 
carried out in each table to tie in with the occasion. 

The lights in this Silver Room are kept lit all night 
so that it can always serve as an advertisement. Two long 
rows of showcases for silver take up the floor of this 
Silver Room. Comfortable chairs are set along these 
showcases so that customers can choose their patterns at 
their ease. Thus people going by can see the customers 
buying, and that always stimulates other sales, by putting 
thoughts of purchasing into the window shopper’s mind. 


The lighting throughout the whole store is fluorescent. 
with louvered glass covering the tubes so that the bright 
light is softly diffused over the whole interior. Soft grey 
carpeting covers the floor in the Silver Room, while the 
other floors are of asphalt tile for long-wearing qualities. 


“The potentialities of fine china and crystal in the 
jewelry store are enormous,” says Bloedel, “especially 
when these lines are corollated with the jeweler’s already 
established silverware business. Maybe that’s why it’s 
easy to sell; but you've got to tell the public you’ve got 
it, first. And, I repeat, that’s where advertising comes 
in. Consistent advertising builds consistent sales.” 





q Slarelany Key (hains 


WRITE FOR CATALOG. 





ts 


‘ 
S 


We shecialize 3 


in Gold and 
Platinum Chains 


f 


Rican caine 





FOR May, 1950 


NECKLACES 





















BRACELETS 
EARRINGS 
NOVELTIES 
KEY CHAINS 
WALDEMARS 
CUFF LINKS 


TIE CLIPS 


HS 15 









147 











TO LIL AATCC NOLO a Oe AST > 
~ —* tae Nee Nee Neer Nee Ne pe Nae Noe Nene ee Nace Nee Nae an Mt ee. 





Table Setting Contest 


(From page 109) 


» Ne No. Ne No Ne 


thinking of entering the contest. Nearly all of them mep. 
tioned it in their club news which was duly sent to the 
newspapers. About 40 or 50 such mentions were in the 
papers. Special stories about the judges, exhibits types 


5 H q i N . 8 UJ T T 0 N of tables planned, contest rules, etc. were published. 


Nor was an event of this calibre to be ignored by other 





of Solid Platinum stores. Local department stores featured windows dis. 
ont eit: the ( playing table cloths, while florists and other merchants 
7 also tied in with the contest. 
FINEST QUALITY DIAMONDS Also exhibiting were representatives of the national 


manufacturers. International Sterling sent Robert Keane 
from its factory while Russ Weldon, territory salesman, 
Diamond Shrine Buttons was on hand to represent other branches of International, 
Gorham’s special hollowware representative, Andrew 

from $13.00 to $300.00 Keystone Jobe, onda the world’s inane English Gadroon 
sterling spoon, a handy little item four feet high, and 
also a complete array of Chantilly hollowware and other 
important pieces by Gorham. Wallace Silversmiths’ sales. 


WEEFERIING Brpry R Co man, Marvin Cooke, brought along samples of Rose Point 


and Baroque hollowware as well as a process board of 
8 ROSE ST. NEWARK 8, N. J. 


Wallace flatware. 

From the china field came Mesdames Adrian & Rummel 
x MEMBER of J. & I. Block, importers of Rosenthal china; and H. T, 
AMERICAN Ardinger with imports of Bavarian and Limoges dinner. 
GEM ware. There were also displays by Heirloom Sterling, 
mel Community, Holmes & Edwards, and 1847 Rogers 

Brothers. 
Proper follow-up of the contest was a must that Vining 


h orn > fe did not fail to do. The day following, a large ad on china 






















































appeared with other ads on starter sets of sterling and 

> * special budget plans for their purchase. 

CULTURED = : Vining thinks that the promotion was such a success 
PEARLS that he is planning a repeat performance for next year. 





Cross Sales Zoom in Holy Year 


A definite upswing in the sale of plain crosses and 
crucifixes is now in progress stimulated by the proclama- 
tion of 1950 as a Holy Year by Pope Pius XII. Some 
jewelry sources estimate the increase as high as 200 
per cent. 

Second only to wedding rings as a jewelry store staple, 
crosses range in price from a few cents, issued in quan- 
tities by religious houses, to diamond studded jewelry 
pieces costing as much as a person will pay for the high 
quality gems set in gold, platinum or palladium. As high 
as $3,000 has been paid for diamond crosses. 

One of the biggest producers has crosses in 300 dif- 

= ferent style numbers including one with 8 diamonds set 
© NECKLACES [. in palladium. 
. MATCHED Seams basco osc bee Peet An unusual crucifix designed by a long-established 


on approval. 


FOR EARRINGS ~ ety le a Maiden Lane firm has a cross of yellow gold with the 
a es corpus in the gleaming white palladium. The same house 
reports present rapid movement of miraculous medals 


e LOOSE PEARLS 


Your best vanre Tewee yee colegory” and scapulars ranging in price from $5.00 to $500. Two 
medals in the high brackets are of palladium rimmed 

FERRANTE-RIVIECCIO Co. with rubies to retail for $230 and with sapphires, at $320. 

A special Holy Year medal shows the Holy Family on 

542 FirtTH AVENUE, NEWYORK 19, N.Y. one side and the Papal dove on the other with the legend 








“Peace Be With Us—Holy Year 1950.” 
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NWJA to Meet in Chicago 


(From page 110) 


Monday’s luncheon will be held at 12:30 p.m. in the 
Boulevard Room of the Sheraton. 

Leading off the speakers for the afternoon session 
which will get under way at 2:00 p.m. in the Tropical 
Room, G. H. Niemeyer, president of Handy & Harmon, 
Inc., New York, and chairman of the Jewelers’ Vigilance 
Committee, Inc., will have as his subject “The Jewelry 
Industry.” Following Mr. Niemeyer’s address, Martha 
Percilla, fashion director, and Arthur G. Mathews, pro- 
motion manager, of the Jewelry Industry Council, will 
speak; Miss Percilla on “Fashion in the Jewelry Indus- 
try,” and Mr. Mathews on the work of the Council, both 
over the past year and its future plans for industry- 
wide promotion. 

Next speaker on the Monday afternoon agenda will be 
Walter Cenerazzo, of Waltham, Mass., whose subject will 
be “Co-operative Capitalism—A Must for All,” and con- 
cluding, a talk on “The Business Outlook” will be given 
by William W. Tongue, economist of the Jewel Tea Com- 
pany, Inc., Barrington, Ill. 

On Tuesday morning the business session will get 
under way again at 10:00 a.m. with addresses by Maurice 
Adelsheim, past-president of the American National Re- 
tail Jewelers’ Association, and H. A. Goldberg, president 
of the National Association of Credit Jewelers. Mr. 
Adelsheim’s talk will be on “Better Selling Through 
Better Teamwork.” At this writing, Mr. Goldberg had 
not announced the subject of his talk. 

“Serving the Industry” will be the subject of the next 
speaker, P. M. Fahrendorf, president of THE JEWELERS’ 
CIRCULAR-KEYSTONE, and concluding the morning ses- 
sion will be Herman S. Waller, of Waller & Waller, coun- 
sel for the National Retail Druggists Association, Chi- 
cago, Ill., whose subject has not yet been announced. 

As on Monday, the Tuesday luncheon will be held in 
the Boulevard Room at 12:30 p.m. 

Tuesday afternoon’s session will be devoted to the 
panel discussion at which representatives of the various 
segments of the industry will answer questions on prob- 
lems of current interest. Representing the manufacturers 
will be Leonard Shiman, Shiman Mfg. Co.; Miles E. 
Robertson, of Oneida Community, Ltd.; Roland Gsell, 
R. Gsell & Co., Inc.; Charles W. Theleen, General Elec- 
tric Co., and Lowell Halligan, of the Hamilton Watch 
Company. For the wholesalers will be J. M. Montgomery, 
M. A. Mead & Co.; Theodore Gorenflo, Jr., The Gorenflo 
Co.; Harry B. Tagg, J. W. Johnson, Inc.; Edward Sickles, 
M. Sickles & Sons, and Albert Freyer, of the Samuel 
Weinhaus Co. 

The annual banquet will be held on Tuesday evening, 
starting with a reception at 6:30 p.m. with dinner served 
at 7:30 p.m. in the Boulevard Room. Entertainment will 
follow with the program yet to be announced. 





In a midwestern city, hundreds of toy balloons were 
released several days prior to the sales event. Each 
balloon was imprinted with an invitation to come to the 
city for the event. About 25 of them had a coupon at- 
tached, that could be redeemed at certain named stores 
on this day, for merchandise on sale. 
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The World’s Largest Selection 


of Dependable TIMERS 


is offered by RACINE 


eTtiialelalommelaleMClell clam ililsamelale 


Chronographs for Sports * For Industry 





For over 60 years Racine has been the 
foremost source for fine Timers and 


Chronographs. Write for the latest Racine 


catalog showing comprehensive choice of 


models for every timing purpose — to 


meet every budget requirement. 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET,.NEW YORK 19, N. Y. 
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lt will set 


record sales 


for you! 


EXPANSION BAND 


4TLEXLEI 


See it-Order it-Profit from it! 











A New Stock of 
Cultured Pearls 


—AT NEW, LOW PRICES— 





from wholesalers, 

jobbers, 
manufacturers g 

and importers. 


BB 
ovis cerns & Necklaces 


All Sizes and Grades from 
$30 to $5,000, Keystone 
oi a a 
elivery trom one 
Thetort W@ 1008C Pearls 


complete stocks 
in the country. 











® From 3 to 10 MM., All Qualities 


Memorandum selections sent on request 





B«& M 
CULTURED PEARL 


IMPORT COMPANY 


ROOM 1013, 665 FIFTH AVENUE, NEW YORK 22 
PLaza 3-389] 
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Mineralogist Views Gems 


(From page 118) 


wears jewelry because it is lovely and because its owner. 
ship affords him or her a personal satisfaction, makes q 
desirable customer whose good-will should be cultivated. 


Conversation with some jewelers leads one to suspect 
that there are far too many who regard their trade merely 
as a business, and who accord too little respect to their 
customers and their motives. A fine piece of jewelry is g 
lovely thing; to be regarded as lovely, no matter what it 
cost, and potentially a source of great spiritual satisfac. 
tion to its wearer, and when it is a gift, to its donor. 


When one considers the stones that through history 
have been regarded as the most precious and the most 
desirable of all gems, one realizes that people do have an 
appreciation of the beautiful that has continuity through 
the ages. The green of a fine emerald is not found in any 
other jewelry mineral, the brilliant blue-red of a fine 
ruby is by far the most appealing of all reds, and a fine 
Kashmir sapphire with its soft blue luster has no counter. 
part in the mineral world. It is safe to predict that these 
colors, in their finest nuances which are accepted today 
as being the most attractive, will be as greatly valued a 
thousand years from now. It is an appreciation which re- 
quires no special knowledge and no training. An artist 
finds interest and pattern in the crudest, most iron-stained 
and beaten-up mineral specimen that the collector would 
not keep in his cabinet for a minute. The mineralogist 
has a training and an experience of what can be found 
in the mineral world that the artist does not know. The 
jewelry stones of commerce, however, are something else. 
By our unquestioning acceptance of conventions, most of 
us have agreed to the bounding of our stones by definite 
shapes and polished surfaces. They can vary only in 
size, brilliance, purity and color, the limitless range we 
find in uncut minerals has been replaced by a stereotyped 
pattern. 

Hence, we come to the question, why should the jeweler 
expect his customer to pay the tremendous prices for the 
genuine stones rather than the lesser price of the synthetic 
or imitation, if he cannot inspire in the buyer some 
appreciation of the intangible aspects of the love? Unless 
the jeweler himself appreciates some of the glamor and 
qualities of his wares, he can hardly pass on an enthusi- 
asm to the buyer. 


GEOLOGICAL AGE 


The first and foremost property of most of the common 
jewelry stones is natural occurrence and geological age. 
The mineralogist realizes how seldom in nature one 
finds a flawless crystal, and he realizes what a rare com- 
bination of circumstances is required to permit an un- 
flawed transparent mass to form and then to persist 
through world shaking vibrations and crushing forces 
until it is finally brought to light and then carefully 
wrought, before it finds a protected haven in the mounting 
of a ring or brooch. Substances which can resist so long 
the vicissitudes of life are alone rare enough; one can 
note in museums how Roman glass has deteriorated in 
but 2000 years. How many times 2000 years have most 
of the ringstones we see today survived? Hence, a flaw- 
less or near flawless mass of any natural mineral substance 
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‘; almost a freak and to be regarded, at least, as most 
ynusual. Man-made glass and man-made replicas have 
none of this doughty resistance to change behind them; 
they are pampered things shielded Pa their inception 
from anything which might in the least degree reduce 


their flawlessness. 


DURABILITY 

Next we must think of their durability. By their very 
resistance to change and their survival to be found and 
worn by man, they have proved themselves hard and re- 
sistant to wear. Indeed, many jewelry stones, those of 
the gem gravels of Ceylon for example, exist only because 
hon are sturdier than their surroundings, and persist as 
rounded pebbles after other less resistant stones have 
decayed to soil and been carried away by running streams. 
This same hardness which stood them in good stead as 
nature destroyed their protecting walls, serves them now, 
as they resist the abuse of daily poundings against hard 
objects, retaining the shape and the polish imposed upon 
them by the skilled hand of the lapidary. Glass imitations 
are worn and lusterless after a few months of treatment 
that does a ruby or a diamond not the slightest harm. The 
fine jewelry stones then, not only have survived through 
natural catastrophes, but are also endowed with a power 
to resist human assaults in their new surroundings. 


RARITY, WITHIN LIMITS 


The peculiar combination of circumstances which have 
combined to produce a transparent stone, and then 
shielded it so that cracks have not subsequently developed, 
is clearly a rare condition in nature. Many of the jewelry 
stones are among the rarer minerals; some contain un- 
common elements, like lithium, boron, beryllium or 
fluorine. These will be found only in special types of 
mineral deposits in nature, deposits which alone are rare 
enough, without our exaction of the additional require- 
ment that our minerals must occur in clear and flawless 
crystals. We are now adding another requirement for our 
successful jewelry stone, it must be relatively rare. Too 
much rarity is detrimental, if all the world wanted bril- 
liant-cut sphenes there would be no hope of satisfying 
a fraction of the demand. There are a dozen stones rarer 
than the diamond and the ruby. Some like the benitoite. 
merit wider acceptance, but since a great demand could 
not be satisfied, there is no sense, for the jeweler, in creat- 
ing or stimulating that demand. Similarly, amethysts 
would unquestionably be among the most valuable of all 
stones—for a fine amethyst is heed to equal for sheer 
beauty—but for the simple fact that it is just too common. 
Anyone can afford an amethyst, so, lovely as they are, the 
sales are fewer than they should be, and the price is low. 
Kunzite which is both less durable and paler than ame- 
thyst, brings six times the price. It is an amusing com- 
mentary that many pale amethysts, quite ensdbeabile as 
amethyst, have masqueraded under the name of kunzite 
and sold at good prices. How silly it seems, to let our 
cupidity or our allegiance to the judgment of others out- 
weigh our esthetic, and common sense. On the other 
hand, abundance does not detract from the beauty of a 
fine amethyst and thousands of gem lovers who can 
never hope to own a ruby of comparable quality, can 
enjoy ownership, so it is a fortunate arrangement of na- 
ture that its frozen colors are available to all who can 
appreciate them. 
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Available through Revere Authorized Distributors 





A CHARACTER ALL ITS OWN 


Its French Quarter symbolizes the tra- 
ditions, the gay and gracious mode of 


living that makes New Orleans so “‘dif- 
i ferent’’, so colorful and prominent a 


a |i part of the American scene. 
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CHARACTER FOR YOUR STORE 


To keep your store prominent in the shopping 

_ scene, do what is different. Display a Revere 

__ Floor Clock in operation. Its distinguished, su- 

> -petior beauty, its authentic Westminster Chimes 

will step up the character of your trade, at- 

tract those who will mean the most in the com- 

- petifive times ahead. Revere Mantel Clocks, 

also Westminster Chiming, echo the distinction 

‘of the floor clocks. For full, profitable sii 2 
tion write, today, for complete catalog. - 


ae REVERE CLOCK CO., CINCINNATI 6, Onto. 


NEW YORK OFFICE: 
37 West 47th Street 


‘CHICAGO SHOWROOM: — 
1422 Mechuntiee Mart 


The BENNINGTON (floor model 
shown) has Westminster Chimes 
on tubular bells. 7934” high. 
Retails for $475 plus tax. 


* 


MANTEL CLOCK is the smart, 
modern R-939. Westminster 
Chimes. Retails for $50 plus tox. 


West Coast prices slightly higher 


* 


WESTMINSTER 


Afelored 
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WATCHES .::33ell 





Obtainable through ; em Wholesaler a | 
RODANA WATCH COMPANY, INC. 


745 Fifth Avenue, New York 22, N. Y. ° Plaza 9-6346 
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OUR TIME IS YOUR TIME 


To review the power-packed promotions and profit 
lines of the industry's leading manufacturers, whole- 
salers and importers. 


> FOR DISPLAY SPACE 


interested firms may obtain full information regarding exhibit space 
by writing the National Jewelry Fair, 812 Olive Street, St. Louis 1, Mo. 
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Staged Displays 
(From page 124) 


tures which can be trained on any spot below in the line 
of display cases. For this reason, there are no lighting 
fixtures installed in the cases themselves. 

Nor is there lighting in the wall cases which run the 
length of the fifty-foot-long store. [ach of these cases 
is different; not in its build or design, but in its back. 
ground. The front is a glass door which is raised over. 
head by a slight pull on the wood and brass, long handle 
on the bottom. And the ceiling of the store was lowered 
from a height of thirteen to ten and a half feet; and those 
extra feet were used to hide these glass fronts when they 
are lifted. They seem to disappear right into the ceiling, 
thus leaving the merchandise in plain view. 

When the glass front is down, the goods can be seen, 
too, naturally; but the easy lifting of this protective glass 
front, permits the customer to examine the merchandise 
more closely. The background against which the silver- 
ware chests, vanity sets, hollowware, crystalware, and 
fine china is shown varies with the merchandise dis- 
played. In one case the background can be of glamorous 
velvet; in the next, corduroy, in the third, crepe paper, 
in the fourth a gaily patterned wallpaper—but always 
different. 

The very first section along the south wall holds crystal- 
ware and other fine glass items. This section always gets 
lots of attention because it has a mirrored back. Accord- 
ing to George Durner, the President of this firm, this 
mirror idea serves several purposes. First of all it is a 
natural in getting extra notice from shoppers, for what 
person can resist sneaking a glance at himself in a mirror 
that he passes? And, secondly, this mirror reflects all the 
angles of the merchandise displayed so that customers 
can see everything about the items without risking their 
fragility with unnecessary handling. The actual setup of 
this one section is interesting to note. There are three 
long, narrow perforated metal strips attached to the back 
of this case, one at each end, and the third down the 
center. Metal brackets with prongs can be fitted into 
any of those holes; and then a glass shelf is laid across 
those brackets. 

The merchandise can thus be shown at any level de- 
sired, for these shelves can be lowered or raised to display 
best the items desired. The shelves can be staggered, to 
make the final effect even more eye-catching. “We've 
found this one set up tremendously effective in boosting 
the sales of the articles we’ve shown there,’ Mr. Durner 
concluded. 

The store itself has a small staff, but a loyal one. Mrs. 
Elsie Garrett has been with the firm for over thirty years, 
as has Mr. Arlleigh Johnson, the watchmaker. President 
George Durner took over the firm from his father when 
the latter died; and Emil Kay, the Secretary-Treasurer, 
has been on hand for the past fifty-seven years. Vice- 
President Frank Skobis is another old-hand at the store. 
Mrs. Lucille Peters completes the staff with a three-year 
record. 

“I’m very appreciative of the fine co-operation and 
loyalty I’ve had from my co-workers,” smiles Mr. Durner, 
“for there’s nothing better for building confidence in a 
jewelry store than for our customers to keep seeing 
familiar, friendly faces as they come in year after year.” 
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New! Fraternal Rings.... with meaning 


MASONIC RIN G* 


Here's a Masonic Ring with real 
meaning, rich symbolism, elab- 
orate detail, fine craftsmanship! 
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Prices Keystone 


Write Arts & Crafts for free mats 
of tested newspaper advertisements. 


*Patent No. D-157620. 


perme ARTS « CRAFTS co 


106 ANN STREET 
HARTFORD, CONN. FINE MEN‘S RINGS 


DIAMONDS ror EXPORT 
BARBER saxo SLUIS 


Sy eV 18). 4 ok A a LOLUN) = 
32/34 HOLBORN VIADUCT 
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Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
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Four-Point Program 








Dow & Stubling's careful gi. 
tention to details plus first. 
class service have made this 
store a brides’ headquarters, 





Triples His Bridal Business 


= years ago a young bride 
came into a Portland, Maine, jewelry store with a heart- 
breaking story. She had received 18 trays as wedding 
gifts! It was a tough break for her, but it turned out to 
be a lucky one for Dow and Stubling Jewelers. Out of 
that young woman’s troubles in receiving about 15 more 
trays than she could ever use, came an idea that has 
already practically tripled Dow and Stubling’s wedding 
gift business. 

It was the idea of providing a free bride service to 
prevent wasteful duplication of wedding gifts. This plan 
was later expanded to include four services which make 
up a sales promotion stunt that, in the words of John 
Dow, is “To the best of my knowledge, unique!” 

Other jewelers may have developed bride services that 
are similar, but John Dow believes that his service is 
more extensive and that it produces greater results. The 
service involves these four activities: 

1. Keeping a list of the china, crystal, and silver owned, 
or the patterns chosen, by every prospective bride in the 
Portland area; 2. Printing and mailing wedding invita- 
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by K. R. OLIVER 


tions free; 3. Sending out a corsage with each gift pur- 
chased at Dow and Stubling’s; 4. Arranging the gift dis- 
play for the wedding day. 

These four features bring results in many ways. Word- 
of-mouth, radio, and newspaper advertising awe made 
many people aware of the information on file at Dow and 
Stubling’s. When invited to a wedding, they visit Dow 
and Stubling’s and ask for Miss So- walle -so’s card to help 
them in choosing something for her. They usually buy 
a gift while there. Dow and Stubling follow up the wed- 
ding invitations a few days later is a letter to each 
suest. This letter states as much of the following as may 
apply in a particular instance: 

That the bride has selected Dow and Stubling as her 
jewelers; that she has put her confidence in the assistance 
of Dow and Stubling at her wedding; that she has 
chosen her silver, china, and crystal at Dow and Stub- 
ling’s; and that Dow and Stubling would be happy to 

(Please turn to page 175) 
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A preview of the June 1950 issue of House Beautiful reaching your best customers on or about May 19th 








June House Beautiful Depicts 


THE NEW SUBURBAN WAY OF LIFE 


“STATION WAGON POINT OF VIEW STRESSES 
RELAXATION, INFORMALITY IN LIVING, ENTERTAINING 


SIGNIFICANT new manner of 
country living is featured in 
June HOUSE BEAUTIFUL. Symbol- 
ized by the all-purpose station wagon, 
it is practised by those who want to 
live well, yet not be harnessed to 
maintenance work or upkeep expense 
. who don’t want to be possessed 
by their possessions. 
Being an easy, natural and unaf- 
fected way of living, its followers 
sincerely like to entertain, for they 
do not make parties a laborious chore. 
They tend to entertain in their homes, 
rather than in clubs or hotels, for they 
have arranged everything at home so 
comfortably and conveniently that 
they can offer better food and provide 


more congenial surroundings than 
can be found in public places. 

An important corollary from 
HOUSE BEAUTIFUL’s May presen- 
tation—the Emerging American 
Style—the “Station Wagon” theme. 
with its associated tableware design 
simplicity, provides you with another 
of HOUSE BEAUTIFUL’s effective 
selling tools. A striking photograph 
in full color appears in the June issue 
to illustrate the informal good taste 
the new way of life has brought to 
dining room entertaining. It has been 
reproduced on this page as your pre- 
view, in order that your tie-in displays 
can be prepared in ample time. 


The “Chapel Bells” Sterling pat- 





more merchandise! 





To Help You Sell More Merchandise 


Every month, you'll see in Jeweler’s Circular-Keystone an 
advance digest of pertinent ideas and information House Beautiful 
will present to your best consumer prospects . . 
can capitalize by planning your tie-in sales strategy before House 
Beautiful is in their hands. Watch for them! They'll help you sell 


. on which you 
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tern shown is by The Alvin Corp., 
Providence, R. I., the pottery plates 
and soup dishes by Richards Morgan- 
thau & Co., New York, N. Y., the nap- 
kins of Indian head cotton by Textron, 
Inc., New York, N. Y., the provincial 
wooden trough holding flowers by 
Cannell & Chaffin, Los Angeles, Calif. 
All of these credits will appear in the 
June issue. 





This is the way a full-page, full-color pho- 
tograph in the June HOUSE BEAUTIFUL 
pictures the “Station Wagon” way of life 
as it applies to dining room entertaining. 
Use it as a model for displays on your selling 
floor. Note the effect of informality blended 
with graciousness. The tableware featured 


is listed in the text above. 


e a os = more 
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advertisers’ BULLETIN BOARD 


A directory of advertisers, whose products are sold in jewelry stores, appearing 
in the June HOUSE BEAUTIFUL ... which will reach your best customers on 
or about May 19th. FREE mounted counter cards for those products preceded 
by a number are available. See coupon below for easy method of ordering. 








SILVERWARE 
58. Alvin Sterling 


THe ALVIN SILVERSMITHS 

Alvin Sterling is fashioned by artist-designers who 
gain their inspiration and creative ideas from 
women, themselves, everywhere . . . in colleges, 
in women’s clubs, and in other important groups 
. . . Whose wishes determine the styles of the day. 
So it can be truly said . . . Alvin Sterling patterns 
follow the dictates of fashion. 


59. Fisher Coaster-Ash Trays 


FisHER SILVERSMITHS, INC. 
Especially created to lead a double life as ashtrays 
and coasters by the Fisher Silversmiths—noted for 
originality of design and quality of workmanship. 
41.” in meu these coaster-ash trays are of fine 
hand-made crystal with a sterling silver border of 
embossed French Gadroon and Bead. 


60. Frigast Danish Sterling Silver 
PauL WILKENs, INc. 
Frigast, fabulous platinum-finished, hand-wrought 
Danish sterling silver flatware, following its debut 
in May HOUSE BEAUTIFUL, stars again in the 
June issue. Available at leading stores. Frigast 
distribution is rapidly expanding, its sales booming, 
according to its sole importer and distributor for 
the U.S.A., Paul Wilkens, Inc. 


61. Frank Smith Sterling 


FRANK SMITH SILVER COMPANY 
The ultimate in contemporary silversmithing for 
the TOP THIRD of your Sterling Market. Frank 
Smith Sterling . . . Personal Treasure, preferred 
in homes of eminence the world over . .. an 
locally too. Those who see . UY! 


62. Wallace Sterling Silver 


WALLACE SILVERSMITHS 


63. Wallace Romance of the Sea 


Pattern Sterling 
WALLACE SILVERSMITHS 


CHINA, GLASS & TABLEWARE 
64. Bergdala Nordic Crystal 


R. F. Bropecaarp & Co., INc. 
agen especially for modern-day living and 
retailing at the low cost ot $12.00 a dozen, 
NORDIC, a Swedish lead crystal pattern, attains 
simplicity-supremacy with its contour beauty and 
transparent clarity. The pattern is available in a 
full suite of open stock stemware with each shape 
also priced at $12.00 a dozen. 


66. Bing & Grondahl Figures 

D. STANLEY Corcoran INc. 
BING & GRONDAHL FIGURES—Exquisite ex- 
amples of genuine underglaze china from the 
*‘National Factory of Porcelain’’ at Copenhagen, 
Denmark. Rich in human interest appeal, hand- 


Send for your FREE House Beautiful 
Window and Counter Display Card 


this easy way.... 


Circle the numbers below which appear beside the advertisements you 
wish mounted, fill in your name and mailing address and mail coupon 


to: Merchandising Division, HOUSE BEAUTIFUL Magazine, 572 
Madison Avenue, New York 22, N. Y. 
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58 59 60 61 
67 68 69 70 


76 77 78 79 80 
85 86 87 88 89 


NAME 


painted and signed by the artist. Distributed by 
D. Stanley Corcoran, Inc. and nationally adver- 
tised throughout the year to a quality market. A 
free mat service and dealer selling card available. 


67. Blue Ridge Skyline Dinnerware 


SOUTHERN PorrTeriEs, INC. 


68. Fine American China 
CASTLETON CHINA, INC. 
Castleton China, recognized for style leadership, 
has created a wide range of outstanding designs. 
Illustrated in a color ad in the June issue of House 
Beautiful are four dinnerware patterns, Alberta, 
York Rose, Mandalay and Ascona. Contemporary 
artist Arnold Blanch has designed the unusua 
salad set Green Thumb also shown. 


69. Bone China by Royal Doulton 


DouLTon AND Co., INC. 
Recognized the world over as the ultimate in table- 
ware . . . English Bone China by Royal Doulton. 
Patterns shown in the June ad are Tewkesbury, 
Picardy, Prelude, Arcadia, Chatsworth and Napier. 
The symbol of Royal Doulton also appears on a 
wide range of Figurines, Animal Subjects, Char- 
acter Jugs and decorative pieces. 


70. Haviland China 


THEODORE HaviLAnp & Co. 


71. Heiseys Dolly Madison 


Rose Crystal 


A. H. Hetsey & Co. 
DOLLY MADISON ROSE, Heisey’s new engraved 
pattern, will appear in a full page ad in four colors, 
dramatizing the classic lines of the pattern and the 
way it complements china or silver abloom with 
roses. Write HOUSE BEAUTIFUL for display card, 


or send to Heisey for leaflets or news mats. 


72. Woodland Pottery 


Tue A. E. Hutt Pottery Co. 
73. Imperial Candlewick 

Crystal Service 

IMPERIAL GLASS CORPORATION 


74. Leerdam Modern Glass 


A. J. Van DucTeren & Sons, INc. 


75. Libbey Glass 


Lispey Gass Div.. 
Owens ILuinois GLAss Co. 


76. Roseville Gardenia Art Pottery 


RoseEVILLE Porrery, INc. 
Notable for its lovely, life-like flower charm, the 
‘‘Gardenia’’ pattern by Roseville continues to be 
the popularity star of all decorative art pottery. 
Typically handsome pieces from the ‘‘Gardenia 
collection are shown in the June issue of HOUSE 


BEAUTIFUL. 


JC June 
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STATE 
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77. Salem China 


SALEM CHINA COMPANY 


78. Tiffin Masterpiece Flared Vas, 


THe TirFIN GLASSMASTERS 
79. Viking Swan Bowl & 
Candlesticks Set 


VikInG GLAass COMPANY 

Three-piece Swan Bowl and matching Candlestich 
Set hand made by Viking craftsmen. Seven meds . 
colors to match today’s homes. Quality ¢, a 
nationally known and advertised ; long-favored 
smart women aware of the outstanding value Viki 

Glass always otters. Appreciated by grateful frien ie 
a distinguished mark of gracetul living, "- 


80. Westmoreland Milk Glass 


WESTMORELAND GLAss Co, 
Back again: Westmoreland’s exquisite hand mad 
and hand decorated milk glass luncheon and dinner 
sets. After a long absence, this beautify] table 
service is again available as open stock. The a 
consist of eight matched place settings hand painted 
in eight different truit designs. , 
81. Crystal Hostess Service 

West Vircinia GLAss SPECIALTY Co 
‘‘Repeated by popular demand’’ may be a time. 
worn phrase, but it apparently still holds good jp 
the case of the West Virginia Glass Specialty Co, 
of Weston, W. Va., who in June presents its new 
and much-wanted ‘‘Hostess Server’’ in quarter-page 
space for the third time. | 


MIRRORS, LAMPS, ACCESSORIES 
82. Donnelly-Kelley Mirrors 


DoNNELLY-KELLEY GLAss Company 
83. Nurre Mirrors 

THe Nurre Companies, Inc. 
84. Pittsburgh Polished Plate 


Glass Mirrors 
PITTSBURGH PLATE GLASS CoMmPANy 


85. Pattyn Lamps 


MoperN PRODUCTS CORPORATION 
65. Peerage Brass Accessories 

S. P. SKINNER Co., INC. - 
‘“‘Peerage’’ brassware made in England, delicately 
antiqued, polished and lacquered. Requires no 
cleaning. re tn line is almost unlimited in 
scope, including wall placques, jardinieres, plant- 
ers, firewood boxes, silent butlers, wastebaskets, 
letter boxes, desk and smokers’ accessories, etc, 
Representative selection is illustrated in envelope- 
stuffer-sized folder, offered for dealer imprinting, 


CLOCKS 


86. Jefferson Golden Hour 
Electric Clock 
JEFFERSON ELectric Co. 

87. Sessions Clocks 


The Sessions Clock Company, known for many 
years as ‘‘The House of Westminster Chimes’, 
announces two new electric chime clocks at new 
low prices. Westminster Model #482 WC has a 
mahogany case with burnet walnut overlays, and 
retails at $35.00. Westminster Model #493 WC 
has a matched grain mahogany case with ebony 
finished end panels. Retail price is $37.50. 


88. Seth Thomas Clocks 


CANDLES, STATIONERY, JEWELRY 
89. Taperlite Candles 


Witt & Baumer CANDLE Co., INc. 


90. Princess Plastic Place Mats 


ULLMAN COMPANY 

Plastic place mats by Princess have now gone into 
big league advertising. A campaign has been con- 
tracted for in HOUSE BEAUTIFUL and _ other 
leading national magazines. Place mat economy 
and usefulness in the home is graphically outlined 
in a 32-page color booklet sent on request. Avail- 
able in stores, too. 


91. Crane Paper 
CrANE & Company, INc. 

Made from choicest materials—cotton and linen 
fibres only—Crane’s Kid Finish Ecru-white Wed- 
ding Papers are instantly recognized for their qual- 
ity . . . afford the finest surface for engraving an 
steel-die stamping. Invitations lead the list, cards 
come next, church, reception, at home, calling 
cards, informals. For the bride’s thank-you notes, 
die-stamped note sheets and letter sheets. 


*Kenya Gems 
KENYA LABORATORIES 


————__—=» 


*No counter card available 
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| Club Plan Counteracts Canvassing 


The Club plan of the Goldman Jewelry Co., Kansas City, Mo., 


has proved its worth by attracting new customers, offsetting 


door-to-door competition, and building up a mail order business. 





Club Plan silverware is presented with dignity with 


A STERLING flatware “Club Plan,” developed 
by the 63-year-old Goldman Jewelry Co., Kansas City, 
Mo., in March, 1948, has attracted a steady stream of 
new customers, offset door-to-door competition, and built 
up an extensive mail order business. Goldman’s, which 
operates two stores in the Kansas Cities of Missouri and 
Kansas, did not initiate the “Club Plan” system specifi- 
cally to offset house-to-house competition but as a means 
of making the sterling flatware department appeal to 
customers who might otherwise buy plated flatware or 
make purchases through mail-order houses which offer a 
variety of credit plans. “Naturally, house-to-house com- 
petition had something to do with our initial thinking,” 
Richard Goldman, sterling department executive, said. 
Kansas City was one of the first major metropolises in 
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kneehole counter cases and always courteous service. 


the nation to be flooded with door-to-door sterling sales- 
men and it made a serious dent in our sterling flatware 
sales volume.” 

With the club plan, customers may purchase any pat- 
tern of sterling flatware at the rate of 33¢ per week, less 
than 5¢ a day, and we are able to appeal to economy- 
minded, limited income customers and give them the 
advantage of trading with long-established stores. 

When the “Club Plan” was announced by Goldman’s 
with full-page newspaper ads, it brought about an im- 
mediate response which has continued steadily. The plan 
was developed after a careful study of the sterling flat- 
ware market. which demonstrated conclusively to Gold- 
man that there were thousands of potential flatware pur- 


(Please turn to page 1.6) 
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A SILVER CHEST jilp 





WALLACE SUTLVERSMITM 
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eXCITING AS THE TREASURE IT DISPLAYS... 


oe 
—_ a) 


Again William 5. Warren, the renowned designer of Wallace Sterling, 
has performed the unusual, and this time in a dual role:— 

He has translated the adventurous symbols of the timeless sea into the 
exciting “Third Dimension Beauty” sterling silver pattern “Romance of 
the Sea.” 

: With the same mastery of interpretation, he has created a truly romantic 
y) and delightful chest in sea colors with pearls, waves, silver sea horses, 
bubbles and shell—a perfect setting for a thrilling ensemble, whether on 
display in your store or for permanent use in a home. 

) “Romance of the Sea” is being nationally introduced by Wallace 


through full color pages in the May issues of leading publications. 








ut WALLINGFORD, CONNECTICUT since 1839 
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Proper makes sure his customers 
know how patterns will look on q 
table and his silver department 
makes people feel right at home. 


Setting the Scene for Silverware 


By establishing a home-like atmosphere for his silverware 


department where customers could select their patterns in 


comfort, Chester Proper of Auburn, Neb., gained more sales. 


of a balcony above the 
rear of the showroom has given the Proper Jewelry Com- 
pany, Auburn, Neb., an unusually desirable place to show 
customers sterling silverware. 

Place settings of sterling silver are displayed on a white 
cloth-covered table. Spread out thus, the prospective 
customer is better able to visualize how the silverware and 
accessories will beautify her own table. 

A comfortable settee, on which she can rest and enjoy 
the clerk’s display of different patterns of sterling, puts 
her at ease while making her choice. As customers like 
pienty of time to select the tableware that will last a life- 
time, they appreciate this arrangement. 

Chester Proper’s set-up displays his silver impressively, 
a factor that makes sales easier: He keeps six-piece set- 
tings of each sterling pattern in a non-tarnish roll with 
the name of the pattern on the roll. This enables him to 
quickly take the proper roll from a drawer and place a 
fresh setting before the customer before she loses interest. 

The privacy of the balcony suggests the importance of 
the sale and builds up the customer’s ego. Too, it helps 
her keep her own secret if she is not ready to announce 
her engagement or to publicize the purchase of a gift. 

A further advantage of Proper’s arrangement is that 
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by J. S. BAKER 


it leaves uncrowded the tops of display cases downstairs 
in the showroom where the tableware was formerly shown. 
The right presentation of tableware needs rather con- 
siderable room to be shown effectively, and the new bal- 
cony affords just that. 

Though the rearrangement involved the labor of mov- 
ing silver and crystal to the balcony, very little actual 
expense was incurred. Proper’s increased sales of sterling 
silver since departmentalization show conclusively that his 
balcony salesroom is attracting customers. 

Proper advertises his sterling silverware not only in 
Auburn but also in nearby towns which do not have a 
sterling agency. For Fair Week in Auburn during Sep- 
tember the Gorham Company furnished a window show- 
ing the making of sterling silverpieces, a feature that 
attracted many people. 

He sends to girls graduating from high school circulars 
calling their attention to the fact that graduation is a 
eood time to start their table settings. They are reminded 
that their friends might like to know they would be happy 
to receive some starter pieces. They are invited to come 


(Please turn to page 192) 
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LANCASTER ROSE 
TEA SERVICE 
qSilver plated. Five 

pieces. 


No. 400 Price $200.00 


SILENT BUTLER 
Silver plated. Large 


OLD ENGLISH 
VEGETABLE DISH 
Silver plated. 12%” 
long. 


q 
No. 5001 Price $25.00 
ww 


size. 
No. 125 Price $12.50 > 





oa 





In Sterling and Silver Plate 





This ad, with an appropriate message will 
: appeor in the spring issue of House Beautiful’s ; 
_ Guide for the Bride. t's going to work for 
| you! it will bring brides to your store; i 
sell more Poole Hollow wore for you. Me 
sure your stocks are eames Contact 

Cs Poole distributor today. : 
















ICE BUCKET 
Silver plated. Special guaranteed unbreak- 
able liner. 


No. 3800 .... . . «Price $25.00 


4 STERLING HAND CHASED TEA SERVICE 
A truly fine example of the silversmith’s 
craft. Pieces available individually. 


No. 700 . . . .Complete set $1500.00 
ALL PRICES SUBJECT TO FEDERAL TAX 
Send for Booklet 20 showing complete Poole line 


FOR OVER HALF A cp 
A TRADITION IN SILVER - - TUry 














POOLE SHIVER COMPANY, INC. Taunton, Mass. New York, N. Y. 
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Isn't Everything 


by WALTER RUDOLPH 


L-. AN AGE-OLD businessman’s problem: a 
desirable location is available, but space must be sacri- 
ficed. When a new theatre was projected in Erie, Pa., 
Benjamin and Harold Kramer, co-owners of Kramer 
Jewelry, looking for a good location for a modern jewelry 
retailing outlet, found the problem dumped into their laps 
as they considered a 12 x 30’ area that could be leased. 

Not only was the floor area “pint-size,” but the nature 
of the building demanded that the rear half of the store’s 
ceiling would have to angle downward, from about 10 
feet in height in the center to less than six feet. 

The Kramers put their heads together with some of 


Pencil” lighting deepens the narrow 
Kramer store and distracts the eye 
from ceiling slanting toward rear. 
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A "pie-cut" front, with vitrio- Le 
lite trim, the Kramer store 
is just off of theatre lobby. 









Donna Lou Rogers sets up display 
in one of the four attractively 
designed, narrow shadow boxes. 


the country’s leading jewelry store equipment manufac 
turers and came up with a satisfactory answer: They 
could use the space profitably. 

One might say the Kramer layout is based on the 
“narrow store principle.” That is, everything possible 1s 
done to give the impression of a larger store—guided by 
the fact that beauty and convenience must also be con- 
sidered. 

Entering the store, one notes four shadow boxes i 

(Please turn to page 174) 
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UNDERWOOD 
po how 


84° PLUS TAX 






etree 


THREE 


FOR PROFIT: 


You have three great values to offer in the 
Underwood Portable Line . . . values that will 
help you build up profitable volume. 


Step up sales with the Underwood Leader... 
priced to give you a wonderful Portable Type- 
writer sales-building opportunity! And the Under- 
wood Universal... a winner in any competition! 
And the Underwood Champion always the quality 
favorite with your customers! 


The Underwood Line is designed to meet every 
Portable Typewriter demand and priced to suit 
every purse. All machines are wonders in crafts- 
manship . . . beauties in appearance . . . jewels 


for profit. 
Boost your Portable Typewriter profits with these 


three great sellers . . . made by the Typewriter 
Leader of the World. Order today. 








UN DERWOOD: 
LEA ane 


\ $39? 
7a \ \ a - on PLUS TAX 


UNDERWOOD 
yi 


be. PLUS PLUS TAX 














Underwood Corporation 


Typewriters . . . Accounting Machines . . . Adding 
Machines . . . Carbon Paper . . . Ribbons 
One Park Avenue, New York 16, N. Y. 
Underwood Limited, 135 Victoria St., 
Toronto 1, Canada 


Sales and Service Everywhere 
© 1950 








It Pays to Promote UNDERWOOD 
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Costume J ewelry Section 


Makes ‘Sto ppers’ Out of Shoppers 














All costume jewelry is on open display on tables and in picture-frame wall displays, 


Kaplan’s, Providence, R. I., jewelers, have expanded their costume jewelry 


department in successful plan to associate their store in the public mind 


with something of every-day appeal and thereby increase shopper traflic. 


oe , ' 

EWELRY stores are associated in the pub- 
lic mind with diamond rings, watches and sterling silver, 
all representing merchandise on the more expensive side,” 
explains Samuel Kaplan, president, Kaplan’s, jewelers of 
Providence, R. I. “People do not generally walk through 
a jewelry store just to look around, as they do in a 
department store or a popular priced syndicate store. 

“We reasoned that a department of inexpensive cos- 
tume jewelry would provide an inducement for people to 
come into the store more frequently. Women are always 
in the market for costume jewelry and they will go into 
a store to look around for this merchandise. It was our 
plan to offer something to associate ourselves in the 
public mind with something of everyday necessity and 
something that can be bought at moderate cost.” 

While Kaplan’s had carried a limited line of costume 
jewelry, this was greatly expanded and now includes a 
complete stock of nearly everything a person might want. 
Located at the right of the store entrance, this department 
now occupies a space about 14 feet long, extending about 


half the length of the store. 
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by MILDRED SULLIVAN 


Every piece of merchandise is on open display. Women 
can pick up earrings or chokers, try them against their 
dresses and select just what they want. They do not have 
to ask to see this-or-that. They don’t have to give any 
reason why they don’t want an item, which they some- 
times feel they have to do when they pass merchandise 
back to a salesperson. 

Earrings and chokers are the big sellers, with pins, 
bracelets and specialty items following. Items generally 
run from one to five dollars, although there are some up 
to six or seven dollars. 

Merchandise is shown on four tables, each four feet 
long and each covered with blue velvet. Against the reat 
wall are picture frame displays made by Kaplan himself. 
These are framed with white pressed board, with a center 
covered with blue velvet. Pinned on the velvet are various 
items, all within easy reach of anyone. 

“Putting this merchandise on open display has been a 

(Please turn to page 174) 
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READERS’ BOOK SERVICE 
For the Gem Expert, Connoisseur and Student of Gemology 28. ENAMELLING ON METAL Louis & Elie Millenet $2.50 
—_— RIAL 29. THE PREPARATION OF PRECIOUS AND 
[eee $4.00 OTHER METAL WORK FOR ENAMELLING 
Drs. Kraus & Slawson ‘ : 
H. de Koningh $2.50 
9. AKEY TO PRECIOUS STONES  L. J. Spencer $3.50 
3, GETTING ACQUAINTED WITH MINERALS For the Skilled Watch and Clock Maker, the Apprentice and Student 
George L. English $3.25 
LAPIDARY HANDBOOK 30. PRACTICAL BALANCE AND HAIRSPRING 
4. ———, pay $3.00 WORK W. J. Kleinlein $3.50 
5. STORY OF THE GEMS _H. P. Whitlock $4.00 31. ee kt ane oe aeeoeemee a 
D 
‘oe or eae 32. PRACTICAL BENCHWORK FOR HOROLOGISTS 
7. FAMOUS DIAMONDS OF THE WORLD $1.25 Sead seteaiemmeai ei aiid $5 
gs. INTRODUCTORY GEMOLOGY ~ Robert Webster $3.50 33. SCIENTIFIC TIMING Charles Purdom $6.00 
9, GEM TESTING B. W. Anderson, B.Sc., F.G.A. $5.00 34. KEYSTONE WATCH REPAIR RECORD BOOK $2.75 
10. GEM CUTTING J. Daniel Willems $3.50 35. WATCH ESCAPEMENTS Dr. James C. Pellaten $3.50 
11. POPULAR GEMOLOGY ~_ &. M. Pear! $4.00 36. THE SCIENCE OF CLOCKS AND WATCHES 
12, GEMSTONES _ G. F. Herbert Smith $8.50 (2nd Edition) A. L. Rawlings, Ph.D. $5.00 
_ 43. GEM IDENTIFICATION CARDS 37. HOROLOGY fF $4.50 
| Wilburt M. Draisin $7.50 38. WATCHMAKERS & CLOCKMAKERS OF THE 
WORLD (Enlarged 2nd Edition) G.H. Baillie $10.00 
For the Jewelry Repairer, Engraver, Designer and Enameler 39. PRACTICAL NOTES FOR THE WATCHMAKER 
| — (French-English Edition) G. A. Berner $3.50 
14. JEWELRY REPAIRERS’ HANDBOOK 40. PRACTICAL WATCH REPAIRING 
J. G. Keplinger $1.25 Donald De Carle $5.00 
1s. JEWELRY DESIGN AND APPLIED DESIGN 41. PRACTICAL COURSE IN HOROLOGY 
C. A. Jakobb $25.00 Harold C. Kelly $2.75 
16. JEWELRY AND ENAMELING 6. Pack $3.50 42. WATCH AND CLOCKMAKERS’ HANDBOOK, 
17. REFINING PRECIOUS METAL WASTES DICTIONARY AND GUIDE F. J. Britten $6.00 
C. M. Hoke $6.00 43. KNOW THE ESCAPEMENT (New Edition) | 
: 18. ART MONOGRAMS AND LETTERING Barkus Watchmakers $5.00 
J. M. Bergling 
(Special 16th Edition—Paper Cover) $2.00 “. a & ADJUSTING $3.00 
17th Edition—104 Pages—Paper Cover $5.00 +. ene cule eo onan 
’ . KH. Robinson ‘ 
19. METALCRAFT AND JEWELRY ——an 
Emil F. Kronquist $3.00 46. TIME AND TIMEKEEPERS __ V. 1. Mitham $2.95 
20. AB C OF MODERN ENGRAVING Villiam Kassel $1.00 47. eo — IN HOROLOGY — 
rant 00 e 
21. TESTING PRECIO METAL C. M. Hok 2.00 
ay See ene $ 48. THE WATCH REPAIRER’S MANUAL 
22. RINGS THROUGH THE AGES Henry B. Fried $4.95 
James R. McCarthy $2.50 
23. GEMS AND JEWELRY TODAY On Silver for the Jeweler, Collector and Antiquarian 
Marcus Baerwald and Tom Mahoney $10.00 
; 49. ENGLISH SILVER (1675-1825) 
: = 3033 RETAILING IDEAS Emanuel Lyons $3.50 Stephen G. C. Ensko and Edward Wenham $5.00 
) f 23. HAND-MADE JEWELRY = Louis Weiner $2.75 50. OLD SILVER, ENGLISH, AMERICAN AND 
4 26. JEWELRY, GEM CUTTING & METALCRAFT FOREIGN _ 5S. B. Wyler $4.00 
4 W. T. Baxter $3.00 51. THE STERLING FLATWARE PATTERN INDEX 
} 27. JEWELERS POCKET REFERENCE BOOK 1949 Edition Without Binder $15.00 
Robert M. Shipley $2.75 With Leather Binder $20.00 
52. THE JEWELERS’ DICTIONARY (New Second Edition) $6.00 
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Please send the following book postpaid: 
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[] CHECK [] MONEY ORDER [] FOR $........ is attached 
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Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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Store for Brides 


(From page 114) 


rooms, permits daylight inspection of merchandise, as well 
as a thrilling view of the park. The Georgian room has 
a fireplace on the west wall before which is placed com- 
fortable fireside chairs. 


The singular part of all this completely furnished set 
of display rooms is that all of the items shown are for 
sale—linens, pictures, occasional furniture, corner cabi- 
nets, bookcases, buffets, chairs, etc., as well as those obvi- 
ously jewelry store items which the bridal department 
was designed to promote—silver, crystal, porcelains, china 
and lamps. 

The Underwood store does a good volume in lamps 
which are on display through the two floors of the store. 
There is also a “Lamp Room” on the second floor where 
60 to 100 lamps are on display. The Underwood experi- 
ence with lamps, bears out the rightness of the merchan- 
dising philosophy exercised throughout the store. The 
lamps that are on display throughout the establishment, 
sell ten times as fast as those in the room. It is the theory 
of the management that merchandise shown as though it 
were actually in use is much more easily visualized by the 
customer as being in their home, than merchandise shown 
on the jeweler’s shelf with other styles and types. 


Of course, when it comes to the display of silverware, 
it is not possible to display all of the patterns on set 
tables, so a panel display of many patterns in stock are 
shown in glass-fronted shadow boxes on each side of the 
display in the silver department. Each one of these shows 
a knife, fork and teaspoon and thus attractively brings to 
the attention of the prospect the completeness of the selec- 
tion offered by the 42 patterns which are stocked. 


The construction and design of the entire Bride’s Shop 
was planned from sketches created by Mr. and Mrs. 
Underwood as the result of an extended tour of study 
covering retail establishments in New Orleans, Birming- 
ham, Atlanta, Washington and New York. To the in- 
formation gathered on this personal tour the Underwoods 
added ideas suggested in business magazines in various 
fields. For example, the door shown in the center of the 
silverware department, had as it’s basis a design shown 
in Architectual Digest. Incidentally, that door which was 
placed where it is in order to break the monotony of a 
solid row of silverware showcases, has a practical as well 
as a decorative value. It leads, as will be seen by the floor 
plan sketch, to a stockroom where silverware is stored, 
efficiently convenient for filling orders. This same idea 
is applied in the case of the other displays behind which 
are stockrooms for each particular type of merchandise. 


Another “Underwood innovation” is the specially de- 
signed knee-hole table for the showing of silverware. A 
close study of the photograph accompanying this article, 
will reveal how the front of this table (with drawers 
which open up on the clerk’s side) has the customer’s 
side of the two tiers cut back to provide knee-room for 
two people. Seldom does a girl buy silver without having 
a companion to help in the selection of a pattern. This 
specially designed table further demonstrates the infinite 
care which went into the planning and execution which 
preceded the opening of the present Underwood Bride 
Shop. 
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With the exception of the silver and china wall case 
the fixtures on the entire second floor were built right 
on the premises from designs conceived by the Under. 
woods. 

The china wall display shelves, semi-circular in shape 
has a built-in china cabinet on each side. Designed t 
resemble a picture frame, these wall cabinets are mad, 
of the same bleached walnut wood as the storage drawer; 
beneath the shelves. Placed in the pastel coloring of the 
shelves these wall cabinets, together with the matching 
storage drawers below, give the impression of a huge 
china cabinet, rather than just ordinary store fixtures. 
The salon arrangement of displaying merchandise is used, 
and there are no counters placed in front of wall fixtures, 
the customer just walks right up to the merchandise jp 
which she is interested and with dozens of patterns op 
display, quickly and easily makes her selection. 

A complete stock of fine linens is carried and range 
in price from hand-embroidered tray cloths selling for 
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A Camera “Angle” for Jewelers 
When Fred R. Cox of Tonganoxie, Kansas, added 


cameras and photographic supplies to his jewelry store, 
he took a step that thousands of jewelers across the coun- 
try had done before. But Cox did something more to 
make his new line a success and make his store the most 
interesting in this town of 1200 population. 

A few months after he had added his new line, Cox 
began experimenting with some of his larger cameras 
and found that he could take pictures that the public 














Through his pictures Cox made everyone interested in cameras. 


liked. Since there was no commercial photographer in 
town, Cox’s services became very much in demand and 
his pictures began appearing in the local paper. Soon he 
began selling pictures to such national publications as the 
Farm Journal, National Livestock Producer, Drug Topics, 
and others. 

Although there is money for Cox from these pictures, 
his main interest is promotion of his store. His pictures 
help sell cameras and his regular jewelry line and have 
built up his watch repair business. 

Cox claims that this is the best form of advertising for 
his store that he has‘ever developed, for his pictures 
create so much public interest that they keep the whole 
town talking. 
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“Thats Exactly the Finding 
| We Want.... Right Here inthe 
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Jewelers everywhere are finding it much easier 
to get the EXACT findings they need for special 
order work and repair jobs by looking in their 
W.R.C. Catalog. There’s no guess work, as each 
one of the 1500 findings are illustrated in their 
EXACT size, clearly numbered and with available 
metals listed. 






The W.R.C. Catalog is complete too, with prac- 
tically every type of finding you would need. So 
look in your W.R.C. Catalog and order by number 
from your material jobber. 


101 Sabin Street Providence, R. I. 
New York Office: 320 5th Avenue Chicago Office: 29 East Madison St. 


105 31 








If you haven't a W. R. C. Catalog, 
write for a copy now. 


—— 
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JEWELERS!! 


Many of your customers are interested in changing their incom- 
plete or obsolete patterns of flatware that are not available today, 
for new patterns, providing they can receive a fair price for their 
old silver. © 








We are prospective customers for this silver and will be pleased 
to make a tentative offer on receipt of information as to quantity, 
condition, etc.; or, a definite offer on receipt of the silver. 


This will enable you to obtain a much higher price for the old 
silver than is paid through other sources. 


We are also interested in purchasing any sterling silver your 
customers wish to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


JULIUS GOODMAN & SONS 


77 MADISON AVENUE 
MEMPHIS 1 TENNESSEE 
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$1.50 each, to banquet table cloths priced at $1,000 each. 

In one corner of the floor a room has been set aside 
as a ladies’ lounge. Facing historic Hemming Park, the 
glorious Florida scene may be viewed through a wide 
picture window. Two small occasional chairs, upholstered 
in pink velvet, on either side of the window, are angled 
so that customers sitting there, may enjoy the park, which 
is a glowing mass of color in the spring, and at the same 
time obtain an excellent view, through the arched entrance 
to the lounge, of the bridal salon. 

The crystal chandelier ceiling light, sets the keynote 
of the elaborate furnishings of this room. The low, 
drawer-type lamp table, holding a huge glass lamp, com- 
pletes the window grouping. A hand-decorated credenza 
buffet occupies the east wall and a mahogany corner 
cabinet contains an exciting exhibit of petite china 
figurines. Placed on a floor covered in rose gray carpet, 
these furnishings create an air of luxurious “hominess.” 

A striking decorative effect is obtained by the use of 
two designs of wall paper in the lounge. Wide, two-inch, 
maroon stripes on a white background is used for the 
south and east walls; large white calla lilies, with maroon 
leaves, against a gray background, covers the north and 
west walls. 

The powder room, adjoining the lounge is equipped 
with pink fixtures, and matching pink tile floor. The 
ceiling and side-walls of this room are covered with silver 
paper, generously sprinkled with green, white and pink 
polka dots, with full-length mirror for milady’s hem 
inspection. 

Further consideration of the comfort of the customer 


is the 25-ton air conditioning installation which operate 
in another corner of the second floor behind sound-proof 
walls. Still another building improvement is the eleyato, 
which in itself cost $16,000 to construct, requiring, be. 
cause of its location in the center of the building, a con. 
pletely enclosing brick wall. 

Immediately to the left as the visitor leaves the elevator. 
is the area exclusively devoted to the services of the bride 
consultant. Here an expert maintains gift records and 
helpful literature to aid in the bride’s plans for the wed. 
ding. Here again, is a friendly, homey atmosphere 
created by an attractive background softened by growing 
plants. 


BAR MART BRINGS GOOD VOLUME 


The Bar and Party Mart, which is illustrated, occupies 
the space next to the south elevator wall and has justified 
itself by producing a good volume in its department. |t 
contains everything from portable bars to all the little 
bar gadgets that find favor for home parties. Small items 
are displayed on glass shelves with mirrored walls for 
the background. 

Naturally the Underwoods have not contented them. 
selves with providing just an attractive place in which 





to shop. They have been mindful of the necessity of 
creating store traffic which will bring the advantages of 
their new establishment quickly to the attention of those 
who might otherwise not know about them. They, there. 
fore, go outside the store to create interest. One of their 
regular activities is to have school groups and sororities 
come to the Underwood store where the young ladies are 








| Jewelers —New Children’s Swingtime Pendulum Clocks 
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$4.95 retail. (Tax not included.) 





Three colorful designs! PLAY TIME, CIRCUS TIME, COWBOY TIME 


. with guaranteed chain-wind movements for accurate time-keeping. Perfect for child’s 
room, playroom, nursery or foyer. Dial 714” diam. Individually boxed in corrugated boxes. 


Contact your jobber or write direct for sample. 


MASPETH MFG. CO., Inc. 


offer 
opportunity 
for 
year 
‘round 
sales 
and 


profits! 


96 STOCKHOLM STREET 
BROOKLYN 21, N. Y. 
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treated with great deference and entertained by the serv- 
ing of refreshments, prepared in a modern kitchen on 
the second floor. Hot hors d’oeuvres and hot beverages 
are provided without any fuss, or disturbance. This 
facility was also put to practical use for the store itself 
during the recent Christmas holiday season, at which 
time the employees were furnished quick luncheons which 
the store provided at no cost in exchange for the time 
that was saved by the clerks eating in the store rather 
than wasting time in seasonally crowded restaurants. 

With such careful planning every step of the way in the 
building and promotion of this Bride’s Store, there is 
little reason to suspect that the Underwoods will be dis- 
appointed in their anticipated increase this store will add 
to their volume in 1950. 





Simplicity Marks Easter Ad 


Chapman & Fischer, Inc., 365 S. Warren St., Syracuse, 
N. Y., promoted jewelry as Easter gifts with a simple, 
dignified newspaper ad headed by the caption: “Kaster 
Elegance.” 

Copy read: “. . . is reflected in beautiful jewelry ac- 
cessories—a magic touch to a costume. 

“Jewelry is created to enhance feminine loveliness, to 
compliment your personality and to give you perpetual 
beauty. 

“Smart gold or handmade silver jewelry as well as 
lustrous pearls are always in vogue and add chic and 
elegance to an Easter ensemble. 

“A gift of jewelry is a lasting gift and becomes a 
treasured possession.” 


University District 
(From page 130) 


of the advertising committee of the Commercial Club. 
Additional parking meters were requested. 

Main purpose of the meters, Cook explains, is to re- 
duce the amount of full and half-day parking which pre- 
vents shoppers from finding a place to park readily. Such 
a condition prompts them to look for a less congested dis- 
trict. Metered streets are much easier to police than are 
unmetered ones, even though the latter may have a park- 
ing time limit. _ 

Though the District did not get as many meters as the 
merchants believe is justified, their request was heeded 
to the extent that there are now three times as many 
meters as formerly. Their main effort now is directed to 
getting two hour meters on some side streets running 
parallel to University Way. Two-hour meters are pre- 
ferred on these streets so that shoppers will have suf- 
ficient time to do all their shopping without returning to 
put another nickel in the meter. 

The second step which was taken, was initiated at a 
meeting of Eckmann with nine of his associates. The 
plan which was evolved called for the investment by each 
member of a sizable sum to be spent for the purchase of 
land for parking. The members incorporated under the 
name of “Ten, Incorporated.” A number of other mer- 
chants joined as well, so that the investment finally totaled 
$80,000. 

With this, they quietly bought up enough available 
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property within one block of the central business inter. 


55 ¥vCears er Attributes Py section, to accommodate approximately 500 cars, The 


area was Cleared. black-topped and floodlighted, and park. 


EXPERIENCE G reatness ing lot attendants were hired to take care of custome’ 
cars. 


With the lot in operation, the District was now able ty 
advertise one of its most persuasive “talking points”— 
There is no free parking. Customers who parked their cars in the 
substitute for 
experience. And 
the vast experience 
Aisenstein & 
Gordon has gained 
in serving jewelers, 
since before the 
turn of the 
century, makes 
A & Ga reservoir 
* Qt of assistance which 

ee : you can draw on 
- os | profitably at any 
a j time, without 
‘ obligation. 
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"ONE OF THE FAMOUS 50° 


Ben Benton, of Benton Jewelers, gives parking ticket to customer. 


1 847 lot were given the usual parking ticket stub. If they made 
a purchase from any store in the District, the merchant 
ROGERS | then stamped the back of the ticket. This authorized 
Pen Oe ewe. || 2 them to receive two hours of parking time for nothing. 
BROS. | ann) oe If their ticket was not stamped, they were charged the 
| usual parking lot fee. 
a4 The free parking privileges were given only during 
regular daytime shopping hours, and on Thursday eve- 
nings. Five cents an hour is charged for any time over 
two hours for customers who present stamped tickets. 
The cost of the parking is borne by merchants of the 
District out of the Commercial Club’s advertising fund. 
The operator who runs the parking lot is paid a small 








9/ 
qQ\ine 
"1 -~ 





Suppose 


""Remembrance" 











“ 
DISTRIBUTORS OF 50 FAMOUS LINES the Customer 
@ Seeland Watches @ Kestenman Bros. Mfg. Co. @ Sunbeam Products _< ; 
© Community Plate Marathon Co. © Toastmaster Products Asks 
1847 Rogers Bros. Marvella Pearls © Waring Products alias 
Wm. Rogers & Sons Shiman Mfg. Co., Inc. @ Arctic Aire Fans 
Tudor Plate R. F. Simmons Co. @ Polar Cub Fans 
Anchor Rogers Sterling @ Speidel Corp. @ Terry Wallets 
Louis Stern Co. @ Rival Appliances 
Van Dell Jewelry @ Rolls Razors 
Herschede Hall Clocks @ Flint Carving Sets 
Ingersoll Clocks & Watches @ Carvel Hall Carving Sets 
Ingraham Clocks & Watches 
New Haven Clocks & Watches 
Revere Hall & Chime Clocks 
Seth Thomas Clocks 
Telechron Electric Clocks 
Westclox Clocks & Watches 
Ronson Lichters, etc. 
Hamilton-Beach Appliances 
Manning-Bowman Appliances 
Ekcc Pressure Cookers 


Eversharn Pens What is an orrery? 
Jacoby-Bender, Inc. Schick Shaver “a To what does the word carrousel apply in watch- 
FINE JEWELRY © DIAMONDS © TOILET WARE ito—put itt wore =| making? 
A COMPLETE LINE OF FINE STONE RINGS a gate te ee §6=| Wilent is a tanshbour case? 
I have a watch with the initials $.G.D.G. stamped in- 


Alisenstein PA PTiywiliys ine. side. What does this mean? 


AOA eT SCCM COM Meee | bat isa hack watch? a 
Phone: WAlnut 2-3995 Answers to these questions will be found on page 176. 


————, 


Poole Silver Plate 
Phyllis Jewelry 
Forstner Jewelry 
American Queen 
S. 0. Bigney Co. 
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e How are the sizes of watches measured ? 
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©@ Bughee & Niles Co. 

s 

© 

* 

e 

ee 

e 

6 

a 

e 

o 


What does the A and R on a regulator mean? 

I’ve been told mine is a bulletin watch. What does 
that mean? 

What is a Brocot suspension? 

How does a 400-day clock run that long without 
winding ? 


Carl-Art, Inc. 
Carmen Bracelets 
Dorson Jewelry 
Deltah Pearls 
Excell Mfg. Co. 
Finberg Mfg. Co. 
W. E. Hayward Co. 
lrons & Russell Co. 
Iskin Jewelry 
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fee for each car handled under free parking privileges. 
An important point in the set-up of Ten, Incorporated, 
‘s the provision that no member may own more than ° 

+ cent of the stock. This ensures that no one individual 

or bloc of individuals can gain control of the corpora- 
on’s real estate holdings for speculative purposes. 
The lot met an immediate need, and succeeded in at- 
tracting a good many additional shoppers to the District. 
The first year approximately 50,000 cars were parked 
under the free parking privileges, and last year’s total 
reached 75,000. 

Though the lot is the biggest single item of expense in 
the District’s advertising budget it is also the most effec- 
tive, Eckmann points out. It gives merchants a competi- 
tive advantage over downtown stores, and puts them on an 
equal footing with smaller suburban shopping centers 
which do not have a parking problem. They thus are 
able to offer the shopping facilities of a downtown metro- 
politan area with the. ease of parking of the “decen- 
tralized”’ districts. 

The fact that the land is owned by a group of business 
men in the District, moreover, ensures that it will not 
be acquired for any other purpose. In case further ex- 
pansion is required & ramp garage could be constructed, 
with a small charge levied in that case, to take care of 
part of the expense. 


ti 


Finally, the lot supplies another convincing argument | 


to present to merchants who do not vigorously support 
the program. To a merchant who has stamped $80 
worth of parking tickets during the year, for example, 
the advertising committee can say: ; 

“Frank, you stamped $80 worth of parking tickets last 
year. That means a good deal more than $80 worth of 
business you transacted with those customers alone. There 
were probably several times that many customers who had 
their tickets stamped elsewhere before coming into your 


store. On top of that, you’re getting customers whom our | 
group advertising program is laying right in your lap. | 


This program costs money, but it gets results. How about 
it?” 


Next month is related how these merchants went about | 


the problem of increasing foot traffic in their district. 





‘Blondie’s’ Loss is Jeweler’s Gain 


On Jan. 15, the comic strip “Blondie” was devoted to 
the loss of the diamond from the ring and the reward 
offered to members of her family for finding it. This 
event in Blondie’s life proved to be one of the most 
successful approaches to a diamond mounting trade-in 
event which had been scheduled for the following week 
by the Meyers Jewelry store. 

Newspaper ads and window displays were immediately 
tied in with the comic strip and resulted in an increase 
of sales. 

One lady who lost her diamond in a garbage can and 
later found it, had somewhat vaguely planned on getting 
a more secure mounting after seeing the comic strip, but 
when she saw the Meyers’ ad, she immediately went to 
the store to get the advertised $29.75 special. However, 
a combination of competent selling and good value found 
her leaving the store with a $149 platinum and diamond 
setting. 
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Cv 1000 shaves 


OVOP BP YOUN... ag 


with : 
one blade’ 


INCREASE YOUR SHAVE SALES WITH THE ONLY 
SAFETY RAZOR THAT CAN MAKE THIS CLAIM 


Prominently displayed, Rolls Razors make high unit sales 
at high unit profits. The blade, of the finest Sheffield 
steel, is kept keen for years of shaving by the built-in 
strop and hone. Your customer gets a razor that pays 
for itself. Backed by national magazine, newspaper and 
radio advertising. 









*From testimonial letter in our files 
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ROLLS RAZOR 
IMPERIAL No. 2 


Very handsomely packed in blue 
Morocco Texol case, satin lined 
with velvet platform. Fair traded 
to retail for $15.00 —no luxury tax. 


TRAVELER 


I oe ae For the traveling man or the 
man who prefers to alternate 
blades. Beautifully packaged 


ne 


in alligator Texol case, satin 
lined with velvet platform. 
Contains extra blade. Fair traded to 
retail for $18.75—no luxury tax. 


if ¢ 2 Orders for both models can be combined 
@ Ces for maximum discount of 40% at your jobber. 


OLLS RAZOR 


Rolls Razor Inc., 338 Madison Avenue, New York 17, N.Y. 
171 

































JEWELRY D WATCHES 
COSMETICS O U e L, A S NOVELTIES 
TOILETRIES OPTICAL GOODS 

MANICURE SETS PEN & PENCIL SETS 





Douglas Young Inc. are famous as creators of 
Outstanding Boxes, Transparent Displays and Dis- 
tinctive Packaging possessing unusual eye-value, in- 
creasing consumer acceptance. 

Spring hinges, exclusively patented, plus supe- 
rior craftsmanship combine to satisfy the most fastidi- 
ous buyer. Estimates, samples and service of highest 
standards invite your early inquiry. 


DOUGLAS YOUNG INC. ¢ 110 KENYON AVE., PAWT., R. I. 








YOU CAN STAKE YOUR REPUTATION ON 
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Famous makers of the 
finest sterling and reput- 
able repair shops have 
learned to depend on 
Northampton Cutlery for 
and illustrations — een in = 

. ' and craftsmanship in 
gladly furnished forged stainless steel 
blades 


Prices 








NORTHAMPTON CUTLERY COMPANY e 


NORTHAMPTON 2, MASS: * ESTABLISHED 1871 
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Don't Forget Dad 


(From page 126) 


dashery. Most fathers are pretty tired of the necktie that 
ends up on a back hook of the closet, never to be seen 
again. And there are a good many other gift cliché 
that draw only forced enthusiasm when received. Make 
your customers cognizant of the fact that there’s no more 
original gift than one from a jewelry store. It’s up to you 
as a retailer. 


JIC IDEA BOOK 


A potent factor in making Father’s Day a success js 
the Jewelry Industry Council’s idea book for retail mem. 
bers. In addition to material for Mother’s Day and Grad. 
uation time, the booklet has lots of good, sales-getting 
information for the day dedicated to Dad. Albert EF, 
Haase, executive director of the JIC points out that “Gifts 
of beauty and long-lasting remembrance are the most 
suitable for these occasions. This means gifts from the 
jewelry store.” The JIC emphasizes that jewelry stores 
have gifts that fathers have always wanted and never got 
around to buying them for themselves. It is a fact that 
men seldom buy jewelry, yet most men enjoy those mas. 
culine items sold at the jewelers, such as cigarette lighters, 
watches, rings, tie pins, or cuff links. Look at the popu. 
larity of French cuffs on shirts during the recent years. 
More and more men are wearing them and an extra pair 
of cuff links is always appreciated. 

Besides the JIC, the Father’s Day Council, 50 E. 42nd 
St., New York, has published material for promotion of 
the event. Called “50 Ways for a Greater Father’s Day 
in 50,” this folder gives many worthwhile suggestions on 
newspaper and magazine advertising; store-wide tie-ins; 
radio and television; direct mail and movie trailers. The 
Council has free radio transcriptions, free ad service, and 
material for other media available to help business vol- 
ume. Point-of-sale display material may be had at cost. 


INTERESTING WINDOW DISPLAYS 


Even if you don’t take advantage of the facilities offered 
by these organizations, you can make very effective dis- 
plays yourself that will build up interest in your com- 
munity and remind your customers to get something for 
Dad. A little extra effort on your part at low costs may 
bring you additional business that you would otherwise 
lose. As every jeweler knows, an effective window display 
is one of the most powerful methods of bringing traffic to 
your store and this is especially true for occasions like 
this one and at Graduation time. 

In 1949, a most appealing display was created by 
Jerome Margolis for his jewelry store in Portland, Ore. 
In the background of a gold-framed picture of a “typical 
Dad” a large card read: “Beat the Drum for Dad on 
Father’s Day in June.” Close to the window were a num- 
ber of rings—signet, fraternal, and birthstone. On 4 
three-step fixture, watches, desk clocks, cigarette cases, 
tie clips, paper weights, book ends, cuff links, and key 
chains were displayed. 

A touch of humor was given to a display arranged by 
Weisfield & Goldberg of Seattle, Wash. On the top step 
of a three-layer fixture, father with a silver crown on his 
head, took on a rather grotesque air swinging in a silver 
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The Book Shelf 


New Edition of Selling Guide 





A Guide for Retail Advertising and Selling, fourth edition, 
revised. Published by the Association of Better Business 
Bureaus, Inc., 726 Chrysler Bldg.. New York 17, N. Y. 180 
pages, including cross-referenced index; $1.00 a copy. 


The fourth edition, revised, of “A Guide For Retail 
Advertising and Selling” is now available at Better Busi- 
ness Bureaus throughout the United States and Canada. 
These ninety-one bureaus are members of the Association 
of Better Business Bureaus, Inc., New York 17, N. Y., 
which has published the “Guide” since 1932. 

This authoritative book was last published in 1945 
and more than 10,000 retail stores, advertising agencies, 
newspapers, teachers, students and others have found it 
a popular and reliable reference to better retail adver- 
tising and selling. 

The present edition is 30 per cent larger than its pre- 
decessor. It has been completely revised and it reflects 
the more than 35 year’s experience of Better Business 
Bureau executives and rulings of the Federal Trade Com- 
mission and other authorities. It includes references to 
post-war products and covers changes in advertising and 
sales terminology and techniques. 

Compiled and edited by the Advertising Standards 
Committee of the Association of Better Business Bureaus, 
the present edition was under study and revision for 
almost 18 months. Experts in advertising and selling many 
different kinds of merchandise were consulted for their 
opinions and suggestions. 

The Advertising Standards Committee is under the 
chairmanship of Edward W. Gallagher, assistant manager 
of the Boston Better Business Bureau. He has served 
continuously on the committee for the past eighteen years. 

The book contained thirty-four chapters. It is 180 
pages long. Topics are listed alphabetically and they are 
cross-indexed for easy reference. Copies may be obtained 
at any Better Business Bureau,- or from the Association of 
Better Business Bureaus, Inc., 726 Chrysler Building, New 
York 17, N. Y., for $1.00. 





mesh hamniock stretched between clusters of red and 
white foliage. Beside him, an oversized card read “Re- 
member Dad on His Day,” and in front of him was his 
faithful dog holding a smaller card stating: “Sunday, 
June 19th.” This store devoted another of its windows 
entirely to watches with a large sketch of Dad in the 
background admiring his new watch. 

There are many things that interest men from which 
effective displays can be created. If a jeweler carries 
smokers’ accessories, these items may be appealingly com- 
bined for many excellent, eye-catching displays. The main 
thing is to let your customers, actual and potential, know 
that you have more varied and finer gifts for Dad than 
can be purchased at the haberdasher. 

Most of the things you have to sell are articles that a 
man can use practically and yet still add a touch of 
elegance that a badly chosen necktie cannot do. It’s up 
to you to let your public know! 


FOR May, 1950 





WHILE YOU 


SAVE 


TIME AND 
MONEY 


protect 
prestige 











MONARCH 
““TRI-MARKER” 


Price-Marking Machine 





¢ Jewelry stores, more than any other type of retail estab- 
lishment, require an atmosphere of integrity, confidence 
and prestige. Slipshod methods, untidy hand-written price 
tickets have no place in jewelry retailing. Price confusion 
and misunderstandings are unnecessary. 

The Monarch “Tri-Marker” Price-marking machine is 
designed for the rapid, accurate, legible price-marking of 
jewelry, books, art and gift wares—everything sold by 
jewelers. Saves hours of time, prevents errors. Price-marks 
jewelry tags in 3 sizes, book tickets in 3 sizes, also 8 sizes 
gummed and Senso labels, all in rolls. 

Any employee can quickly, easily learn to operate the 
Monarch “Tri-Marker” price-marking machine. It is regu- 
larly equipped with a turn-back re-set counter. Automatic 
stop counter and re-winder for labels can be furnished as 
optional equipment. Send for illustrated folders describing 
the Monarch “Tri-Marker” price-marking machine; also 
samples of inexpensive Monarch quality jewelry tags and 
labels actually price-marked on this machine. 
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World's Largest Manufacturers and Distributors of 


Merchandise Price-Marking Equipment and Supplies 


TORONTO, CANADA ¢ DAYTON, OHIO ¢ LOS ANGELES, CALIFORNIA 
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NEW, QUICK, EASY WAY TO SHORTEN WATCH 
BRACELET ENDS. No Sawing, Filing or Grinding 


if you use 


THE BANDCRAFT BANDSNIP 








PATENT 
PEND. 





JOS. B. BECHTEL & CO., INC. 


729 SANSOM ST., PHILADELPHIA 6, PA. 
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Space Isn't Everything 


(From page 162) 


the right wall. Kavh is about 4 x 4, and only several] 
inches deep. They have adjustable glass shelving. 

“What else could we do, and still have very desirable 
display space?” says Ben Kramer. “We couldn’t haye 
wall cases on both sides of the store. So the choice was 
the shadow boxes, fronted by shallow counter display 
cases, on the right, and specially-built showcases for the 
left wall.” 

The shadow boxes are trimmed in stained scroll work. 
Four showcases fronting these boxes are about 20 x 15 x 
40”, and are also custom-built. 

On the left, the wall cases run about 614 x 28’ along 
the wall, in seven sections, with display shelves about a 
foot in depth, adjustable according to merchandise re. 
quirements. Below waist height, are sliding doors open- 
ing on storage space. A nice touch to these wall cases is 


_the manner in which they are lighted: vertical supports 


or walls of sections are angled as they approach the top 
of the cases, and end in a canopy that shields fluorescent 
lighting from customers’ eyes. ° 

Ceiling lighting in the Kramer store was specially 
planned, too, consisting of two “pencil” lines of fluores- 
cent units, in 5 two-tube units. Each line includes two 
spots. “These spots are adjustable, of course,” explains 
Ben Kramer, “so that we can highlight any displays that 
we choose in the counter cases. Thus we do not need 
counter lights, such as you may see in use in many stores 
today. If a diamond display needs emphasis, for in- 
stance, we just angle an overhead spot to do the job. 

“Note that case lighting is the blue-white type, along 
the left wall,” says Ben Kramer, “and the construction of 
the cases allows the entire inside of each case to be 
lighted, instead of just the top shelves. 

‘“‘We used rough, translucent glass to back up our dis- 
play cases. We think expensive mirrors are not as prac- 
tical as what we have.” 





‘Stoppers’ From Shoppers 


(From page 164) 


wonderful sales booster,” says Herman R. Kaplan, trea- 
surer. “Women enjoy looking over the entire line and it 
brings them in more often, many returning with their 
friends. It is the biggest traffic builder we have run 
across. We find that people spend one to five dollars for 
these items without much hesitation as they are invariably 
looking for items to harmonize with various dresses or 
ensembles. 

“We notice that many women visit this department, 
then circle around the store before leaving. Although this 
department has been in existence a little over a year, it is 
proving valuable in point of sales volume, but still more 
valuable in the traffic it has brought inside the store. It 
has introduced many new friends to our rings, watches 
and sterling departments; it has given many women the 
habit of dropping in to see what’s new.” 

Kaplan’s is located on one of the city’s main downtown 
shopping streets which gets a large motor and pedestrian 
traffic. For this reason, one front window is devoted per- 
manently to showing costume jewelry. It is priced and is 
kept up with the latest merchandise as it arrives. 
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Four Point Program 


(From page 154) 


assist the guest in selecting an appropriate wedding gift. 
This direct mail approach has influenced many a pur- 
chase. And many brides and mothers of brides have been 
unstinting in their praise when telling friends just how 
much Dow and Stubling did help them. So the word is 
spread around. 

Down East thinking didn’t at first completely accept 
this service. Often when the Dow and Stubling repre- 
sentative phones a prospective bride or her parents and 
says, “I saw your (or your daughter’s) engagement (or 
wedding) announcement in the paper yesterday,” and 
starts to explain the bride service, the person on the other 
end of the line wonders what the catch may be. This 
suspiciousness is tactfully handled this way: “You know 
most stores have an advertising budget to spend? Well, 
we feel that this service helps to advertise our store, so we 
put some of our ad funds into it. There’s no obligation 
to you. We merely offer our services to you and your 
guests.” Most people graciously accept the explanation. 

And the service vs first class advertising, too. Because 
the Dow and Stubling bride consultant goes right into 
homes and becomes almost a part of a family for a time. 
It’s the best advertising possible, especially when the 
bride consultant is someone like Mrs. Helen Wilcox. 
Mrs. Wilcox was in charge of the repair service two-and- 
a-half years ago. Now she is a full-time bride consultant. 

What employee wouldn’t be pleased when 99 per cent 
of her customers say things like—“*We don’t know what 
we would have done without you!” And it’s satisfying 
to Dow and Stubling to know that there'll be no more 
heartbreaking stories of 18 trays for girls who take 
advantage of their bride service. 





Secret of the Star 


(From page 116) 


from a suitable support in much the same fashion as a 
stalagmite grows from the floor of a cave. Star stones, it 
has been discovered, must contain a titanium compound, 
preferably titania, which may be added to the powder 
from which the crystal is grown. The quantity of titania 
in the powder is considerably less than one per cent. Up 
to this point the synthesis of star gems is very similar to 
the manufacture of ordinary blue sapphire boules. 

The star effect emerges in the course of a special heat 
treatment. The boule material is heated to a temperature 
of between 1100 and 1500 degrees Centigrade (2012-2732 
degrees Fahrenheit) which causes the titanium compound 
to precipitate along the prominent planes of the crystal. 
As removed from the furnace, the crystal is cloudy. It 
is then ready to be cut and polished en cabochon making 
certain of proper orientation so that the star will be 
centered in the finished stone. Because corundum is a 
hexagonal crystal, we obtain a six-ray star when the gem 
is cut so that the C-axis of the crystal is normal to the 
base of the stone. 

Sometimes it is desirable to intensify the rays of the 
star by heat treatment after cutting and polishing. This 
1s accomplished in a manner similar to the initial heat 
treatment of the boule material. 
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SLOW ACCOUNTS 


Collect them with the MODERN COLLECTION SYSTEM at a cost often 
as low as 2 of 1%. Allen Jewelry Co. writes: “Your SYSTEM surely 
brings in slow accounts. It collects without offending.” Write today 


for our FREE TRIAL OFFER. 
Creditors Assn., 1477 Ridgeway Rd., Dayton 9, Ohio 
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Silver Club Plan 


(From page 157) 


chasers in the city who could not afford full cash pay- 
ment for table settings and who were unwilling to enter 
into the usual time-payment type of contract. After 
much research, a system was evolved which, with a mini- 
mum of bookkeeping and collection expenses, made it 
possible to offer the full services of Goldman’s sterling 
department to customers at a small payment each week 
and allowed purchases of any amount of sterling flat- 
ware. 

The large sterling department at Goldman’s occupies 
33 per cent of the store space and displays more than 
100 patterns of sterling flatware in five large knee-hole 
desks and along 50 lineal feet of wall cases. Through the 
club plan, this section has been made available to a 
whole range of new customers. The plan is particularly 
effective for housewives who have always wanted a com- 
plete sterling service but who have never been able to 
accumulate enough cash for a 1/3 down payment or full 
purchase price. It is also helpful for teen-age girls con- 
templating marriage and starting hope chests, and elderly 
people buying from pension payments. 

“By far the most important feature of the plan is the 
fact that it appeals to a class of people who heretofore 
have not been credit customers,’ Goldman said. “Our 
experience has been that most of the purchasers under 
the club plan are not the same group of people who are 
normally 30-day open account charge customers or cash 
buyers. Instead, the sterling department is now busy 
serving customers whom we might not have otherwise 
reached and who are people who want to enjoy the advan- 
tages of dealing with a well-known, thoroughly reputable 
jewelry store but who have never been in a position to 
make purchases of this type before.” 

Expenses of conducting the club plan were held to a 
minimum by using a simple card system. A file card is 
set up for each club plan member and entry is made as 
each weekly payment is paid in. Very little risk has 
attended selling on this basis because the average cus- 
tomer buys only one or a few place settings at a time, 
preferring not to stack up indebtedness but to renegotiate 
for another place setting purchase when one is paid for 
completely. 

Club plan customers at Goldman’s receive the same 
courtesy, expert information and advice in buying a 
single place setting as the purchaser of a $1,200 com- 
plete service. “We believe that courteous service is one 
of the reasons our club plan market has increased so 
rapidly,’ Goldman said. “Many people, not accustomed 
to dealing with jewelry stores have been volubly appre- 
ciative over the service and are encouraged to keep 
returning until the entire silver service they wish has 
been purchased.” 

Goldman’s advertises the club plan on a weekly basis 
and devotes an entire window to a huge, mass display of 
sterling flatware in which at least 50 patterns are always 
shown. Signs in the background give all the information 
on how to buy. The simplicity of this system has its ap- 
peal to many passersby and it is not unusual for many 
impulse sales to result from a single look at the window. 

As to the actual sales increase brought about by the 
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plan, Goldman preterred to term it merely “substantial 
“Since all sterling sales are lumped together, it is difficul 
to subtract and classify those which stem directly from 
the club plan,” he said. “However, we have found that 
the system has many advantages, not the least of which 
is keeping our store selling to Kansas Citians who might 
otherwise succumb to door-to-door selling. It has brought 
in hundreds of customers whom we might not have 
reached and increased the number of people seryej 
through the sterling department.” 





Answers to questions on page 170 


WATCH SIZES denote the diameters of the move. 
ments. Swiss movements are measured in lignes, 
A ligne is equivalent to 2.255883 millimeters o; 
.08883 inch. American and English movement; 
are termed in sizes—16 size, 12 size, 0 size. An 
0 size is 15/30 inches diameter. Smaller than 
this is indicated by additional 0’s for each 30th 
inch less than 15/30; larger by adding 1 for 
each 30th. 


AVANCE is a French word abbreviated to A on 
the regulator scale of some Swiss watches mean. 
ing advance or faster. R is the abbreviation of 
Retard or slow. 


A BULLETIN WATCH is one that has won a prize 
in a timekeeping competition in an accredited 
observatory. A certificate or bulletin is given by | 
the observatory to the maker, stating the per. 
formance of the watch, and given to the customer 
when the watch is bought. 


BROCOT SUSPENSION is used for mantel clock 
pendulums, so designed that the pendulum may 
be lengthened or shortened by a key applied to 
a square through the clock dial for regulation. 


A 400-DAY CLOCK has a torsion (twisting) pendu- 
lum with a horizontally rotating weight sus 
pended on a thin steel ribbon. The period of 
oscillation is very long in time so that the great 
intervals between escapement impulses uses the 
power very slowly. 


AN ORRERY is a mechanical feature of a clock 
which shows the movement of the solar system 


bodies. 
A CARROUSEL is an English term for a watch me- 


chanism in which the balance and the escape: 
ment is mounted in a rotating carriage that con- 
tinually varies its position to correct errors in 
timekeeping. 

A TAMBOUR CASE is a design of clock case with 
the movement in a drum-shaped part with the 
dial on the front end. The drum part is on 4 
wide base that increases gradually in height 
from its outer ends to where it meets the drum. 


S.G.D.G. is a symbol stamped on patented features 
of watches, etc., of Swiss manufacture, meaning 
“without the guarantee of the government,” con- 
cerning validity of the patent. 

A HACK WATCH is one used between ship and 
shore in seaports for setting marine chronometers 
to time from an accurate clock on shore. 
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These answers are taken from the new edition of 
The Jewelers’ Dictionary, published by JEWELERS: 
CIRCULAR-KEYSTONE, a “must” in every jewelry store 
to answer questions like these and any that can an 
do arise in the several fields of jewelry. 
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2. Ernestine Dinnerware 
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4. Warren's Bad Boys 





5. Square Dance Glasses 
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- Royal Porcelain Clock 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


1. “Nymph,” a new decoration in French Haviland china re- 
veals a contemporary interpretation of classic French spray 
in unusual tones of mauve and yellow; 5-pe. setting, $15.20. 
From Theodore Haviland & Co., Inc., 26 West 23rd St., N. Y. 


[] 2. New "Fish and Line" deecoration in Ernestine dinnerware 


from Italy, done in shaded tones of rose-pink, lavender and 
blue with solid-color cup; 5-pc place setting, $9.15. Open 
stock from Fisher, Bruce & Co., 219 Market St., Philadelphia. 


3. Royal Porcelain clocks 10" in height — traditional in 
styling and richly ornamented in 5 colors. They have guar- 
anteed electric movements and may be retailed at $20 each. 


Sold exclusively by Rees and Orr, 225 Fifth Ave., New York. 


4. Warren's Bad Boys are the porcelain personifications of 
mischievous pranksters, shown here as used with lily bowl. 
Hand-decorated and 7" in height, they retail at $4.50 each. 
Available from Ruth Sloan, 1003 Brack Shops, Los Angeles. 


5. Square Dance figures decorate these highball glasses—o 
“natural for after-the-set entertaining. They are sold in 
gift boxes of 8—the frosted, $5.95 retail; the clear glass 
$3.95 retail. Created by Klepa Arts, of Hollywood, Calif. 
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present two great successes in radiant hand-blown lead crystal 


Promote Caress—it looks so much more costly than it 
is! Brilliantly clear ringing lead crystal, popular shape, 
sparkling fern-wreath cutting. Available in all stemware 
items, dessert and salad plates. Hand-blown, hand- 


shaped, hand-cut. Selling theme: elegance on a budget. 





"CARESS'' 


A MASTER-CUTTING IN STEMWARE 


This scintillating house jewel is as beautiful alone as 
filled with flowers! Promote singly or in fabulous pairs 
as Spring wedding, anniversary and birthday gifts. 
Feature this much-for-little masterpiece prominently! 


Hand-blown, hand-shaped...a tremendous value. 


FLARED VASE HEIGHT, |3 INCHES 


The Tiffin Flared Vase illustrated will be advertised in the June issue of 
House Beautiful and House & Garden. Plan your tie-in promotion now! 


+ P é 
United States Glass Compamy Tif OQWLO MAKERS OF TIFFIN AND GLASSPORT PINE GLASSWARE 
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2. Covered Candy Boxes 


. Bavarian China 


tee 





4. Lenox Belvidere CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[J |. Border design printed underglaze in delicate shade of 
Chinese puce with hand-painted rose in center, this is the 
"Mayflower" pattern by Spode, and is done on the Gadroon 
shape. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[J 2. All in the "Waverly" design, with its swirl optic, are 
these covered candy boxes—round or oval or footed and fin- 


ished with handles or knobs in various styles. They may be re- 
tailed from $1.75 to $3. From A. H. Heisey & Co., Newark, O. 


[] 3. In Franconia China from Krautheim, Bavaria, new series 
of vases, candy boxes, centerpieces, footed compotes deco- 
rated with ‘Meadow Flowers" pattern; retail from $1.75 to 


$35. From Herman C. Kupper, Inc., 39 West 23rd St., N. Y. 


C] 4. "Belvidere"—a pattern of delicate blue morning glories 
twined around pink ribbon and finished with an edge line of 
24K gold. Dinner plate retails at $54 a dozen, or a 5-pe. 
setting at $16.25. Made by Lenox, Inc., of Trenton, N. J. 


[] 5. "Cloisenamel" ash trays made of copper with high-fired 
porcelain enamel decorations in full natural colors. Various 
subjects on 3!/g" size retail at $1; or 444" size, $2 retail, 

5. Enamel on Copper Ash Tray Distributed through O'Brien-Sexton, 225 Fifth Ave., New York. 
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FOSTORIA GLASS COMPANY 


GLASSGRAFTING...an American First! 


America’s first industry was glassmaking! 
Soon after the first permanent settlement 
was established in 1609 at Jamestown, Vir- 
ginia, a group of colonists built a glasshouse. 

During the succeeding years, great strides 
have been made in the development of our 
country’s first manufacturing venture. 
Today, American handmade glasswares are 
the finest in the world. They are made of 
pure, high-quality materials by skilled 


American craftsmen who for generations 


—_ 
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have plied their trade and taught their skills 
to sons, grandsons and great-grandsons. 

Patterns are designed to fit American 
tastes and uses ... are made from pure, 
high-quality materials ... are held as open 
stock for a reasonable length of time... are 
nationally advertised and promoted to pre- 
sell customers. 

Fostoria is one of the leaders in the glass- 
crafting industry. It is a good name to 


work with ...a good name to sell. 


-OstOrla 


£,9,0.0.9.0.0.0.9.9,9.9.9.9.9.9.9.9.9.9.9.9999 999.2929 9999999922281 O 8899 292222 UO OLDS 222228 LE 8888282228988 088 0000000009 
Satatetatatatatetatatatatetetetatetetatstatetefetetaroteterstateteferetereteretetateteteteteretstetelateleteretetetetetsfatetetetetetetetetetetetutetatetefateteteteteretatetaterstetetatetetetetatetatetetet 


MOUNDSVILLE, WEST VIRGINIA 
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2. Canasta Glasses 





ies) 


. Wedgwood Bone China 





4. Franciscan China 


CHECK THESE ITEMS FOR PROFIT POSSIBILITIES 


[] |. Amusing little animal figures in crystal glass useful 
for decorating table or mantel-piece. Both styles of fish 
and squirrels retail at $1 each; "Mama duck," $1.25; duck 
lings, 75¢. By Fostoria Glass Co., of Moundsville, W. Va. 


[] 2. Canasta highball glasses are enamelled with complete 
scoring rules, fired on i4-oz. blanks with heavy shams, In 
4 different color combinations; price, $7.50 a dozen, net. 
By National Silver Deposit Ware Co., 44 W. [8th St., N. Y. 


[] 3. “Lady Jane Grey," gray and white pattern in bone china 
designed by direct descendant of Josiah Wedgwood, was 
chosen by Queen Elizabeth as gift for French President and 
Mme. Auriol. Josiah Wedgwood & Sons, 24 E. 54th St., N. Y. 


[] 4. "Chelan" is the name of this new Franciscan China pat 
tern of pink and white apple blossoms, green leaves, brown 
branches. The dinner plate may be retailed for $3.50. From 
Gladding, McBean & Co., 2901 Los Feliz Blvd., Los Angeles. 

[] 5. Out of the ordinary is this smoker set, modeled to repre- 
sent the be-ringed planet "Saturn." It is made of solid 
copper finished with lacquer, and may be retailed for $5. 

5. Saturn Smoker Set | By the Higgins Mfg. Co., 2038 Broadway, Santa Monica, Cal. 
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Our RECORDS PROVE IT! 


13 Round Nut Dish, 


Open-work Chateau and Empress 14 Round Bonbon, 4” 

Victorian Dresden dinnerware are Ss eas Fe 
; ’ 16 Oval Bonbon, 644" 

at home all over America, juc ging 17 Ftd. Rd. Comport, 7% 


from the vast and ever-growing 

customer reorders. 29 Rd. Bonbon, 414” 
And now this rich-colored 

Old-World pattern, created in the 32 Ashtrays, 3 shapes 

magic kiln of Carl Schumann of 

Bavaria, includes the items listed 

at the right. 


oO 


— Established 1886 
707 CHESTNUT STREET, PHILADELPHIA 6, PA. 


225 Fifth Avenue 1557 Merchandise Mart 527 W. 7th Street 
NEW YORK 10 CHICAGO 54 LOS ANGELES 14 


pid waleee aaa 15.00 per doz., minimum % doz. 


18 Deep Ftd. Rd. Comport 


30 Rd. Ftd. Comport, 8” 
31 3 pe. Cigarette Set 


ie eee 72.00 doz. sets, minimum 4 doz. 


69160 Low Bowl, 934” ... 


wm Ss se ae fF a ft es Ss 






-eaaeeuenaes $ 9.00 per doz., minimum 1 doz. 
12.00 per doz., minimum 2 doz. 


eee eT 21.00 per doz., minimum % doz. 


eer Sr 48.00 per doz., min. 1/12 dozen 
anskewiees 60.00 per doz., min. 1/12 dozen 
EMPRESS 

‘itheaueéeneaes $ 7.20 per doz., minimum | doz. 


48.00 per doz., min. 1/12 dozen 


6.60 per doz., minimum | doz. 
36.00 per doz., minimum \% doz. 








First shipment due soon. Prompt delivery on 
orders received now — otherwise 30 to 60 days. 


Chateau and Empress decorations are identical 


and interchangeable. Continued supply of both 
patterns (18 Chateau and 33 Empress items) 
is guaranteed. Write for our complete illus- 
trated price list. 





Europe's finest dinnerware — from England, Germany and Italy — and carved crystal from Sweden are ours exclusively. 


FOR May, 1950 


183 








‘Help Yourself’ Policy Ups Sales 


There are no “Do not Handle’”’ 


signs at Fisher’s jewelry store 


in Pueblo, Colo., because manager Frank Meyer found that 


allowing customers to browse around has paid off in extra sales. 


by ANNE THOMPSON 


An interior view of Fisher's 
reveals the remodelled bal- 
cony which is now devoted to 
china, silverware, and glass. 


I.- a business with us now!” 

That’s how Frank Meyer, manager of Fisher’s Jewelry 
store, Pueblo, Colorado, describes the success which fol- 
lowed remodelling the store balcony from an optical shop 
to a china, crystal and silver department. 


A convenient glass-topped table is used to display the most 
popular patterns of silverware in the new balcony department. 
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On Matcony 


a 


Transformation took place in 1948 with the depart- 
ment opening Sept. 1 of that year. Today the balcony, 
25 feet wide and 42 feet deep, is attractively and efh- 
ciently departmentalized to include a lounge where sterling 
is shown, as well as separate china, pottery, crystal, silver- 
plate and art pottery display rooms. 

Where Fisher’s once carried two or three china pat- 
terns, partly hidden in a wall display case, today there are 
98 complete dinnerware patterns, beautifully displayed in 
specially built “bin” fixtures. Each of the various balcony 
departments is partitioned from the other but glass has 
been used so effectively in the partitions that there is 4 
surprisingly airy feeling about the entire department. 

Customers who wish to visit the balcony are encouraged 
to “look around,” and everything has been done to make 
the department convenient for such customers. 

Store personnel allow a customer approximately 10 
minutes of “looking,” then a sales person offers to help. 
There are no “do not handle” signs on the merchandise. 

Meyer isn’t one to hide his light under a bushel. Win- 
dow displays and newspaper ads stress the invitation to 
“Visit Fisher’s balcony.” 

Particularly popular is the dinnerware room where 
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Probably. ..“without knowledge OAVAI 


that our rights were 


being infringed” 


()VER THE PAST several months it has 
been drawn to our attention that many persons 
have, in disregard of our legal rights, placed on 
the market copies of our figurines. Realizing that 
such action was, in many cases, done without 
knowledge that our rights were being infringed, 
we have in most instances confined ourselves to 
procuring written assurance from such infringers 
that such action would not be continued. In the 
case of flagrant infringers we have commenced 
court actions which have resulted in decrees en- 


joining future infringements. 


In order that there may be no misunderstand- 
ing in the future, we are publishing this advertise- 
ment so that the members of the trade will know 
that, hereafter, if infringements come to our at- 
tention we shall not only content ourselves with 
decrees, but will bring suit for damages based 
upon copyright infringement, trade-mark in- 


fringement and unfair competition. 


These actions will be commenced against any- 
one found infringing our legal rights subsequent 
to May 1, 1950. (Typical Royal Doulton Figur- 


ines are illustrated at the right. ) 


DOULTON & CO., INC. 


212 Fifth Avenue, New York 10, N.Y. 
Trade Mark and Copyrights Reg. U. S. Pat. Off. 


FOR May, 1950 
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THE SYMBOL OF 
ROYAL DOULTON 


CHRISTMAS 
MORN 







JANICE 


ERMINE 
COAT 


EASTER 
DAY 


MARY 
HAD A 
LITTLE LAMB 





185 














each china display includes a five-piece place setting 
on the top shelf of the display “bin.” Each such place 
setting is carefully labelled with the pattern’s name and 
price. Extra pieces and serving dishes are placed on 
the two lower shelves, and complete price lists of all 
pieces, encased in special white folders designed by Meyer, 
are conveniently placed in each bin. 

Upper bins are 24 inches deep, four feet tall and 24 
inches wide. There are two easily adjustable glass shelves 
which allow arrangements of any height. Walls between 
the bins are deep enough so that each pattern stands out 
as a unit by itself. 

Lower bins are 24x24x24 inches and have an upper and 
lower shelf. All compartments lighted by concealed in- 
candescent bulbs. 

“We shift our patterns frequently,” Meyer stated, “so 
that the variety excites customer interest in our depart- 
ment. Often a girl will come up several times to look 
at a particular pattern. Perhaps on the first two visits 
she finds it in the same place. Then the third time, we 
moved it. She'll have to look around and in doing so she 
may find another pattern she likes better, or even if her 
choice hasn’t changed, she'll be made aware of our 
extensive stock.” 

Crystal, like china, used to be relegated to a corner of 
a wall display case and limited to a few patterns. In the 
new department there are 38 patterns, each service dis- 
played in its entirety, beginning with the goblet and in- 
cluding sherbet, iced tea, wine, stem and oyster cocktails. 
salad plates, etc. 

This surprisingly complete display is accomplished by 
means of glass shelves that line the small crystal room. 
Each pattern is designated by a 9x5 inch black velvet 
pad on an easel, which is set directly behind the goblet. 
These pads serve a dual purpose—first, they accentuate 
the crystal pattern, and secondly, they divide the patterns 
from each other. 

Sterling silver is shown in the lounge, which is at the 

(Please turn to page 191) 
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Separate display bins designed by mang. 
ger Frank Meyer to direct attention to 
the 58 patterns of chinaware featured 
in Fisher's popular balcony china room, 








Many of our friends have been kind enough to say 
that our China, Crystal and Silver department is the 
most inviting of any similar department they have 
ever seen. 

If you have not visited this department, this is your 
cordial invitation to do so. We want you to feel free 
to come in and look without obligation or pressure 
to buy. 

It is our desire to make your visit to Fisher's a pleas 
ant excursion; @ good relations experience which you 
will remember. 

You will seo— 


@ 99 patterns in Sterling 

@ 58 patterns in Dinnerware 

@ 38 patterns in Crysal 
Let us tell you about Fisher's “Pin Money Payments” 
which will hold any selection with minimum expendi- 


ture until wanted, 


9 


603 N. Main 


No Excise Tax on China or Crystal 











The small table on which Meyer has placed the crystal is de- 
signed to help customers choose their patterns more quickly. 
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Imported, hand-grained English 
Morocco . . . Luxurious grained 
leather that mellows with age, 
acquires the dark richness of old 
leather. In red, blue, green and tan. 


Hand=Burnished Calfskin . . . Smooth, 
satiny finish. Hand-burnishing gives a 
smoldering depth and subtle translucence to 
the rich colors. In red, blue, green and tan. 


é 


FOR May, 1950 


New... Different ... Distinctive 





ZIPPO 


\) 
J, leather-cratted 





lighters 


The newest luxury-look in pocket lighters! 


These glamorous lighters for men and. 


women are covered in genuine, fine-grained 

* leather. Are hand-done by skilled artisans 
experienced in producing masterpieces 

in leather. And like all Zippos these 

new leather lighters have all the famous 
Zippo features . . . one-zip windproof 

action ... generous fuel supply .. . and 

the wonderful unconditional guarantee. 


PRICED TO RETAIL PROFITABLY AT 


| : i M)| (plus tax) 


FAIR TRADED 
Dealer price $3.30 


INITIALS ON LEATHER LIGHTERS 


Gold-leaf initials are available for 


Welatan (eldslacectacse lighters at $1. 


extra, retail. 


For “at once” delivery on these 
new lighters call your distributor ! 


ZIPPO MANUFACTURING COMPANY - BRADFORD, PA. 
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CASTLETON CHINA 


brings to contemporary tables the 
rich heritage of the past...the 


bright vision of tomorrow’s fashion. 


Capnice 


ol of celtlo Molslo MN CoN Z-INAaelantohilolamiacel lilel-r0 
by buds and leaves whimsically painted 
in soft blue-gray and green. Five-piece 
place setting, 14.75 


‘Mandalay 


om uslolol-1aaMmel-stiefaMmelsmeMilele(-1aam Jule] elma Ciceh 7 
leaves with flowerets in mandarin orange. 
Five-piece place setting, 17.50 


212 FIFFH AVENUE NEW YORK, N.Y. 











by MADELINE LOVE 





HE June bride is more than just a girl who gets may. 
ried in June. She is an institution—and she is als 
the focal point for a great deal of merchandising an{ 
merchandise promotion. 

This is natural, of course. Every manufacturer and 
retailer wants to make as much profit as possible out of 
the sale of wedding gifts and furnishings for new homes, 
But let’s not devote all of this promotional activity to 
the June bride. Coming up in just a few weeks js 
August, the year’s second largest month for weddings, |t 
is no new thing for August to hold this place—it has been 
the second biggest wedding month for many years. But 
all too few retailers take full advantage of it. They seem 
to expend all of their promotional ideas and money in 
that traditional period of May and June, and by the time 
August rolls around, they are thinking in terms of humid. 
ity, vacations, and the like. 

Yet, for the jeweler particularly, the high percentage 
of August weddings provides a lush prospective market 
in rings, gift jewelry, silver, china, glass, and acces. 
sories. AND—think of all the extra wedding anniver- 
saries in August! 

It is not too early to begin thinking about August 
and about adapting your promotional material for use 
at that time. 


mes F. DALZELL, president of the Fostoria 
Glass Co., was elected chairman of the board of 
Glass Crafts of America at the association’s annual meet- 
ing held recently in Pittsburgh. The group is made up of 
manufacturers of handmade American glassware, and at 
the meeting plans for expanding its program of glass pro- 
motion were made. In addition to Mr. Dalzell, other 
directors chosen were Carl W. Gustkey, treasurer of the 
group and president of the Imperial Glass Co.; T. 
Clarence Heisey, president of A. H. Heisey & Co.; M. ¢. 
McCartney, secretary and sales manager of the Cam: 
bridge Glass Co.; John C. Weber, Jr., sales manager of 
the West Virginia Glass Specialty Co.; Henry E. Payne, 
president of the Dunbar Glass Corp.; C. T. Swartling, 
president of the Viking Glass Co.; and William G. Mubhle- 
man, vice president of the American Flint Glass Workers’ 
Union of North America. Herman L. Dillingham is the 
association secretary. 

The promotional campaign is geared to aid retailers 
in selling more American glassware and to educate the 
public in a greater appreciation of the American prod: 
uct. At the meeting, Mr. Gustkey expressed the belief 
that the industry can expect favorable sales gains this 
year. He said that 1,083,000 new home units will be 
made available this year and that an additional million 
odd homes will be modernized. “This all means an ex 
panded market for home utility and luxury items,” he 
said. “There is plenty of spendable money available, at 
much higher ratios than the pre-war levels. The 1950 
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umer purchasing power is estimated at 39% more 


ros f the pre-war year of 1940.” 


than that 0 
* * * 

OR the first time since the beginning of the war in 

1939, Wedgwood’s Jasper Ware is being produced at 
the factory in England. The first samples were brought 
'o this country in March by John Hamilton Wedgwood, 
director of the company, and were shown to the press at 
a tea at the firm’s New York showrooms at 24 East 54th 
Street. Jasper is the blue and white ware which is always 
so immediately identified as “Wedgwood,” and while at 
present it is being made only in the blue, as soon as 
sufficient craftsmen are trained, the ware will be manu- 
factured also in lilac, yellow, green and black. The dec- 
orations in white relief are applied by hand, as they were 
in Josiah Wedgwood’s time, and the work demands a 
high degree of craftsmanship. Only teapots, sugar bowls, 
creamers, jugs, vases, cigarette boxes and ash trays will 


be made at this time. 
* ¥* ¥ 


RED KOLB, George L. Kearney, Fred J. Wander, 

Fred J. Simon, George J. Kolb, Louis Bossard, Gustav 
Staelin, Gus Schubert and Thomas A. White, have been 
made directors of the Geo. Borgfeldt Corp., 44 East 23rd 
Street, New York. New officers chosen include Fred 
Kolb, who will be chairman of the board; Mr. Kearney, 
president; Mr. Wander and Mr. Simon, vice presidents; 
George J. Kolb, secretary and treasurer; Nicholas Trost, 
assistant treasurer; and Lillian M. Olwell, assistant sec- 


retary. 
% % * 


_— E. HILL was elected president of the Glass 
and Pottery Association of Chicago at the annual 
meeting in the Merchandise Mart. Other officers are 
William J. Steinkemper, vice president; Earl W. Newton, 
Jr., treasurer, and William R. Anderson, secretary. 


% % * 


T a meeting held recently at the Sherbrooke, Park 
Avenue, New York. Rafi Mottahedeh of Motta- 
hedeh & Sons, 225 Fifth Avenue, was elected vice presi- 
dent of the Art and Antique Dealers League of America. 





Carl A. Schultz, president of the Silver City Glass Co., in Meriden, 

Conn., and designer Tom McKiernan examine the company's new 

Carlton Arts line of accessories. The line, combining silver frames 

and sterling tops and bases with hand-engraved crystal glass, in- 

cludes q variety of epergnes, vases, hurricane lamps, condiment 
sets, sugar and creamers, jars, and other pieces. 
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2 Hand-decoraled Demi Tasse Sas m 


comolele dascrwolive 


Write Kot | 
Catalog and Ppice List today. 


Beth Weissman Inc, 49 West 23nd Strect Now York 
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ade since 1770 


THE WFINE ENGLISH 


DINNERWARE 


COPELAND 
eS 





Fine English Earthenware 
ENGLAND 


; ° SPOUE 
COPELANCS CHINA 
English Bone China COPEtAncs Cu 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








— —for your discriminating clientele, we 
introduce five new FRANCONIA CHINA patterns: 


GRAYMONT FOREST CELADONIA 
gray band teal green band celadon green band 
TURQUOISE CARDINAL 


turquoise band maroon band 


Pure white trans'ucent china ornamented with 
rich colored bands. Gadroon edges outlined 
and framed in finest coin gold. Foot and 
handle of cup also in coin gold. 


Available from New York stock. 
FIVE-PIECE PLACE SETTING. .$13.10 retail 


HERMAN C. KUPPER, Inc. 


39-41 West 23rd Street New York 10, N. Y. 








: P. a —— wy Lif & 
: ROYAL VIENNA, AUGARTEN ‘ 
: | ene dogs portrayed in characteristic 2 

- poses and natural colors. These average 3” § 
eS ' and are superb examples of Royal Vienna's - 
~ mastery of decorative and serving pieces. a 


‘ Hudson ee Co.., Gre. : 
_ 225 Fifth Avenue New York 10, N. Y. @ 


Southwestern Representative: William ‘'Bill'’ Fletcher, 
6544 Brompton Road, Houston 5, Texas Tel. Ma 5-6972 
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Silrerpla fe by 
Haig 


No. 2110GC Cigarette 
Urn and Ash Tray, 6" 
diameter, golf club de- 
rer $3.00 set 





No. 5367 Duo-Entree No. 7402 Water 
Pitcher 8!/,"" high. 
Capacity—I34 qfts. 

$9.50 each 


No. 3103 Dolphin 
Candlestick 6" high. Dish, 16'' diameter. 
$4.50 pair $9.00 each 


SOMETHING IN SILVERPLATE 


for every occasion. Our quality line, presented at value-plus prices, 
consists of a hundred items of every description including English 
reproductions. Ask about our promotional numbers—Photos and 
Price Lists Available—See the Complete Line at Room 1003, 225 
Fifth Ave., N. Y. 10. 


Haig — ro | 
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| 135 West 20 Street 
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‘Help Yourself’ Policy 
(From page 186) 


head of the balcony stairs which lead up from the rear 
of the downstairs store. In addition to a sterling table, 
there is a comfortable sofa and matching modernistic 
chairs where customers may relax. 

There are also five different tables which are always 
set in appropriate holiday, seasonal or party themes. 
Meyer maintains a large supply of table linens in all 
colors and types for these tables. They serve to attract 
attention to available merchandise as well as adding a 
colorful and attractive note to the entire department. 

Contrary to the methods used by some of the larger 
stores, Fisher’s uses only a small sterling table to sell 
the 99 patterns that are carried in stock. 

“A customer can’t possibly look at more than 20 pat- 
terns at once,” Meyer asserts, “so we keep our visible 
display limited to the most popular patterns. The others 
are kept in the lower drawers of our table and can be 
brought out quickly if the customer doesn’t find what she 
wants among those she can see. 

“We feel that too many patterns spread out confuse 
the customer, and also make it difficult for the clerk to 
show sterling easily.” 

As an aid in selling china, crystal and silverplate, small 
tables are maintained in the center of those rooms. There 
a clerk can easily place the particular pattern that a 
customer likes. This method, Meyer has found, forces the 
customer to turn her back to the possible distractions of 
other patterns, helps her make a choice more quickly and 
aids the clerk in closing the sale. 

Various pieces in the china bins are always set in the 





All-American Tie-In 
















Ax shown in the $.M.U. magazine 
LIMBO 


Party 


FOOTBALL 1950 
Norma Peterson and 
Deak Walker select and 
register their china and 
siver palterns at 







Tknltaats 







Arthur A. Everts, jeweler of Dallas, Texas, chose Doak Walker, all- 
American football hero of Southern Methodist University, and his 
fiancee, Norma Peterson, as fitting subjects to promote wedding 
gifts at his store. The ad first appeared in the S.M.U. magazine 
Limbo and received much favorable comment from the students. 
When it appeared in the Dallas newspapers, Everts got a lot of 
valuable publicity for his store and the manufacturers of the 

couple's choice of china and silverware. 
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true quality 
in Trophies for all 
major sport figures in 
variety of sizes priced 
to retail from $1.65 













Complete line of cups, 
medals and charms in the 


Trophy-Craft tradition of quality. 


pan 


Send for your copy of the illustrated 
46 page new Master Catalog today! 


TROPHY-CRAFT CO. 


249 N. Reno St. 
| Los Angeles 26 


California 
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THERE ARE NO FINER BEADS! 


“NEVER HAVE I SEEN SUCH 
MAGNIFICENT JEWELRY!” 


says one fair recipient of a FIDELIS Rosary. 





And that’s a good point to remember! For prayer beads in the 
higher-price brackets are considerably more than aids to 
devotion. 


They are also examples of precious jewelry. 


To retain the aura of reverence that must necessarily radiate 
from any article or religious devotion, and at the same time 
make of that article an exquisite, specimen of the jeweler’s 
art, calls for a fusion of skill, knowledge, and spiritual under- 
standing so rare as to be seldom encountered. 


Our department of design and development stems directly 
from the first plant ever to design and manufacture rosaries 
and other religious articles of metal in The United States. Our 
staff is conversant with the rubrical and spiritual requirements 
for devotional articles—and it also knows jewelry design. 


No other designing plant can match our record. 


Close examination of the patterns, workmanship, and generous 
extra weight of FIDELIS Rosaries will demonstrate to you that 
in them the union of spirituality, beauty, and solidity are as 
nearly perfect as human mind and hand can make them. 


50 Aleppo Street F WHITAKER AG  Teeicuhaies 9, RI. 





We also manufacture DEVO rosaries— 
popular-price companions to FIDELIS. 











The Answer to your 


SILVER-PLATING 


Problems 
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BRON-SHOE CO. .. . pioneer in baby 
shoe bronzing . . . now offers another 
So bright, no dents! quality service to jewelers . . . the very 
Just got plated FINEST in Quadruple Silver-plating and 
By the Bron-Shoe gents.” Repairing of silverware, antiques, tro- 


Pa Ougmalt WW phies, etc. Also... gold, copper, brass 

BRON SHOE and nickel plating . . . burnishing and 
siti Win Beaute polishing. 

PROMPT SERVICE GUARANTEED WORK 

Send your next job to us for estimate 


BRON-SHOE CO. Multi-Plating 


Division 
269 E. BROAD ST. @ COLUMBUS 15, OHIO 





Ole T. Potts sez: 


"Look af me... 
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same places in each bin, and when any piece is out of 
stock, it is removed. In this way Fisher’s personnel can 
tell at a glance just which pieces are available, and there 
is no need to check the basement stock room and then, 
perhaps, disappoint a customer. 

Silverplate is sold by a different method than sterling 
Chests are kept closed to keep tarnishing at a minimum, 
and only the teaspoons of various patterns are on open 
display. When a customer finds the pattern she likes, the 
chest is placed on the small display table and opened, 

Art pottery including a few figurines, animals and birds, 
are displayed in a separate small room, and the breakfast 
and fancy pottery sets are also displayed in a separate 
room, designed much like the crystal room. 

Primarily, the balcony is designed for customers who 
have not made up their minds and wish to make a choice, 
Meyer emphasizes. For that reason the “help-yourself” 
policy, friendliness and quiet are stressed. 

To assist customers who wish to purchase a specific 
gift for a bride, each bride’s choice in crystal, china and 
silver are displayed on small tables on Fisher’s main floor, 
Meyer’s policy is to arrange the display on the day the 
wedding invitations are mailed and to remove it on the 
day of the wedding. Sometimes there are as many as 
15 to 20 such settings on display at once. 

Crystal trimmed in silver or gold is also kept on the 
main floor for the convenience of those who wish to give 
25th or 50th wedding anniversary gifts. 

Gift boxes are kept on open shelves in the basement 
stock room, but Meyer has a trick for keeping box spoil- 
age at a minimum. 

“Carefully dust the shelves first,’ he says, “then put 
the boxes on with the tops down. That way the only 
dust that collects will be on the bottom of the box, which 
doesn’t soil easily. That dust brushes off quickly and the 
top of the box is kept fresh and attractive, yet the boxes 
are always easy to reach.” 

Meyer believes wholeheartedly in newspaper advertis- 
ing, and throughout the year he stresses china, crystal and 
sterling in Sunday ads in the Pueblo Star-Journal and 
Chieftain. 

Because the Sunday newspaper has a large out-of-town 
circulation, Meyer has found that his advertising policy 
has brought him many out-of-town customers from 
throughout southeastern Colorado. 

“TI saw your ad” is proof to Meyer that newspaper ads 
pull. He also uses direct mail stuffers each month with 
store statements, these frequently advertising crystal or 
china. 





Setting the Scene 


(From page 160) 


in and select the pattern they prefer. 

Folders advertising sterling silver are sent to all pur- 
chasers of diamond rings, as well as those whose engage- 
ments are announced in the newspapers. A list of the 
pattern of her choice and of what has already been bought 
for the bride is kept. This cuts down exchange of dupli- 
cates later. 

Each Christmas one diamond ring is given to someone 
who registers at the Proper Jewelry store. The lucky 
person who receives the ring does not have to make 4 
purchase to register. The drawing is done by lot. 
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Teen-Age Market 


(From page 128) 


nouncements, many of which we would miss.” 

Under the plan, the Rogers Jewelers probably work 
closely with two local high schools, making the same offer 
to each graduating class of high-school girls. The offer is 
simply an invitation to come immediately following grad- 
yation to the store, whereupon each girl will be given the 
opportunity to select from 30-odd patterns, the pattern of 
sterling flatware which she most appreciates, and to re- 
ceive in return a sterling silver teaspoon as a graduation 
gift from the store. 

Contact with graduating high-school girls who number 
from 120 to 148 per year, is made by Mrs. Allen herself. 
Originally, she intended to ask teachers to make the 
invitation, but found that it was far more practicable to 
arrange with one of the girls to explain the system to her 
classmates. “We thought that we would set up some form 
of compensation for a girl who would take the time and 
trouble to mention the offer to the graduating class,” 
Mrs. Allen said. “But actually, we have found that this 
is not necessary. The girl chosen to carry out the idea 
for us is always so enthusiastic over the gift of a tea- 
spoon that there has been no need for additional expense. 
Also, it is not necessary for the high-school senior con- 
cerned to button-hole each of the remaining girls—in- 
stead, the story spreads around through sheer word-of- 
mouth endorsement, resulting in a 100 per cent response 
to the invitation.” 


ENGRAVED CARD MAILED TO GRADUATES 


While word-of-mouth is probably potent enough to 
bring in all the traffic desired, the store has gone farther 
and had a handsome engraved card printed, which is 
mailed to each graduating senior. The card, resembling 
a wedding invitation, and certainly designed to make the 
girl think of her marriage, commands high response and 
interest value. The card, as shown, is lettered simply 
“Congratulations to you on your graduation from Bay 
County High School. If you will call at our store, we 
will be most happy to present to you a sterling silver 
teaspoon in any pattern you may select from our com- 
plete stock.” 


When a girl comes in, any salesperson in the store is 
instructed to devote as much time to her as the graduate 
desires. First, she is seated at an 8-foot knee-hole dis- 
play case, on the left side of the store, and all patterns 
by several nationally-recognized manufacturers are 
brought out on velvet cloths. At the same time, she is 
given several basic booklets on the use of sterling silver. 
The gift of books is an important point, Mrs. Allen em- 
phasized, since a surprisingly large percentage of today’s 
high-school graduates have only vague notions of the part 
played by sterling. “In fact, we frequently have requests 
for all of the books which we can obtain on the subject,” 
the Florida jewelry store manager indicated, “and we 
have considerably expanded our library as a result.” 


While it would be a simple matter to use a standard 
pattern registration form for the graduate to select all 
pieces desired as wedding gifts in the future, Rogers 
Jewelers has found it simpler to list the girl’s name, age, 
address, telephone number and personal data, plus the 
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pattern—with no breakdown into component pieces. 
There is a very good reason for this; once the girl’s name 
has been added to the list, and the pattern is there, it is 
a natural incentive for her to come back later when an- 
nouncing her engagement, and then go into the more 
serious matter of selecting the number of pieces, acces- 
sories, and hollowware involved. “In other words, mak- 
ing a simple notation of pattern and personal facts on the 
first call guarantees a second call, with good-will already 
established,” Mrs. Allen said. “If on the other hand we 
take the trouble to register everything the graduate wants 
in her wedding gift list, the chances are that she will be 
too familiarized with the plan, and perhaps transfer to 
some other store later on. Therefore, the simple regis- 
tration is an opening wedge to later relationships, and 
we are showing an extremely high percentage of returns 
on the first registration.” 


100 PER CENT RESPONSE 


As pointed out above, response has been 100 per cent 
on the offer for each graduating class. One of the most 
surprising elements developed is the fact that many of 
the girls start buying sterling flatware for themselves, 
long in advance of any engagement. “This was a com- 
plete and pleasant surprise,” Mrs. Allen said. “We found 
almost immediately that a large percentage of the girls 
registered are so marriage-conscious upon high-school 
graduation that they ask relatives and friends, to give 
them sterling gifts for birthdays, graduation, or other 
events, rather than the usual types of gifts. Thus, when 
the girl falls in love, and becomes engaged, the chances 
are that she will have a large percentage of her tableware 
needs already.” 

In this way, the Florida jewelry store has set up a 
“teen-age market” and it believes that the slight effort 
required to contact high-school girls as opposed to the 
detective work involved in following up individual en- 
gagements, is one of the most profitable developments 
in its history. 

Among the other advantages of this system has been a 
marked increase in wedding and engagement ring sales. 
Through working closely with the jewelry store, the 
average high-school girl feels a strong sense of loyalty to 
the Rogers store, which has resulted in Rogers getting 
first call when the time comes for the beau to select 
engagement ring and wedding ring. At least twice as 
many teen-age husbands have been sold on both wedding 
and engagement rings since this plan went into effect 
two years ago—and while it is difficult to determine 
exactly how much influence the high-school girl program 
has actually brought to bear, the chances are that early- 
built good-will is responsible. 





Graduation Outing 


(From page 122) 


insofar as it discloses the young jeweler’s approach to 
becoming one of the community. Another promotion 
involved a weekly radio amateur show, appropriately 
called “Talent House.” This was told in an article in this 
year’s March issue of JC-K, page 132. Last Christmas 
the jeweler was the only merchant in town to have a 
Santa Claus for the kids. 
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Cost-saving Systems for Credit Managers 


As the sharp upward curve of installment buying con- 
tinues, and as the nation’s small operation credit man- 
agers feel a more and more pressing need for modernized 


methods to handle the increasing volume, Remington 
Rand, Inc., has come up with an assortment of adminis- 
trative tools to meet that demand. 

The Federal Reserve System reports that the country’s 
total installment credit averaged more than nine billion 
dollars a month last year, up more than half a billion 





The Multi-Poster enables clerk to make a single hand- 
written entry on receipt form, ledger, and proof-tape. 


from the 1948 monthly average and well over twice the 
figure for 1946. And the prospect of governmental con- 
trols on credit buying seems unlikely. Prompted by the 
obvious implications of this trend. Remington Rand’s 
Management Controls Division set about to develop new 
systems and equipment that would help credit managers 
achieve speed, accuracy and simplicity in their account- 
ing chores. Result: two unique manual posting devices and 
a foolproof system of visibly signalled record for collec- 
tion follow-up. 

The newest of these developments, a simple hand-post- 
ing device trade-named the Multi-Poster, enables a clerk 
to make a single handwritten entry onto a receipt form, 





nal with distribution as well as ledger and receipt. 


ledger form and proof tape simultaneously, eliminating the 
possibility of transcription errors. The continuous roll of 
three-ply carbon paper and proof tape advances itself 
automatically as each entry is made, creating a recap of 
all postings and balances recorded during a working day. 
Handy and low-priced, the Multi-Poster is especially 
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suitable to window or counter service credit operations 
in which the workload is uneven. A number of Multi. 
Poster units can be put to use during rush periods, and 
all but one or two can stand idle during slack times with. 
out representing a waste of money. 


For credit managers who need a detailed journal with 
distribution in addition to a ledger and receipt—all jy, 
one posting—the Multi-Matic Accounting Board igs ap 
ideal work simplification tool. The three necessary form; 
are held in correct alignment by a collating bar, with 
carbon paper arranged in such a way that a single writin 
takes care of all the information needed in the proper 
spaces of each form. This versatile board is by no means 
limited to time payment or layaway plan work; it jg 
highly adaptable for use as a general accounting system 
as well. Both the Multi-Poster and the Multi-Matic are 
used in conjunction with Kolect-A-Matic, a visibly jn. 
dexed system for housing the hand-posted ledger cards 
which assures fast and economical control of collection 
follow-up by means of colored signals. 





New Kardex system provides one point of reference for 
credit account information with visibly indexed pocket. 


The third new system for administering and controll- 
ing installment accounts is an application of Kardex, 
Remington Rand’s horizontally filed visible record sys- 
tem. Each Kardex pocket contains a ledger form to which 
postings are made on the spot and a customer’s purchase 
history record, providing one point of reference for all 
account information. Colored signals in the visible mar- 
gin of each Kardex pocket are advanced along a graded 
scale of dates as each payment is made, so that delinquent 
accounts show up instantly, prompting follow-up action, 
by the irregularity of their signals. The necessity to 
search through the entire file or consult separate lists is 
completely eliminated. 





On Father's Day in one store, all gift purchases are 
wrapped in an individual gift box to which a red carne 
tion is tied. For Mother’s Day a white carnation is tied 
to the package, and there is no charge for this service. 
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HOUSE REVEALS TAX PLANS 


Tentative Recommendations by Ways & Means Committee 
Halves Tax on Jewelry, Eliminates It on Watches 
Under $65 and on Alarm Clocks Selling Under $5 


After weeks ow discussions, spotted by 
rumors of what would or would not be 
done, the House Ways and Means Com- 
mittee came through with an announce- 
ment on Friday, April 21, of their pro- 
posals for jewelry excise tax relief. Un- 
der the agreement, retail excises on 
jewelry would be cut to 10 per cent, 
watches under $65 would be free of tax, 
as would alarm clocks selling for less 
than five dollars. 

The announcement came as a surprise 
in that rumors had it that no announce- 
ment of the proposed recommendations 
would be forthcoming until the middle of 
May. when it was anticipated the bill 
would be made public in its complete and 
final form. 
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This idea had a good basis of founda- 
tion in that members of the Committee 
had only been back in session for three 
days following an Easter vacation, when 
they released the information regarding 
their tentative decision on jewelry excises. 
This quick action was no doubt induced 
by the tremendous pressure from both 
retailers and consumers for prompt re- 
lief from the wartime levies which mem- 
bers of the Committee encountered while 
visiting their home districts during the 
Easter recess. 

The decisions, subject to committee re- 
versals, but with major changes considered 
unlikely, brought to $335,000,000 the rev- 


enue cuts tentatively approved in four 
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days of voting on a list of excise taxes 
imposed since 1940. This is $145,000,000 
more than President Truman recommended 
that these particular taxes be reduced. 


HOUSE IGNORES TRUMAN'S PLAN 


In all, President Truman recommended 
that the excise revenue losses be limited 
to $655,000,000 annually, but it is widely 
predicted that excises will be cut at least 
by $1,000,000,000, considerably more than 
can be offset by closing loopholes in the 
Federal tax structure. The prospect of a 
veto consequently is an increasingly im- 
portant factor in the progress of the bill. 
Since Mr. Truman told Congress he would 
veto any tax-reduction bill that did not 
provide new sources of revenue to make 
up for losses sustained in excise collec- 
tions, there is a definite feeling among 
members that any forthcoming tax bill 
must be made palatable to at least two- 
thirds of the members of Congress so that 
a possible White House veto would be 
overriden if necessary. 


DOUBTS LOOPHOLES CAN BE CLOSED 


Representative Robert L. Doughton, 
Democrat of North Carolina, committee 
chairman, in commenting on the Presi- 
dent’s recommendation that any reductions 
in excise taxes be offset by closing the 
loopholes in the revenue laws, said that 
he was “not sure” that this could be done. 

There is a good possibility that the 
House Ways and Means Committee will 
adopt a proposal sponsored by Represen- 
tative Wilbur Mills, Democrat of Arkan- 
sas, which would require corporations to 
withhold 10 per cent of dividend payments 
to stockholders, following a procedure sim- 
ilar to present wage and salary deductions. 
This plan is estimated to yield about $150 
million annually in “new” revenue. 

A flurry of protests from various af- 
fected industries were received by mem- 
bers of the committee over the new prac- 
tice of announcing tentative decisions from 
day-to-day instead of waiting until the 
bill was ready for the House floor before 
disclosing what was done. 

Some business men, it was said, feared 
intensification of a “buyer’s strike” in 
anticipation of excise tax reductions that 
has been in progress since President Tru- 
man’s January proposal for some relief. 
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AGS Holds 15th Annual Conclave in Detroit: 
Members Re-elect Wm. S. Preston President 


i 





Snapped by the cameraman at the annual conclave of the American Gem Society were, 
left to right: Edward H. Kraus, Ph.D., president of the GIA and Dean Emeritus, College of 
Literature, Science and Arts, University of Michigan; Willard H. Parsons, Ph.D., chairman 
of Department Geology, Wayne University; Robert M. Shipley, founder of AGS and cur- 
rently director of the GIA; Carleton G. Broer, C. G., Broer-Freeman, Toledo, Ohio, past presi- 
dent of AGS, and William S. Preston, F. J. Preston & Son, Burlington, Vt., president of AGS. 


William S. Preston was re-elected presi- 
dent of the American Gem Society at their 
annual conclave held March 26, 27 and 
28 at the Statler Hotel, Detroit, Mich. 
Kenneth G. Mappin was re-elected vice- 
president. 


More than 200 jewelers and their wives 
from all over the country as well as some 
from Canada attended the conclave, the 
major purposes of which were to enable 
members to conduct Society business and 
to review the basic principles of the science 
of gemology as well as inform themselves 
more thoroughly on latest advances. 


Members were particularly delighted at 
the presence of Robert M. Shipley, who 
founded the Society in 1934. 


Highlight of the conclave were the labo- 
ratory sessions at which members were 
given the opportunity to refresh their 
laboratory techniques. 


One of the outstanding lectures of the 
occasion was on “The Satisfaction of Do- 
ing Things Well” by Erich Walter, Ph.D., 
Professor of English and Dean of Students, 
University of Michigan. Dean Walter de- 
scribed his experiences with various stu- 
dents and then applied the principles 
demonstrated to the individual standards 
listed in the Society’s “Manual.” The 
members were profoundly impressed and 
gave him a tremendous ovation of appre- 
ciation. 

Other lectures included a special series 
of gemological review lectures by Ralph J. 
Holmes, Ph.D., Assistant Professor of 
Mineralogy, Columbia University, New 
York City; A “Gemstone Nomenclature 
Report” by Edward H. Kraus, Ph. D., 
President of the Gemological Institute of 
America and Dean Emeritus, College of 
Literature, Science and Arts, University of 
Michigan; ‘“Lecturing and Community 
Activities Profitable to a Jeweler” by 
Jerome B. Wiss of Wiss Sons, Inc., Newark, 
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N. J., and Eunice Hastings; “Contributions 
of the Jewelry Industry to Social and 
Scientific Progress” by Chester B. Slawson, 
Ph.D., of the Department of Mineralogy, 
University of Michigan; “Gems of the 
Great Lakes Region” by Willard H. Par- 
sons, Ph.D., Chairman, Department of 
Geology, Wayne University; “Fifty Years 
of Gemological Developments, and Their 
Commercial Effect” by Richard T. Liddi- 
coat, Assistant Director, Gemological In- 
stitute of America; and a lecture by Les- 
ter Benson, Director of Resident Class 
Instruction, Gemological Institute of 
America, on “Comparative Gem Values” 
that was received with especial interest by 
the members. His handling of a basic 
problem was a tremendous success, and 
received enthusiastic applause. 

In addition to the educational part of 
the conclave, there were important business 
sessions at which Society policies and 
activities for the coming year were plan- 
ned. 





Re-elected as officers of the AGS for the 

coming year were Kenneth G. Mappin, C. 

G., (left) Mappin's, Ltd., Montreal, Quebec, 

Canada, vice president, and William S. 

Preston, F. J. Preston & Son, Burlington, 
Vt., president. 





Members of the International Committe 
met on Friday night, Saturday neal 
Saturday afternoon and again on Tuesday 
morning. 

The Nomenclature Committee, Whole. 
salers Committee, Membership Committee 
Graduates Committee and Advertising 
Committee all held business meetings and 
completed their agendas. Every member 
attending the conclave was on a committee. 


H. Paul Juergens, of Juergen’s and 
Anderson, Chicago, IIl., was Master of 
Ceremonies. Mrs. George Doering was 
chairman of the committee on entertgip. 
ment of the Michigan-Ohio Guild of the 
Society, who were hosts to the conclave. 
The program for the wives of members 
included a trip to the Ford Motor Plant 
and the Cranbrook Museum. 

Winners of the contests were: Avard T. 
Purdy, R.J., of Gardiner, Me., won the 
diamond grading contest for the second 
year in a row. The colored stones contest 
was won by Frederick G. Bricker. 


Bartley J. Doyle Dies 





BARTLEY J. DOYLE 


One of the jewelry industry’s most vi- 
brant personalities during the “Twenties, 
Bartley J. Doyle, formerly president and 
publisher of The Keystone for some fif- 
teen years, died in Saginaw, Mich., on 
February 27, 1950. 

Unquestionably the most spectacular 
man in the industry during the height of 
his activities, Mr. Doyle’s passing was little 
noted. Of such fragile stuff is fame, 
that the report reached THe JEWELERS’ 
CircuLar-KEyYsTONE only in time for the 
stopping of presses in order to include 
this brief item in the May issue. 

Such a man was Bartley Doyle that those 
who knew him and his activities will need 
no review of his career. For those too 
young or those who did not know him, a 
book would be required to do justice to 
the dramatic activities which were ass0- 
ciated with his active life. 
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RFC Blamed for Delaying 
Waltham Reorganization 


Court-appointed trustees for the idle 
Waltham Watch Co., at a hearing in the 
federal court, Boston, on April 17, were 
given three weeks in which to attempt to 
draw up a workable and feasible plan for 
reorganization of the company. 

The company has been closed since early 
in February because of a lack of working 
capital. 

Judge George C. Sweeney, who granted 
the three weeks’ additional time, criticized 
the Reconstruction Finance Corporation 
regarding its attitude toward efforts to 
re-open the plant and resume production. 


Three trustees, Judge Jacob J. Kaplan, 
and attorneys Daniel J. Lyne and C. Keefe 
Hurley, reported to the court that four 
plans submitted to them before the April 
10 deadline had been unacceptable to the 
RFC, since they failed to give evidence 
that at least $2,000,000 cash would be 
forthcoming. Therefore, they said, they 
could not submit a plan as scheduled. 

In granting the three weeks’ stay, Judge 
Sweeney said that two of the weeks would 
be to permit other plans to be submitted, 
with a third week additional in which the 
trustees could draw up the plan for sub- 
mission to the court on May 8. 


Before the crowded courtroom, Judge 
Sweeney commented at this point that 
“there’s been lots of talk of nice plans, 
but not much evidence of cash. The RFC 
acts as dogs in the manger. I hate to 
criticize a government agency, but I have 
to do it,” he said. “I wish the RFC 


would evince some interest in this case.” 


TRUSTEES DISCUSS PLANS WITH RFC 


The trustees told the court they had 
discussed the four proposed plans with 
the RFC as principal creditor, both in 
Boston and in Washington. The RFC 
already had advanced $4,000,000 under 
the previous reorganization plan, but 
balked at putting up $2,000,000 additional 
which had been previously approved. 

LaRue Brown, representing the former 
debenture bond holders, said the manage- 
ment of the company, which took over on 
Sept. 23, 1949, under the first reorganiza- 
tion plan, had, by January of this year, 
been making progress, not only in watch 
production but in making precision instru- 
ments for private consumers and for agen- 
cies of the national defense. He also 
stated that the sales organization had been 
able to break down, to some extent, the 
sales resistance which had been apparent 
in the market. 

However, he said, the management re- 
voked the trustees’ instructions to termi- 
nate production of watches. Full manu- 
facturing activity was resumed, and, as 
of today, the plant has on hand 57,000 
finished watches: 141,000 completed watch 
movements; and 45,000 uncompleted move- 
ments. 

Total sales from Oct. 1, 1949, to Feb- 
ruary 1, 1950, he said, were about 27,000 
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watches. This inventory is larger than 
that on hand when the factory was pre- 
viously closed, he added. 

A report ordered by the trustees on 
methods, costs, and personnel was pre- 
pared and sent to Washington, Mr. Brown 
continued, adding that he had been told 
it was “critical of the top executive man- 
agement of the company.” 

John J. Flynn, Jr., acting city solicitor 
for the City of Waltham, who appeared 
before the court, said that he did not 
oppose continuance of the case, but added 
that he would like consideration of the 
reorganization plans confined to those 
plans already submitted. He urged that 
undue haste be avoided. 

The court room was filled to capacity, 
with many standing. Those present repre- 
sented the workers, stockholders, and labor 
groups. 

Walter W. Cenerazzo, president of the 
American Watch Workers’ Union, indepen- 
dent, lauded Judge Sweeney, and said of 
the RFC, “Let them get the dough up.” 

In sharp contrast to Mr. Cenerrazo’s de- 
mand, Jesse Jones, who for years headed 
the Reconstruction Finance Corporation, 
suggested on April 19th that it receive 
“a decent burial, lock, stock and barrel.” 
He asserted that the RFC was being 
“prostituted when making such loans as 
the Kaiser-Frazer, the Lustron, the Tex- 
mass and the Waltham Watch Company.” 

“I mention these foregoing loans,” he 
said, “because they are the ones that have 
been greatly publicized. I am not familiar 
with loans by the corporation generally, 
but have no doubt that many of them will 
work out.” 

Mr. Jones, a director of the RFC from 
1932 to 1939 and its chairman for the last 
eight of those years, stated his case for 
doing away with the corporation in a letter 
to Senator J. William Fulbright, chairman 
of the Senate Banking subcommittee on 
the RFC. Mr. Fulbright had solicited his 
views. 

Founded as a weapon against the de- 
pression, the RFC could have been aban- 





doned in the late ‘Thirties but for war 
clouds then gathering, Mr. Jones said. He 
specifically recommended that the cor- 
poration’s participation in any loan be 
limited to a few hundred thousand dollars. 





AN ANNIVERSARY GIFT 





Percy K. Loud (right), president of Wright, 
Kay & Co., jewelers of Detroit, Mich., re- 
cently presented a watch to Arthur Picker- 
ing (second from right), who is celebrating 
his fiftieth year with the firm. Looking on 
are Andrew Lemke (left) and Edward F. 
Wright, both vice presidents of the com- 


pany. 





Employees of Elgin Watch Co. 
To Receive Bonus on ‘49 Wages 


An extra $326,278 will swell the income 
of 4,206 employees at Elgin National 
Watch Co. this year through a bonus on 
1949 wages declared on March 22. 

The dividend, amounting to 3.117 per 
cent of employees’ annual earnings, will 
apply to all wage or salary workers with 
six months’ service at the company’s 
plants at Elgin and Aurora, Ill., and Lin- 
coln, Neb. The dividend is payable in 
two installments, the first immediately 
prior to employees’ paid vacations next 
summer, and the second just before Christ- 
mas. 

More than $4,350,000 has been paid in 
bonuses since the plan was adopted in 
1936. 





pe oe 





William T. Gordon, well known in jewel- 
ry circles throughout the country, was 
presented with a barometer-thermometer 
and an anemometer at a testimonial lunch- 
eon on April 20 in the Basildon Room of 
the Waldorf-Astoria Hotel, New York. The 
presentation was made by G. H. Niemeyer, 
president of Handy & Harman, Inc., who 
was toastmaster for the occasion. 

Mr. Gordon is retiring from the trade 


W.T. GORDON HONORED AT WALDORF LUNCHEON 








and is leaving New York to take up abode 
on a large farm in Upper New York State 
near Cobleskill. 

Among others who praised Mr. Gordon 
for his more than 25 years in the jewelry 
industry were Maurice Spain, William 
Frink, Richard Jones and Charles Winson. 
About 60 friends and associates in the 
trade were present. 
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JVC Holds Annual Meeting in New York; 
Officers, Chairmen Review '49 Activities 


Reports on the activities of the Jewelers 
Vigilance Committee during the past year, 
ranging from efforts to secure complete 
elimination of the excise tax to methods 
of combatting smuggling, were outlined 
at the annual meeting of the organization 
held on April 4 at the headquarters of the 
24-Karat Club in New York. 

G. H. Niemeyer, who is currently ob- 
serving his nineteenth year as JVC chair- 
man, opened the meeting by reviewing 
the many changes that have taken place 
in the character and volume of the work 
of the Committee since he first took office. 
He called attention to the fact that changed 


| 





conditions within the trade have had a 
strong influence on the increase in the 
Committee’s activities. 

“Mass production, more aggressive mar- 
keting and the shift from emphasis on 
the sale to higher income groups to cater 
to the broader market afforded by the 
increased buying power of the lower in- 
come groups,’ Mr. Niemeyer declared, 
“has already made rather fundamental 


changes and we can look forward to 
many more. 
“These greater opportunities created 


new products. Keener competition has 
changed existing channels of distribution 
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and developed various types of retail Out. 
lets—many of a progressive as well as an 
over-aggressive nature. 

“This broader market has attracted a 
somewhat different type of individual to 
our industry. Among them are oppor. 
tunists who stop at nothing to make 
quick dollar; those who don’t mind Using 
double talk or engage in some Practices 
or clever devices to beat their competitors 
and to deceive the public. 


“These elements are still a small minor- 
ity but their activities have kept oy 
Committee busy and while we haye 
achieved a certain measure of success 
they remain a constant menace to oy 
industry and much more needs to be done 
to keep their efforts within the bounds 
of decency and integrity so important to 
our industry.” 


ENGEL DISCUSSES TAX SITUATION 


Leon J. Engel, chairman of the Jewelry 
Industry Tax Committee, in reporting on 
Congressional action on the jewelry excise 
tax, said that the Committee has been 
advised that the bill which will be reported 
out of the House Ways and Means Con- 
mittee will probably call for a reduction 
of the retail excise taxes to 10 per cent, 
including jewelry. He pointed out that 
the Committee has never diminished their 
efforts for complete elimination of the tax. 

“Should it be necessary,” Mr. Engel 
said, “the jewelers throughout the country 
will be called upon again to contact their 
men in Washington at opportune and cru- 
cial times as the bill progresses through 
Congress. The Minute Men have been 
alerted so that they will be ready for 
immediate action. We shall continue to 
be in close touch with the situation as we 
approach the semi-climax. (The climax 
will be reached when the entire tax comes 
off). And we shall not lessen our efforts 
until a bill is signed by the President 
and becomes an accomplished fact.” 

In his report, Walter N. Kahn, chairman 
of the Protective Bureau, briefly reviewed 
the steps that have been taken during the 
past year to combat smuggling. He re- 
ported that within the past few months, 
as a result of data which the Protective 
Bureau furnished the Customs Depart- 
ment, several recoveries have been made 
and awards have been paid to the persons 
who furnished the information. 

Byron L. Shinn, of Lipper, Shinn & 
Keeley, Counsel for JVC, discussed the 
number of cases of misbranding and mis- 
representing that have come to the notice 
of the Committee during the year and the 
steps that were taken to correct them. 

After the activities of the various com- 
mittees were reported on, P. Irving Grin- 
berg, executive vice chairman, briefly re- 
marked on the important work done by 
the JVC in maintaining close contacts 
with governmental agencies in matters 
affecting the jewelry trade. 

Officers elected for the ensuing year at 
the meeting include: G. H. Niemeyer, 
chairman (president); Walter N. Kahn, 


(Please turn to page 205) 
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small Business Advisory Unit 
Asks End of Excise Taxes 


Recommendations for the removal or 
reduction of wartime excise taxes were in- 
cluded among the proposals recently sub- 
mitted by the Small Business Advisory 
Committee of the Department of Com- 
merce to Charles Sawyer, Secretary of 
Commerce. 

The committee also proposed a plan for 
sovernment insurance of loans up to 
$25,000 made to small business and some 
action to encourage establishment of pri- 
vately owned and managed corporations 
especially chartered for the purpose of 
providing equity capital above the $25,000 
limit. 

The loans plans, it was explained, are 
intended to provide for small business 
needs for short and long term credit “with- 
out government subsidy or without cost 
to the government.” The committee en- 
dorsed a plan which calls for insuring 
loans to small business in a manner sim- 
ilar to the insurance of home loans under 


the F.H.A. the National 
Housing Act. 


provisions of 


SIGNS ON DOTTED LINE 





Milton H. Shaw, president of the Shaw 
Jewelry Co., Cleveland, Ohio, signs a 52- 
week contract with radio station WHK, for 
"Shaw's Amateur Hour,"' a weekly program 
heard Saturday evenings from 6:00 to 7:00 
p.m. The first program in the series was 
presented on April 29th. Edward Bobrick, 
Mr. Shaw's general manager, looks on with 
William K. Brusman, account executive 


for WHK. 


Changes at Cheever, Tweedy 


Changes in the corporate set up at 
Cheever, Tweedy & Co., Inc., North Attle- 
boro, Mass.. manufacturers of gold filled 
jewelry, were announced on January 26, 
1950. George A. Pettitt, Jr.. associated 
with the company for the past 12 years, 
is now president; Raymond R. Sturdy, 
formerly president and an official of the 
company for the past 25 years, is now 
treasurer, and Noble E. H. Sutherland, a 
nephew of the late Noble D. Sutherland. 
formerly treasurer, is assistant treasurer 
and clerk. Raymond R. Sturdy, Jr., al- 
though not yet an officer of the concern 
and who graduated from Brown University 
in February, 1950, has become associated 
with the company in a sales capacity. 


FOR May, 1950 











Contractor saves penalty of $500 


= by investing $3.84 in Air Express 








RA CT A . 


- 
¥ 





— 


Time clause in housing project paving contract stood good chance of being invoked 
when equipment broke down at 5 p.m. So 10-lb. carton of replacement parts was 
Air Expressed from 1200 miles away. Delivered in just 8 hours. The Air Express 





| $3.84 is small indeed, since it covers 


door-to-door service. Anytime delivery, 
7 days a week. Makes the world’s fastest 
shipping service the most convenient. 








Air Express goes by Scheduled Airlines; 
extra dependability, experienced han- 
dling. Shipments keep moving. Regular 
use keeps any business moving. 


Air Express gives you all these advantages 


World’s fastest shipping service. 


Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline offices. 

Experienced Air Express has handled over 25 million shipments. 
Because of these advantages, regular use of Air Express pays. It’s your best air 


shipping buy. For fastest shipping action, phone Air Express Division, Railway 
Express Agency. (Many low commodity rates in effect. Investigate.) 


MIR CAPKEDS 






GETS THERE FIRST 


WAN: 
AEXPRES 


as SCHEDULED Al 


Rates include pick-up and delivery door 
to door in all principal towns and cities 





A service of 
Railway Express Agency and the 


RLINES of the U.S. 








199 








Liddicoat Returns to Coast 
As Assistant Director of GIA 


Richard T. Liddicoat, Jr., who has head- 
ed the Eastern Headquarters office of the 
Gemological Institute of America for the 
past 14 months, has returned to GIA In- 
ternational Headquarters in Los Angeles 
to assume the duties of Assistant Director 
of the Institute. 

He joined the staff of the GIA in 1940 
after he had received his master’s degree 
in mineralogy from the University of 
Michigan, where he also received his 
bachelor’s degree in geology with honors. 

From 1940 through 1942 he held the 
position of Assistant Director of Educa- 
tion at the GIA. He then served in the 
United States Navy until 1946 when he 





returned to the Institute as Director of 
Education. In the fall of 1947 his Hand- 
book of Gem Identification was published 
and a second edition was released the 
following year. In July, 1948, he was ap- 
pointed Assistant Director of the GIA by 
Director Robert M. Shipley. 

In December, 1948, Richard Liddicoat 
went to New York to take over tem- 
porarily the position of Director of the 
GIA Eastern Headquarters which had 
been re-opened the previous August. Until 
that time no eastern office had been op- 
erated by the Institute since the death 
of its eastern director, Dr. Edward Wig- 
glesworth, in 1945. 

During his 14-month stay in New York, 
Liddicoat conducted Resident Courses for 
students on the eastern seaboard, gave spe- 
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cial night lectures and assistance to cor 
respondence course students, special lah. 
oratory and instrument instruction when 
desired, established a GIA Study Groy 
for students in the New York area, a 
directed the identification service of the 
Institute at that location. 

During the last months of his stay j, 
GIA Eastern Headquarters he was engaged 
in coordinating with it the Gem Trade 
Laboratory which was acquired by the 
Institute October 1, 1949. The laboratory 
is operated under the name of the Gem 
Trade Laboratory of the Gemological |p. 
stitute of America. 


RICHARD T. 
LIDDICOAT, JR. 


Assistant 

Director 
of the 
GIA 





Although the Institute had maintained 
a laboratory in New York City only since 
re-opening the eastern office in August, 
1948, a laboratory for both research and 
identification has been maintained at In. 
ternational Headquarters in Los Angeles 
since 1931. Known as the Godfrey Eacret 
Memorial Laboratory, it was named in 
honor of the late San Francisco jeweler 
of that name who was chairman of the 
first Board of Governors of the Gemologi- 
cal Institute. 

Robert M. Shipley, Director and Founder 
of the Gemological Institute of America, 
is now making an extended trip through 
the East and during the months he will 
be away from the West Coast will head- 
quarter at GIA Eastern Headquarters in 
New York. 





Coronet Merchandising Awards 
Upped to $10,000 for 1950 


Coronet magazine will this year dis- 
tribute $10,000 in cash awards among 
retailers in eight store classifications who 
do an outstanding job of window display 
and tie-in promotions with products adver- 
tised in the magazine. 

The monthly prize in each store classi: 
fication has been upped from $75 to $100. 
The 1950 grand prize will be $1000. Its 
winner will be selected from all the 
monthly winners throughout the year. 

To enter, all retailers need do is the 
following: 

1. Select a Coronet-advertised product 
for its promotion and write to the maga- 
zine announcing their intention of tying in. 

2. Develop original window displays 
based upon the merchandising tools sup- 
plied by Coronet and by the advertiser. 
There is no charge for the Coronet display 
materials. 

3. Send a snapshot of the display to 
Coronet. For each monthly contest, the 
display must be in the window sometime 
during the calendar month. 
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Minnesota Retail Jewelers 
Re-elect Brophey President 


Arnold S. Brophey, of St. Paul, was 
re-elected president of the Minnesota Re- 
tail Jewelers Association at the organiza- 
tion’s annual convention held on March 12 
to 14 at the Nicollet Hotel, Minneapolis. 

A. W. Schulz, of Albert Lea, was re- 
elected vice president, and Wm. P. Stiles, 
of Wells, was elected secretary-treasurer. 

Named to the board of directors at the 
convention were: Cort G. Lippert, North- 
field; Clem Hillig, Redwood Falls; Morton 
A. Sauer, Minneapolis; H. C. Hendrickson, 
St. Paul; E. R. Donahue, Montevideo; 
William A. Skogg, Duluth; Mrs. Elizabeth 
Abernathy, Virginia; Mrs. Julia A. Hau- 
berg, Fergus Falls; Charles Munn, Crook- 
ston, and R. A. Ashmun, Brainerd. 

Martha Percilla, fashion director of the 
Jewelry Industry Council, told the jewelers 
to lend jewels to local fashion shows and 
to encourage customers to “feel” jewelry 
and to browse in shops. She also stressed 
importance of selling one good piece of 
jewelry to business girls and those in 
moderate income groups. 

Other speakers at the convention were: 
Dudley E. Sanderson, of Oneida, Ltd., who 
said the sales for 1950 will depend on 
salesmanship, not order-takers; H. C. Kirk- 
berg, vice president, Central Region, Amer- 
ican National Retail Jewelers Association, 
whose talk was on the general theme 
“Strength in Unity,” and Mr. Paust, of 
Milwaukee, who delivered a humorous and 
timely address on the “Sales Manager.” 





Wearing $50,000 worth of Princess dia- 
monds, two lovely Princess diamond "brides" 
welcomed a record breaking attendance of 
retail jewelers and their friends to the 
S. H. Clausin display room between sessions 
of the Minnesota RJA convention held in 
Minneapolis from March 12 to 14. 


In resolutions adopted at the close of 
the convention, the Minnesota Retail 
Jewelers Association: 

Urged immediate and complete repeal 
of the jewelry excise tax and asked mem- 
bers to contact their Congressmen and 
inform them that Congressional delay on 
excise tax legislation is definitely affecting 
the overall volume of jewelry, watches, 
diamonds and sterling flatware in jewelry 
stores throughout the country; 

Condemned wholesale-retailing as detri- 
mental to the retailers as well as to all 
legitimate wholesalers, jobbers and manu- 
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facturers; 

Extended a vote of thanks to Edgar L. 
Hayck for his fine help and guidance 
throughout the years in promoting the 
growth of the Minnesota RJA; 

Extended the customary thanks and ap- 
preciations to all retailers, wholesalers, 
manufacturers and trade publications for 
their cooperation and participation in the 
annual convention, and to Executive Secre- 
tary Bill Walsh for his fine work “in help- 
ing to make our association one of the 
nation’s finest.” 

One of the main attractions at the con- 
vention were the two Clausin Princess 
diamond “brides” who welcomed delegates 
to the S. H. Clausin display room between 
convention sessions. The fact that the girls 











were not professional models, but were 
from Clausin’s own organization, increased 
everyone's interest in the project. Geraldine 
Bean, who wore a magnificent marquise 
blue diamond valued at $32,000 and a 
diamond studded Hamilton watch valued 
at $2,850, is a receptionist at S. H. Clausin 
& Co., Minneapolis, Minn. Lorraine Laurent 
is from Clausin’s billing department, and 
she, too, graciously displayed a series of 
Princess gems for the admiration of hun- 
dreds who crowded the room. 


q David Sobo is now the owner of Deckers 
Jewelers, located at 124 W. 6th St., Los 
Angeles. He was a retail jewelry sales- 
man in downtown Los Angeles for the 
past 12 years. 
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New York and New Jersey Credit Jewelers 
Enjoy Gala Evening at 16th Annual Banquet 


One of the best of the traditionally color- 
ful gatherings of the Associated Credit 
Jewelers of New York and New Jersey 
was the sixteenth annual banquet held on 
Sunday evening, April 23rd, at the Wal- 
dorf-Astoria Hotel in New York. 

Over 500 members and their guests 
turned out for the occasion, and from all 
appearances thoroughly enjoyed the eve- 
ning. 

Preceding the announcement of dinner 
in the ballroom, cocktails were served in 
the reception hall and good fellowship 
got off to a good start. 

The proceedings began with the sing- 











ing of the National Anthem by the assem- 
bled diners. President Sidney Singer 
greeted the banqueters. At the head 
table in addition to President Singer were: 
H. M. Abelson, second vice president of 
the Associated Credit Jewelers, and Mrs. 
Abelson; Alvin R. Baer, treasurer of the 
Associated Credit Jewelers, and Mrs. Baer; 
Rowland D. Goodman, chairman of “the 
board of governors, Associated Credit Jew- 
elers, and Mrs. Goodman; Seymour Green- 
berg, chairman of the dinner-dance com- 
mittee, and Mrs. Greenberg; H. A. 
Goldberg, president of the National Asso- 





“Indispensible every 
day of the year” 


Our machine is indispensible 
to us every day of the year 
end at the Christmas Season 
it becomes our right hand man.’ 
Gilbert J. Kuhn 
Kuhn's Jewelry Store 
Russell, Kansas 


and more than 6000 
enthusiastic users agree! 


Convenient time 
payments. Get a 
New Hermes and pay 
out of profits! 


Write for descriptive folder G 


For engraving of 

silverware, jewelry, pens, 
watches, compacts, lighters; 
from soft metal to 

stainless steel 





aa! alaqiilas Tite 13-19 University Place 


New York 3, N.Y 








ciation of Credit Jewelers; Wm. Gojg. 
blatt, third vice president of the Associated 
Credit Jewelers, and Mrs. Goldblatt; Jay 
C. Lighterman, vice chairman of the dip. 
ner-dance committee, and Mrs, Lighter. 
man; Phineas Peters, general chairman 
of the Executive Board of the Retail Jey. 
elers Associations of Greater New York 
and Mrs. Peters; J. J. Simon, first vice 
president of the Associated Credit Jewel. 
ers, and Mrs. Simon; Mrs. Sidney Singer: 
William Wagner, executive secretary, and 
Mrs. Wagner, and Mr. and Mrs, Arthur 
G. Warner. 


Between courses of the dinner, which 
was interspersed by dancing, a large num. 
ber of attractive door prizes were pre. 
sented to the holders of lucky numbers, 

As a souvenir of the occasion each diner 
was presented with an A-S-R_ Heritage 
table lighter. . 


Following the meal a stage show of ex. 
cellent talent was presented with Harvey 
Stone acting as Master of Ceremonies. 
Stone carried on in his inimitable style, 
introducing Sylvia Froos, a vocalist; Smith 
and Dale, comedians, and The Aero. 
maniacs. 

The floor cleared of tables, dancing was 
enjoyed by the more ambitious until the 
small hours of Monday morning. 


The committee in charge of the affair, 
in addition to the two previously men- 
tioned, included Archie Linder, Howard 
Co. Jewelers, Inc.; Wm. Goldblatt, Green- 
wold, Inc.; Etta C. Boord; J. J. Simon, 
Panes (Poughkeepsie); Herbert Kappel, 
Busch Jewelry Co.; Rowland D. Good- 
man, Tappin’s, Inc.; Edward C. Sosin, L. 
B. Perman Co., Inc.; Sidney Singer, Fin- 
lay Strauss, Inc.; H. M. Abelson, Abel- 
son’s, Inc.; Leonard H. Miller, Rudolph 
Bros., Inc., and Simon Sunshine, Sunshine 
Credit Jewelers. 


Importance of Timekeeping 
Theme of AGS Guild Meeting 


Watches and their importance to the 
jeweler themed the dinner meeting of the 
Southern California Guild of the Amer- 
ican Gem Society on Tuesday, April 18th 
in Los Angeles. 

Two films, “Miracle of Time,” and 
“Guardians of Precision,” both by Gruen, 
were shown and the featured speaker of 
the evening was Joseph M. McCabe, chief 
instructor at the Scientific School of 
Watchmaking in Glendale, Calif. 


Mr. McCabe traced the importance of 
watches and timekeeping through the time 
of Queen Elizabeth when the courtiers 
changed their watches along with their 
clothes five times a day at her orders, 
through the period of the French Revo- 
lution when the famous watch “Marie 
Antoinette,” weighing three pounds was 
made. Bringing watchmaking up to date, 
he pointed out the developments in cases, 
the chronograph and timers especially de- 
veloped for specific sporting events. 

Concluding the meeting, Alfred L. 
Woodill, executive director of the AGS, 
reported on the recent Conclave held in 
Detroit. 
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philadelphia Ordnance Post 
Tours Hamilton Watch Co. 


Industrial mobilization, national _pre- 
paredness, and the military importance 
of the facilities of the American jeweled 
watch industry, keynoted speeches at the 
Spring meeting of the Philadelphia Post, 
American Ordnance Association, held at 
the Hamilton Watch Co. plant in Lancas- 
ter, Penna., on Wednesday, April 5th. 

The day’s program was opened by an 
early afternoon tour through the Hamil- 
‘on factory. Twenty-one stations had been 
set up in the various production depart- 
ments. The 460 ordnance personnel at- 
tending visited these stations in relays of 
0. There they saw watch parts-making 
machines and skilled employees at work. 
Jumbo-sized models of parts being demon- 
strated were mounted on charts describ- 
ing the characteristics and functioning of 
each part featured. Recordings concisely 
explained the operations of the facilities 
centered at each station. 

Following the inspection tour, the vis- 
iting ordnance and armament experts met 
in the spacious auditorium of Hamilton’s 
new Engineering Research Laboratory 
building. Hamilton’s president, R. M. 
Kant. welcomed the visiting ordnance men. 





Official group at the Technical Information 
Center specially set up for the ordnance 
meeting includes (I. to r.) Rear Admiral J. 
A. Snackenberg; Maj. Gen. E. L. Ford; 





was served to the ordnance members in 
Hamilton’s new laboratory building. 


N. J. Jewelers Complete 
Course in Gem Identification 


The jewelers of Middlesex County, N. J. 
(Perth Amboy, and New Brunswick sec- 
tion), have been given the opportunity 
to study gem identification through the 
facilities of the Business Bureau of the 
Middlesex County Vocational and Tech- 
nical High Schools under the supervision 
of John D. Barbour. 

Paul Robinson of Westfield, N. J., has 
instructed the jewelers in the use of 
scientific instruments for the identification 





of all gemstones including precious and 
synthetics. The instruction was given in 
the laboratory of the above school for a 
period of 18 hours, and was limited to 
a small class and to those engaged in the 
jewelry business. 

Upon satisfactory completion of the 
approved instruction, each student received 
a certificate of achievement which provided 
tangible evidence of his adequate comple- 
tion of the course. 

Enrollment in the course was satisfac- 
tory, even though it was the first time 
offered in the county. Plans are being 
made to offer the instruction during the 
spring of each succeeding year, providing, 
of course, there is sufficient demand. 
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ment is polished and reviewed an- 
nually to insure steady turn-over of 





R. M. Kant, president of Hamilton; G. P. 

Luckey, vice-president of Hamilton in 

charge of manufacturing, and Maj. Gen, 
M. Barnes. 





each design featured. 
Here’s what you get with your 
initial order of twenty Rings-O- 
Bliss matched wedding sets... 


Twenty-four hour service for 
personalized engraving and ship- 
ment of every set you sell. Again at 
no extra cost, just part of our ex- 
tensive service-to-dealers program. 


George P. Luckey, vice-president of 
Hamilton Watch Co. in charge of manu- 
facturing, explained why the facilities of 
the jeweled watch industry has special in- 
terest to those concerned with national de- 
fense, 

Said Mr. Luckey in part: 

“Although we sincerely hope we. shall 
not have another war, we must plan our 
course of action against such a catas- 
trophe. It now appears that should war 
come, the present American jeweled watch 
manufacturing facilities would be greatly 
overtaxed with even the requirements for 


the most essential military equipment. 
“The present combined facilities can | 
serve but approximately thirty per cent | 
of the peacetime demand. Many of us | 9 * 
in this industry would feel better from way i 
4 


An eye-catching tray... 
grain-leather, velvet-lined; the per- 
fect complement for the merchandise 
it displays to such striking advan- 
tage. Yours at no extra cost. 


Extra sales and added profits 
that come when fine rings are dis- 
played to maximum advantage in 
the eyes of potential buyers. All 


A complete line of high quality, 
yours with Rings-O-Bliss. 


fast-moving sets in all sizes. Assort- 


Write for beautiful new 1950 catalog of Bliss Rings 
A few choice territories available in 1950 for established salesmen 





the standpoint of national defense if our 
industry were several times its present 
> 99 . * : 

size.” Following the meeting, a dinner 
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N. Y. Jewelers Suggest Stiffer 
Control of Fair Trade Watches 


Leading watch manufacturers’ were 
called upon on April 13th, at a special 
meeting at the Waldorf-Astoria Hotel in 
New York, to take steps to combat the 
practices of “discount houses” and to en- 
force fair trade prices. Samuel R. Zick- 
erman, chairman of the fair trade com- 
mittee of the Executive Board of Retail 
Jewelers Associations of Greater New 
York, presided at the special joint meet- 
ing, which was attended by officials of 
local and national retail jewelry associa- 
tions. 


Spokesmen for five leading watch com- 
panies were invited to the meeting to en- 





tertain proposals to correct this price-cut- 
ting situation which was said to threaten 
gravely “legitimate retailers.” The lack 
of enforcement of fair trade by the watch 
houses, particularly in New York and in 
other large cities throughout the country, 
was strongly condemned by several retail 
executives. They said that unless a solu- 
tion were worked out by the watch com- 
panies, retail jewelers might have to with- 
draw their support of fair trade. 

The proposals presented at the meeting 
for stronger fair trade enforcement to pro- 
tect the legitimate jeweler are as follows: 

(1). A comprehensive campaign of direct 
advertising by the manufacturers to the 
purchasing public advising them that in 
order to validate the manufacturers war- 
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Four Easy Ways to Cash In on 
the Year’s Hottest China Event 








PUT A WINDOW TO WORK... 
Millions of shoppers are reading in national 
magazines about the pace-setting Franciscan 
Fine China place setting promotion, May 15- 
June 17. Build a prominent window around 
reprints of those 4-color national ads to tie 
the promotion to your store. It’s a sale that’s 
price-right for every budget, time-right for 
bride business, so sell it with display and 

Do it now! 









\\\ \\ 


<A 

=e 

in 
oii 


\\ 
\N 
a\*, 


\\ 
\\ \\\ 


















He | 
\ 
\ 


\ 





\ 
\ 


—<\\ 





\ 
\\\ 


\ 
ml 
I 


\\ 
\ 


\N 


\N 


\ 
\\\ 


\\\\ 
Wi 
\\ 


iN 






\ 





MAKE NATIONAL ADVERTISING WORK—LOCALLY... 
Those color pages in Ladies’ Home Journal, 
House Beautiful, House and Garden, Modern 
Bride, Sunset and Bride’s Magazine become 
YOUR ads when you support them with your 
own local newspaper advertising. Free mats 
and suggested copy and layout are in your 
merchandising kit. Schedule those ads — 

Do it now! 


| SF, na 26 
| FRANCISCAN fime.CHINA | GRE 
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Special Prices 









STOP STORE TRAFFIC IN YOUR DEPARTMENT... 
Nothing sells Franciscan Fine China like the 
merchandise itself, so watch it move when you 
display those style-right color-bright patterns 
at Anniversary prices. Naturally, this profit- 
building promotion deserves place-of-honor 
displays in the China Department. Your mer- 
chandising kit is full of suggestions... 


Do it now! 





SPREAD THE WORD... 
For broad local coverage, use the spot radio 
commercials in the merchandising kit. But 
don’t stop there. Look for publicity tie-ups 
. « - ON women’s pages Of local papers... 
with shopping commentators on radio stations 
... With store-sponsored table-setting contests. 
Extra push means extra profits, so 

Do it now! 


fy FRANCISCAN Sine CHINA 


MADE IN CALIFORNIA BY GLADDING, McBEAN & CO., LOS ANGELES * OUR 75th YEAR 
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ranty and to avoid the possibility of ur 
chasing a rebuilt or second hand 1 
the consumer shall buy only from 
and recognized franchised dealers. 

Purchaser will be required in Order to 
register his watch, to return a perforated 
attachment to the regular watch Zuarantee 
to the manufacturer, giving the following 
information: Case number; movement 
number; model number; price paid; where 
purchased; trade in allowance, and con- 
sumer’s name and address. 

A prerequisite shall be the necessity of 
all companies billing the merchandise to 
the retailers by identifying information 
such as case and/or movement numbers, 

(2). An enforcement committee with 
legal backing of manufacturers and fe. 
tailers should be set up to direct the 
sources of distribution into proper retail 
channels. 

Any legal action to follow against vio. 
lators could be financed and taken by both 
manufacturing and retail groups affected, 
both individually and collectively. 

The spokesmen from the watch com. 
panies who attended the meeting indicated 
that they would take the proposals back 
to their home offices to discuss them with 
the management, and would confer again 
with representatives of the retailers, 


watch, 
listed 


Jewelry Research Foundation 
Appoints Knight Exec. Sec'y. 


The appointment of Robert A. Knight 
as executive secretary of the Jewelry Re- 
search Foundation was recently announced 
by J. Carlton Bagnall, chairman of the 
Foundation’s executive committee and ex- 
ecutive vice-president of Swank, Inc. 

Knight has assumed his duties as ad- 
ministrative director of the Foundation at 
its offices at 580 Fifth Ave., New York. 

The Foundation is an independent, non- 
profit research organization which collects, 
analyzes and publishes basic facts about 


ROBERT A. 
KNIGHT 


Exec. Sec'y. 
Jewelry 
Research 

Foundation 





the jewelry industry. Its research is under 
the direction of Leon Henderson, economist 
and former Office of Price Administrator. 
Beardsley Ruml, chairman of the board 
of R. H. Macy & Co., and author of the 
pay-as-you-go tax plan, is chairman of the 
board. 

Knight came to the Foundation from 
New Haven, Conn., where he served as 
executive secretary of the Manufacturers 
Association of New Haven County for the 
past two years. Prior to that, he was 
sales manager for S. R. Carter Co., Bur- 
lington, Vt., with the War Assets Adminis- 
tration and with Drake, Startzman, Sheahan 
and Barclay, New York consultants. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





wees 





— re 


a 








C. & E. Marshall Co. 
Appoints N. Y. Distributor 


For the first time since its inception, 
the C. & E. Marshall Co. has announced 
the appointment of an authorized dis- 
tributor in New York City. Chosen for 
this distinction is Tela-Time Watch Supply 
Headquarters, owned by Jules and Henry 
Durlacher. The latter is the ex-G.I. who 
enrolled in the Bulova School of Watch- 
making a few years ago to “tinker with 
watches” as therapy for an injured hand 
and later went into business as Tela-Time 


Jewelers. 





R. C. Wolf (left), vice president of C. & E. 
Marshall Co., Chicago, gets Henry Dur- 
lacher's signature on the contract appoint- 
ing Tela-Time Watch Supply Headquarters, 
New York, authorized distributors for Mar- 
shall's “Add-A-Unit'"’ watchmaker crystal 
systems, materials, parts, tools and equip- 
ment. 


For the convenience of all watchmakers 
and jewelers, Tela-Time will be able to 
offer the entire line of Marshall products 
directly from its new and larger midtown 
ofices and stockroom at 43 West 47th St., 
New York. 

In addition to Marshall’s famous “Add- 
A-Unit” systems of crystals and Swiss and 
American materials, Tela-Time will also 
have available a complete line of indi- 
vidual parts, tools, equipment, straps and 
bands, cases and dials, sundries and all 
trade services. 


_ -———- -— 


JVC HOLDS ANNUAL MEETING 
(From page 198) 


vice chairman (vice president), and Sig- 
mund Cohn, treasurer-secretary. 

Elected to serve on the board of direc- 
tors for the coming year were: H. M. 
Abelson, NACJ, Newark, N. J.; Alexander 
H. Arnstein, JSA, New York; Edgar E. 
Baker, president, NEMJ&SA, Providence, 
R. I.; Walter H. Butler, E. W. Reynolds 
Co., Los Angeles, Calif.; Charles H. 
Church, Church & Co., Newark, N. J.; 
Sigmund Cohn, treasurer, JVC, New York; 
Leon J. Engel, president, NWJA, Balti- 
more, Md.; George Fine, president, Dia- 
mond Mfrs. and Importers Association, 
New York; H. A. Goldberg, president, 
NACJ, Portsmouth, Va.; Edward J. Gross, 
president, Jewelry Crafts Association, New 
York; James H. Hetzel, Eisenstadt Mfg. 
Co., St. Louis, Mo.: Eliot P. Hirshberg, 
Finlay-Straus, New York; Walter N. Kahn, 
vice chairman, JVC, New York; Benjamin 
S. Katz, president, American Watch As- 
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semblers Association, Cincinnati, Ohio, 
and C. M. Kendig, president, American 
Jeweled Watch Mfrs. Association, Lan- 
caster, Pa. 

Also, Victor A. Lambert, chairman, JIC, 
New York; William F. McChesney, Ster- 
ling Silversmiths Guild, Providence, R. I.; 
Jacob Mehrlust, president, Platinumsmiths 
Association, New York; Frank Milhening, 
J. Milhening, Inc., Chicago, Ill.; Mead 
Montgomery, president, Chicago Jewelers 
Association, Chicago, I[ll.; G. H. Nie- 
meyer, chairman, JVC, New York, Wil- 
liam B. Ogush, Wm. B. Ogush, Inc., 
New York; Herman Ostrin, president, 
Associate Jewelers, New York; A. QO. 
Packer, Educational Jewelry Mfrs. Asso- 





ciation, New York; H. Victor Paul, 
ANRJA, Newark, N. J.; Dudley E. Sander- 
son, Oneida, Ltd., Oneida, N. Y.; W. 
Waters Schwab, J. R. Wood & Sons, Inc., 
New York, Edward A. Starke, president, 
American Stone Importers Association, 
New York; Wilson A. Streeter, Bailey, 
Banks & Biddle Co., Philadelphia, Pa., 
and Oliver R. Wasson, ANRJA, New York. 





L. S. Petersen Co. Moves 

L. S. Petersen Co., manufacturing jewel- 
ers of North Attleboro, Mass., have moved 
to their own building at 68 East Wash- 
ington St., North Attleboro. The move 
provides larger quarters to accommodate 
their growing business. 









TIME SAVER 
MONEY SAVER 


DETECTS ERRORS 
THAT OTHERS CANT™ 


Writes Munising Jewelers 


“Congratulations on the TIME-O-GRAF. 
Truly a Time Saver. Unbelievable what it 
can detect in a watch. We are finding de- 
fective mainsprings and bent train wheel 
teeth that other machines can’t detect. The 
Paulson Time-O-Graf gives you answers 
that others can’t.’”’ 


Signed: Munising Jewelers, Munising, Mich. 
ON THE PAULSON’ TIME-O-GRAF 
with continuous tape record, It is pos- 

On y sible to get all the answers including 
the train, pallet stone, roller jewel, 
etc., on one complete record. 

ON THE PAULSON’ TIME-O-GRAF 

O j is it possible to reveal a continuous 

nN Yy record of all positions on one tape 
without stopping the machine. 
ON THE PAULSON TIME-O-GRAF 
can you regulate your watch and see 

Only exactly what it is doing as you move 
the regulator. Wonderful for hair- 
spring work, tco. 

The PAULSON TIME - O - GRAF 

O l Gives You Superior Scanning Speed 

nN ¥y And Also Unparalleled Scientific Ac- 
curacy. 
ON THE PAULSON TIME-O-GRAF 
do you have exact scientific 
TN printer bar action with 3 times 
the resolvent power of any other 
timing machine. 
PAYMENT PLAN AS LOW AS 


Only $4 9000 $2427 NontH 


LESS 2% FOR CASH 
HENRY PAULSON & CO., 131 S. WABASH AVE., CHICAGO 
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TRUTH ALWAYS WINS 


PROVE IT 


WITH A 
. MM NO RISK 
Notingever” TRIAL 


Its Perfect Accuracy 


USE THIS HANDY COUPON 


-------—--—----—- 


~~] 
ENRY PAULSON & CO., Dept. C5, 131 S$. Wabash, Chicago 3 
" CO Please send Paulson Time-O-Graf on no risk 


trial. 
[] Please send Paulson Time-O-Graf at $490.00 
| less 2% for Cash. | 


[] Please enter order for Time-O-Graf—$100.00 | 
with contract. Balance $24.27 per month for | 


| 18 months. ' 
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Associate Jewelers Present 
Plaque to Henry Peterson 


A testimonial dinner was tendered by 
the board of directors of Associate Jewel- 
ers, Inc., in honor of Henry Peterson, its 
outgoing president, on April 6th at the 
Commodore Hotel, New York. 

Herman Ostrin, president of the asso- 
ciation, presented Mr. Peterson with a 
bronze plaque as a permanent expression 
of grateful acknowledgment for, and in 
appreciation of, the distinguished services 
rendered by Mr. Peterson for and on be- 
half of the association during the past 
decade. 

Mr. Ostrin, in presenting the plaque, re- 
called Mr. Peterson’s many years of ser- 





vice in all phases of association work. He 
outlined the work which had been per- 
formed by Mr. Peterson in his capacity as 
chairman of the Labor-Management Com- 
mittee, and called attention to the fact 
that Mr. Peterson was responsible for the 
negotiation of the union contract which is 
a working model not only for the jewelry 
industry in New York but for the entire 
country. The terms of the contract were 
favorable both to labor and management 
and effected a policy on behalf of both 
labor and management to such an extent 
as to avoid all controversial matters. 

Mr. Peterson, in accepting the plaque, 
expressed his appreciation to the board of 
directors for their confidence in him. He 
also commended the Executive Director, 





A NEW RING CASE 
DESIGNED TO WIN CUSTOMERS 


An old French Provincial Jewel 
Chest reproduced in miniature — its 
full charm and beauty captured 
through Dennison craftsmanship. 

Dennison ring case Number 7650TX. 
molded in smooth, strong plastic, fea- 
tures careful attention to detail. . . gold 
colored ring-handles, delicately fluted 
edges, graceful legs, gold embossed 
cover trim. 

Lined in either Transparent or 


FOR RETAILERS 


Dennison makes a complete line of boxes 
and cases in paper, metal, fabric and 
plastic; findings; supplies. Sold by lead- 
ing wholesalers throughout the country. 





Karess Velvet, the case may be used 
for single or double ring display. Taste- 
ful appearance and distinctive styling 
make it a subtle sales force. Customers 
will retain it after purchase . . . always 
a reminder. 

This new Dennison beauty is avail- 
able in ivory, green, red, bronze or 
maroon plastic. It is packed in indi- 
vidual cream-wrapped packers, 12 to 


a carton. Order by number 7650TX. 
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FOR MANUFACTURERS 
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+ 
Dennison makes a wide range of specially * 
designed paper jewelry boxes and cases ¢ 
for manufacturing Jewelers. Consult $ 
us about your packaging problems. « 
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Tobias N. Berger, for his efforts in keep. 
ing all controversies with labor down ni 
minimum and for his efforts in settling 
every dispute without the necessity of 
convening any arbitration board or impar. 
tial chairman. He hoped that the record 
of the association in the labor-management 
field would be continued for another 
decade in the same manner. 





Herman Ostrin, (right) president of Asso- 
ciate Jewelers, congratulates Henry Peter. 
son, (left) outgoing president of the asso- 
ciation, after presenting him with a bronze 
plaque for distinguished services rendered 
on behalf of the association during the past 
decade. Tobias N. Berger, executive di. 
rector of Associate Jewelers, displays the 
plaque which was presented to Mr. Peterson. 


Starts Own Ring Mfg. Business 


Sam Aaron, formerly vice president of 
Stern & Stern and for the past year vice 
president and sales manage of Forever 
Yours Ring Co., has started his own stone 
ring manufacturing business, Samuel 
Aaron, Inc., located at 62 West 47th St. 
New York. His organization will specialize 
in the manufacture of ladies and men’s 
stone rings. 


SAM AARON 
Opens Own 
Ring Mfg. 

Business 





Mr. Aaron announced the appointment 
as vice president of Milton V. Luxemberg, 
formerly of the Forever Yours Ring Co. 
Mr. Luxemberg will be in charge of all 
Southern territory. Bob Davis, formerly of 
Stern & Stern, has been appointed pro- 
duction manager. 


Liquidating Sutton Jewelry Co. 


Gordon Brothers, cash buyers of jewelry 
stocks, 18 Province St., Boston, Mass., 
have announced that they are now liquidat- 
ing the Sutton Jewelry Co., 72 W. Flagler 
St., Miami, Fla. 

Mr. Sutton has been in the retail jewelry 
business for 50 years and is retiring be 
cause of ill health. He retained Gordon 
Brothers for the purpose of operating the 
liquidation sale for him. 
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AP 


q Hyman “Doc” Goldschmidt, well known 
New York jeweler located at 472 Third 
Ave., “made” the press recently as being 
one of the first persons in the greater 
metropolitan area to have their census 
taken. A picture of “Doc” answering the 
enumerator’s questions on the first day of 
the 1950 census, appeared in the April 2nd 
edition of The Daily News and caused 
considerable comment among his friends 
and customers. Long active in trade asso- 
ciation work, “Doc” is a vice president 
of the New York State Retail Jewelers 
Association. 

q Murry Masin, of the Masin Watch Co., 
Inc., 15 Maiden Lane, New York, who had 
been operated upon in January and had 
been down South recuperating, has re- 
turned to his office and is looking forward 
to greeting all his friends again. 

q Chris C. Staiger, well known and pop- 
ular sales representative, has joined the 
sales staff of Continental Plate Co., Inc., 
95-20 43rd Ave., Long Island City, N. Y., 


CHRIS C. STAIGER 
Joins 
Continental 
Plate Co. 





and will represent the firm in and around 
the New York area. Mr. Staiger was for- 
merly connected with the Longinés-Witt- 
nauer Watch Co., Inc. 

q An item that appeared in this column 
last month concerning the new trade name 
for the firm of Harry S. Bick and Son, 
042 Fifth Ave., New York, incorrectly 
listed the new name as Bickman, Inc. 
The correct name is Bickson, Inc. 

q Otis Company of Providence, manufac- 
turers of sterling silver whitestone jewelry, 
have established a New York office at 366 
Fifth Ave., Room 501. This office is occu- 
pied jointly with the Poole Silver Co. of 
Taunton, Mass. 

q According to a recent announcement, 
the firm of M. Beizer has formed a part- 
nership with Merritt Dickstein for the 
manufacture of fine gold and _ platinum 
Jewelry. The new firm will be known as 
Beizer & Dickstein with factory and offices 
located at the same address, 56-58 W. 
45th St., New York. 

q Mr. and Mrs. H. Sorin have returned 
from their winter vacation in Florida and 
are conducting business, as usual, from 
their offices at 576 Fifth Ave., New York. 
q The regular monthly meeting of the New 
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York Guild of the American Gem Society 
was held on Tuesday evening, March 21st, 
at the offices of J. R. Wood & Sons, 216 E. 
45th St., New York. <A report on the 
happenings at the Detroit Conclave was 
given and it was suggested that a list of 
films that are available to the industry, 
of interest to gemologists, should be com- 
piled. Miss Dorothy Dignam of N. W. 
Ayres & Sons, offered to look up such films 
and the guild hopes to show a few of 
them to members in the near future. Dr. 
Ralph J. Holmes continued his lecture 
on origin of gem materials, this time in 
reference to those found in metamorphic 
rocks. 

q Wilson’s Jewelers has opened a new 
branch store at 317 Clinton St., Syracuse, 
N. Y., behind its Salina St. store. Known 
as the Clinton Street Outlet, the new store 
will feature appliances and television. 


Maiden Lane Historical Society 
Elects McCormack President 


Officers and trustees of the Maiden Lane 
Historical Society, New York, were guests 
of Maurice Tishman, retiring president of 
the Society, at a luncheon held at Schwartz 
Restaurant, 183 Broadway, on Thursday, 
March 30. 

Following the luncheon, Mr. Tishman 
presided over the annual meeting of the 
Society. In his talk, Mr. Tishman reviewed 
the activities of the Maiden Lane Histori- 
cal Society during his three years as its 
head and expressed his satisfaction at the 
renewed interest in the group which has 
been reflected in the growing number of 
new members. 

In closing, Mr. Tishman voiced an ex- 
pression of thanks to Charles Parker who 
is retiring as secretary-treasurer of the 
organization after many years in this post, 
for his work and efforts toward the inter- 
ests of the Society. 

Mr. Tishman was given a rising vote of 
appreciation and thanks from the mem- 
bers present for his work and interest in 
the Society during his three years as presi- 
dent. 

New officers of the Society were elected 
as follows: 

President. Frank J. McCormack: Vice- 
President, Benjamin F. Biffar; Secretary- 
Treasurer, Francis Petersen: Historian, 
(. Frank Minners; Honorary Vice-Presi- 
dents, William I. Rosenfeld, Joseph D. 
Little, G. H. Niemeyer, Otto D. Wormser. 
Trustees, F. B. Brennett, Frank Whittaker, 
Albert H. Betz, August O. Packer, James 
E. Theise. Andrew Andersen, F. L. Henry, 
George Schofield. Arthur Tuveri, Jerome 
Grant and Jack Carling. 

In appreciation of Mr. Tishman’s inter- 
est and work in the Society, the nominat- 
ing committee created a new post, Chair- 
man of the Board of Trustees, to which he 
was named. 














telco 


COLT ORED EARLS 


ss . 
i a a ae en ed 


JACK J. FELSENFELD ix 


9 MAIDEN LANE NEW YORK 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 

















DIAMONDS 


All Sizes - All Qualities 
Order the quantity, size and quality you 
need. We will fill orders by mail. We 
also send diamonds on approval. Ask for 
Price List No. 17 of April 1950. 
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Fine Diamond Jewelry 
occasionally purchased 
at Sacrificed prices. 


WHITELAW BROTHERS 


Diamond Importers & Cutters 
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Swiss Watch Repair Catalogues 
Furnished as School Texts 


Copies of Parts One and Two of the 
Official Catalogue of Swiss Watch Repair 
Parts have been distributed to horological 
schools throughout the United States, ac- 
cording to Paul Tschudin, director of the 
Swiss Watch Repair Parts Information 
Bureau, in New York City. 

Shipments of the catalogues have been 
made in sufficient quantities to cover all 
instructors in the schools, with additional 
copies furnished the institutions for use 
by the students. 

Mr. Tschudin pointed out that these 
copies, to be used as text books in courses 
on ordering materials for repair, remain 
the property of the schools themselves. 


Due to the tremendous demand from 
the U. S. horological trade for these pub- 





lications, the Watchmakers of Switzerland 
have found it necessary to restrict general 
distribution of the catalogues to Watch 
repair departments and stores, he Stated 
Once a student has graduated from school 
and has set up his own shop, he js in- 
vited to request his personal copies from 
the bureau where such requests are COn- 
sidered in order of receipt. 





Elgin American Appoints Roger; 


Allen B. Gellman, president of Elgin 
American, recently announced the appoint. 
ment of Frank M. Rogers as sales manager, 
Rogers has been with the concern since 
1945, working first in metropolitan Ney 
York and then in the Philadelphia-Ney 
Jersey area. He has been assistant sales 
manager since 1947, 

Now residing in Elgin, IIl., Rogers hails 
originally from Irvington, N. J. 








NEW YORK WATCHMAKERS COMPETE IN REPAIR CONTEST 


MR UNUGRKARH COURSE 
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Thirteen of the 21 watchmakers who participated in the third public speed demonstration 
of the Esembl-O-Graf method of chronograph repair line up for a group photograph. 


The third public speed demonstration 
of the Esembl-O-Graf method of chrono- 
graph watch repair was held before a 
capacity audience of watchmakers and 
jewelers at the Oak Room, Capitol Hotel, 
New York City, on Monday _ evening, 
Aprii 3. The first two demonstrations were 
held in Buffalo and Pittsburgh earlier 
this year. 

Sponsored by the Horological Society of 
New York, the event comprised a speed 
contest among 21 watchmakers in disas- 
sembling and re-assembling the compli- 





First prize winner Jack Blackman (left) 

shakes hands with William O. Smith, Sr., 

upon receiving his cash award and lov- 
ing cup. 





cated mechanism of a chronograph watch. 
Each contestant was provided with suit- 
able tools and the appropriate volume of 
the Esembl-O-Graf Library. All contestants 
worked without previous experience with 


the Esembl-O-Graf method. 


Beating the times of previous contest 
winners, Jack Blackman of New York 
completed the task in 16 minutes, 37 sec- 
onds to take the first prize of cash and 
a loving cup. Second and third prize win- 
ners were Ralph Kalichman and Nicholas 
Czeckalenka, both of Brooklyn, with times 
of 19 minutes, 40 seconds and 20 min- 
utes, 45 seconds, respectively. Average 
time for all 21 contestants was 34 min- 
utes, 3 seconds. 


One contestant who aroused particular 
interest was 16-year-old Alvin Schuback, 
a student of Henry B. Fried, executive 
secretary of the Horological Society of 
New York and watchmaking instructor at 
the George Westinghouse Vocational High 
School, Brooklyn. Young Schuback fin 
ished the contest in 45 minutes, 25 seconds. 
William O. Smith, Sr., president of West- 
ern Pennsylvania Horological Institute and 
originator of the Esembl-O-Graf, conduct- 
ed the contest with the aid of Esembl-0- 
Graf Research Laboratories staff members. 
Official timekeepers were E. M. Bauman, 
president of Aristo Import Co., New York, 
and John H. Perry, representing the 
Esembl-O-Graf Research Laboratories. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














re 

















Arnstein Comes In For Times Publicity 








THE NEW YORK TIMES, SUNDAY, APRIL 9, 1950. 
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Write-Up Provides Good 
Promotion For Diamonds 


In an article in The New York Times 
of April 9th, resulting from an interview 
of the principals at Arnstein Brothers & 
Co., New York diamond importers, several 
important points were brought to the atten- 
tion of the readers. 

For example, the article touches on one 
of the most frequently asked questions. 
Quoting this section, “To would-be pur- 
chasers of diamond jewelry who ask the 
question: ‘How do I know I’m getting 
my money’s worth,’ the three cousins have 
one bit of advice: ‘Patronize a reliable 
jeweler.’ ” 

Such publicity from such a firm as 
Arnstein in a newspaper enjoying the high 
standing of The Times, is priceless and 
of value to the diamond business of re- 
tailers all over the country. 

The article, which covered in consider- 
able detail the fascinating history of the 
diamond importing firm, went on to em- 
phasize the firmness of the engagement 
ring custom and the changes in the 
diamond consuming market by saying, 
“diamonds down through the years have 
represented wealth. But the market of 
today is a popular one. The smaller size 
stones move readily through the firm’s 
thousands of outlets, for even the low- 
income-bracket young man would not think 
of ‘ popping the question’ without running 
to the nearest jeweler, chain or department 
store to buy that ring in case the answer 
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should be ‘yes.’ Years ago, jewelers catered 
exclusively to the ‘carriage trade,’ in fact, 
even diamond salesmen until as recently 
as the first World War wouldn’t think of 
calling on a customer unless he wore a 
high hat, striped trousers and formal coat. 
But it’s the millions of younger Americans 
who now constitute the market.” 

The article concludes with this signifi- 
cant observation, “Even the rulers of old 
old who fought and pillaged for fortunes 
in diamonds didn’t obtain gems as per- 
fectly graded as those possible to buy in 
the year 1950.” 


AGS Guild Elects Henne 


R. G. Henne, R.J., C.G., was elected 
president of the Western Pennsylvania 
Guild of the American Gem Society at a 
meeting of the group held on March 14th 


in the Henne Building, Pittsburgh. 
Other officers elected were: J. L. 
Roberts, vice president, and Mrs. Ruth 


Blocher Rearic, R.J., secretary-treasurer. 

The group met in the offices of Mr. 
Henne’s building and worked with all the 
newest gem testing instruments, on a 
group of unknown stones. Mr. Roberts re- 
ported upon his activities and accomplish- 
ments at Resident Class B in New York, 
from which he had just returned. 


q William Waldman will continue to op- 
erate the Broadway Jewelry Mfg. Co., 215 
W. Sth St., Los Angeles, as sole owner, 
since the death of his partner of 27 years, 
Max Baum. 
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FREE TO JEWELERS 


OFFICIALLY 
ADOPTED 
BIRTHSTONE 
LIST AND 
COSTUME 
JEWELRY 
CATALOGUE 


WRITE FOR 
ONE TODAY 


MFEGR. TO RE- 
TATLULER 
SPECIALISTS 
in RHINESTONE 
Jeweled Creations. 
Necklaces, Bracelets, Brooches, Dress Clips, Scatter Pins 
and Earrings (Pierced, screw or clip) Hand made, 
Prong set. 


Pantary of Jewels 


MADE BY ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, New York 7, N. Y. 
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Stone Engravers 
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Braunfeld & Meébienes 
108 Fulton St., New York 7, N. Y. 








SMELTERS & REFINERS 


Specialists in 
Processing Precious Metals 


JOHN STREET REFINING CO., INC. 


REctor 2-0853 


244 WATER ST. NEW YORK 7, N. Y. 




















LOWER PRICES 
BETTER WORKMANSHIP 
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With Quicker Service and Better Workmanship! 
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Repatring of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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is best expressed by the many 

customers who buy our dia- 

monds of the finest make, 

through the mails. 
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580 FIFTH AVENUE NEW YORK 19, N. Y. 


CIRCLE 6-4733 














Timely Religious Jewelry 
for the HOLY YEAR 
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The Time-Honored Know-How of the Ameriean and 
Swiss trained Watchmakers employed in our 
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guarantees you speedy, efficient, inexpensive service. 
All watches, chronographs, automatics, calendars, ete., 
Tested-Timed on Watch Master. Write for free, self-ad- 
dressed shipping labels. Send watches for Free estimate. 


SPECIAL—AIl cases polished without charge. 
We carry a complete line of low priced watches 
and watch bracelets. Request circulars. 
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Service Dept. 5CK, 55 W. 42nd St., New York 18, N. Y. 
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INTERFAITH GROUP LAUNCHES FUND RAISING DRive 





Broadway columnist Ed Sullivan received the brotherhood award at a dinner in his honor 

tendered recently by the Jewelry and Allied Industries Division of the National Conference 

of Christians and Jews. General E. F. Jeffe, vice president, Consolidated Edison Co, 

made the presentation. Others in the picture are: (left) W. Waters Schwab, president, 

J. R. Wood & Sons, Inc., chairman of the Division and (right) Dr. Everett R. Clinchy, 
president, National Conference of Christians and Jews. 


A 24-karat, diamond studded salute to 
brotherhood marked the launching of the 
1950 campaign of the Jewelry and Allied 
Industries Division on behalf of the Na- 
tional Conference of Christians and Jews 
at a dinner recently (Tuesday, March 28) 
in the grand ballroom of the Waldorf- 
Astoria, New York. 


W. Waters Schwab, president of J. R. 
Wood & Sons, Inc., who is serving as 
chairman of the division, presided at the 
colorful event attended by some 800 lead- 
ers in the industry and their guests, many 
of whom are outstanding in New York’s 
civic, welfare and business circles. 

An industry quota of $50,000 has been 
accepted to aid the National Conference 
program of building good will and under- 
standing among Protestants, Catholics and 
Jews, Mr. Schwab announced. 

Opening the meeting, he paid tribute 
to the industry’s support of many civic 
and philanthropic causes. “I am proud of 
the people who make up the jewelry and 
allied industries,” Mr. Schwab stated. “We 
do our share and sometimes a little more,” 
he continued, “for every worthwhile 
philanthropy.” 

The affair was also a testimonial to Ed 
Sullivan, well-known Broadway columnist, 
whose syndicated column has carried his 
humanitarian views from coast-to-coast in 
this country. The guest of honor was also 
extolled for his active support of 30 chari- 
table appeals, for bringing the idea of 
brotherhood into his television program 
and as a man “who not only talks brother- 
hood but lives it.” 

Climaxing the dinner program, a silver 
plaque was awarded by the Jewelry Divi- 
sion to the guest of honor inscribed “for 
distinguished civic service.” 

An entertainment program concluded the 


evening, featuring Jack Carter, emcee; 
Frank Sinatra, radio and _ screen star; 


Monica Lewis, vocalist, and Paul Winchell, 
ventriloquist. 
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Swartzendruber and Hogg 
Address lowa Guild Meeting 


G. Y. Swartzendruber, president of the 
United Horological Association of America, 
and George T. Hogg, president of the 
Horological Association of Towa, were 
guest speakers at the March 15th meeting 
of the Southwest Iowa Horological Guild, 
held at Red Oak, Iowa. 

In their talks, they stressed the benefits 
to be derived from membership in national 
and state watchmaker associations as well 
as local horological guilds. They also dis- 
cussed the lowa watchmaker licensing law 
and its importance, and the need for 
greater unity among watchmakers. 

Clare H. Horning, president of the guild, 
presided at the meeting and reported that 
membership in the guild is growing 
rapidly. 








Learn WATCHMAKING 
JEWELRY REPAIR 
ENGRAVING 


Prepare NOW! Our Master Course 
covers everything needed for high- 
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Latest equipment makes learning 4 
pleasure. High percentage of gradu- 
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available. (Schools in Warren, O., 
and P’gh, Pa.). Catalog FREE. 
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TOPFLIGHT seats - saankers 
Self-adhesive cellophane printed 


to your order. Colorful, easy to 
use. Write for full information. 


TOPFLIGHT TAPE CO. — YORK. PA. 
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Strauss to Address | 


ASTE Chapter 

Harry L. Strauss, ie. of the National | 
Diamond Laboratory, New York, is sched- | 
uled to discuss industrial diamonds ~ and | 
diamond tools with the Williamsport Chap- | 
ter of the American Society of Tool En- | 


gineers on May 8. 


Mr. Strauss’s talk will include discus- 


sions on stock piling of strategic min- 
erals, methods of purchase and details of 
end use. Another highlight of the evening 
will be the speaker’s discussion of his 
proposed attempt at standardization of 
industrial diamonds to be published in 


the ASTE Bulletin. 
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Gathering for their 47th annual beef- 
steak dinner, members of the Twenty-Four 
Karat Club of the City of New York as- 
sembled at the Hotel Warwick, in New 
York, on the evening of Thursday, March 
30th. 

The evening was purely one of social 
festivities with no speeches except a few 
brief remarks of welcome by President 
August O. Packer. 

The first item on the evening’s agenda 


RAISE CASH 
IMMEDIATELY 


Louis COLMES 
The 

















No Sale 


Too Large 


No Sale 
Too Small 


Entire Jewelry 
Stores Bought 
for Cash 





We have conducted sales for 
leading jewelers of America 


20 years of concentrated experience 


in this field. 
Bank and Trade References Supplied 


Correspondence strictly confidential. Our 
successful methods of conducting sales have 
proved that when the auction is over you 
will have the good will of the people in 
your entire community, and your business 
will be permanently increased. 


LOUIS COLMES 
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TRADE NOTABLES ATTEND 24-K BEEFSTEAK DINNER 








‘ i. , 
| was a regular membership meeting which 


preceded the dinner. Upon its completion, 
members assembled in the Pine Room for 
a cocktail party and after renewing old 
acquaintances entered the banquet hall 
where the feast was spread. 

As usual, the dinner was followed by 
an entertaining floor show thoroughly en- 
joyed by the diners. 

Julius Kaufman headed the entertain- 
ment committee and was extended a rising 
vote of thanks. 





Rolex Sets New Record 
In Swiss Precision Tests 


Rene Dentan, vice-president of the 
American Rolex Watch Corp., New York 
City, announced recently that the high- 
est accuracy rating ever achieved by a 
wrist chronometer (diameter not more 
than 30 mm) has been established by a 
Rolex watch. This was the result of ex- 
haustive precision tests conducted through- 
out 1949 at the official Swiss government 
observatory in Geneva, Switzerland. 

Running through all of 1949 and in com- 
petition with units from all leading Swiss 
watch makers, the movements were tested 
for accuracy and precision by a_ highly 
technical series of computations which 
proved Rolex to be the most accurate. 

The report on the competition was re- 
ceived at the Rolex factory in Geneva 
from the Swiss government observatory 
and was also recognized officially by the 
famous and equally important Kew Ob- 
servatory at Teddington, England. 


This is the second year in succession 
Rolex has received similar honors since | 
the Kew Observatory also nominated 


Rolex the previous year. 





Kunda Buys Milwaukee Store 


John J. Kunda has bought out the 
jewelry store formerly owned by his em- 
ployer, Henry E. Nehmer, who recently 
retired due to ill health. The new firm, 
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No doubt you have been 
hearing a great deal about 
the new miracle ‘man- 
made” gem... “Synthetic 
Rutile,”’ also referred to as 
“Titania.” It is truly an 
amazing gem, offering the 
wide-awake jeweler unlim- 
ited possibilities. 

This new gem is in a class 
by itself and not intended 
to take the place of a dia- 
mond, nor to act as a substi- 
tute for or imitation of a 
diamond. However, in com- 
paring “Rutile” with a dia- 
mond, we find that in some 
respects this new gem sur- 
passes the diamond. 
‘Rutile’ has much more 
brilliancy than a diamond, 
is clear in color, with a 
slight yellowish tint. 

The remarkable properties 
from the Jeweler’s stand- 
point are that this gem has 
a very high refractive in- 
dex and a tremendous dis- 
persion. The refractive in- 
dex is between 2.62 and 
2.90 as compared to the 
diamond’s 2.42. 

The best cut isa full faceted, 
brilliant cut round stone. 
When setting, take special 
care as the hardness is 7. 
Yellow gold prong settings 
are preferable, as they are 
softer and the yellow color 
will accentuate the white 
highlights in the stone. 


Samples on Request 


HENRY 


LAPIDARY;, INC. 








LOOWEST 43° ST 
NEW YORK 10.N.-Y. PHONE -RRYANT 9-247 


located at 2815 North 3rd St. in Milwau- 


Phone: BU 4-4698 kee. Wis.. is to be called Kunda’s Jewelers. 

















| 185 Erasmus St., Brooklyn 26, N. Y. 
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THESE RINGS 


“eof Selling 


OVER AND OVER AGAIN 














GUARD RINGS. Sterling silver or 
yellow gold-filled with square imita- 
tion ruby, sapphire, emerald or crystal 
stones. 


To retail @ $2.95 each. 




















FRIENDSHIP RINGS, in heavy yellow 
gold-filled. Variety of design to suit 
everyone. Hand-Chased. 
To retail @ $1.95 each. 
In Sterling—to retail @ $1.00 each. 

















QUEEN SIZE FRIENDSHIP RINGS. 
The wide bold look, beautifully execu- 
ted in yellow gold-filled or Sterling 
Silver. Hand-Chased. 

To retail @ $1.95 each. 


J. D. SCHLANG CO. 


305 EAST 46th ST., NEW YORK 17, N.Y. 


Through Wholesalers Only 
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NEW ANESTHETIC AIDS CULTURED PEARL GROWERs 





Joe Goldstone, president of the Imperial Pearl Syndicate, recently introduced his new 
patented anesthetic to the Japanese Pearl Guild which controls 60 per cent of the pearl 
grown in Japan. The Guild will have exclusive use of this new anesthetic which, it is claimed, 
will reduce the mortality rate of the pearl bearing oyster from 60 per cent to 10 per cent, 
After being immersed in the new anesthetic for only a few hours, the oysters can then be 
easily opened. Skilled surgeons then insert small mother of pearl pellets in the oysters 
marking the beginning of the lengthy process involved in the growing of cultured pearls, 





The new Imperial Pearl anesthetic being 
used by a surgeon to remove the pearl 
after seven years growth. 





Krandall Appoints Gaynes 


Boris Gaynes has been appointed gen- 
eral manager of Sidney Krandall & Sons, 
jewelers of Detroit, Mich., in conjunction 
with the expansion of the firm’s diamond 
department, and the recent addition of an 
antique gallery. 





Round Discontinues Business 
After 59 Years in Trade 


John J. Round, well known Boston 
jeweler and practically a life-long resident 
and benefactor of Wakefield, Mass., has 
discontinued his Boston business. The 
firm, which he inherited and to which he 
has devoted an average lifetime, was 
founded in 1880 by his father, the late 
Joseph H. Round. 

Mr. Round entered his father’s employ 
in 1891 and soon became a partner. His 
father died in 1899, leaving Mr. Round the 
sole proprietor of the business. He has 
continued in the business since that time, 
retaining the firm name of J. S. Round & 
Co. Originally it was a general merchan- 
dise business, but Mr. Round closed out 


| 











his other lines and specialized in jewelry. 
The present store has been located at 734 
Washington St., Boston, for more than 42 
years, in a building owned by Mr. Round. 
He is presently confining most of his 
business activities to his home and at the 
same time is obtaining a well-earned rest. 














SALESMAN 
PAKULA & CO. 


Wholesale Jewelers 


5 N. Wabash Ave., Chicago, Ill. 


2 Established Territories 
Now Open 


@ A 2-state Wisconsin-Min- 


nesota territory open. 


@ A 3-state Kansas-Okla- 
homa-Arkansas _ territory 
open. 


@ Preference to experienced 
road salesman whose 
home is in the territory. 


@ Give full details in letter 
—write attention of Sales- 
manager. 
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printer's Ink Publicizes 
House Beautiful Merchandising 


A recent issue of Printer’s Ink maga- 
zine, devoted a third of a page to the new 
pre-merchandising plan of House Beauti- 
ful magazine. The article outlined how 
“beginning with the May issue, House 
Beautiful will use multiple-page insertions 
once a month in Retailing Daily, American 
Builder and JeWELERS’ CrircULAR-KEy- 
STONE in a new method of pre-merchandis- 
ing its advertising and editorial content 
to the retail trades. Insertions will vary 
from two to five pages, depending upon 
the issue being merchandised. It is es- 
timated that they will reach 94,282 per- 
sons in retail and allied trades, 7,774 job- 
bers, wholesalers and distributors and 
11,204 manufacturers and commercial or- 
ganizations. 

“Fach of the inserts, according to Cort 
N. Palmer, sales promotion director, will 
contain: (1) a digest of forthcoming 
editorial material pertaining to the par- 
ticular trade being reached in each pub- 
lication. This will also contain specific 
suggestions as to how these editorial ar- 
ticles can be built into a retail promotion. 
Specific commercial credits will also be 
given; (2) an Advertisers’ Bulletin Board 
which will list all advertisers in the forth- 
coming issue. The magazine will also in- 
clude a 50-word blurb in this listing, pro- 
vided the blurb is furnished by the 
advertiser or his agency by the 15th of 
the second month preceding the date of 
issue. 

“These advertisements are scheduled to 
reach the retailer on or about the first of 
the month preceding House Beautiful’s 
date of issue.” 

Reprints of the jewelry merchandise ads 
attractively mounted for use by jewelers 
in window and store are being made avail- 
able to jewelers who request them, at no 
cost by House Beautiful magazine. 


Minnesota Watchmakers Elect 
Kellenberger President 


E. A. Kellenberger, of Morris, was 
elected president of the Minnesota Watch- 
makers Association at the annual conven- 
tion of the organization held at the Nicol- 
let Hotel, Minneapolis, March 12th. 

Others elected were: L. J. Gish, Vir- 
ginia, vice president; L. E. Dewey, Minne- 
apolis, who was re-elected secretary, and 
Herbert Witte, St. Paul, re-elected as 
treasurer. 

Named to the board of directors were 
J. Arnold Johnson, Duluth; Frederick M. 
Goers, Albert Lea; Clem Hillig, Redwood 
Falls, and V. J. Erickson, Ortonville. 





Owens Joins Midhurst importing 


Jim Owens is now associated with Mid- 
hurst Importing Corp., 129 Fifth Ave., 
New York, distributors of Booths, Col- 
cloughs, and Royal York, to handle special 
assignments under the direct supervision 
of Jonathan Higgins. 

Mr. Owens was formerly with Winfield 
China and prior to that was china and 
glassware huyer at Famous Barr Co., St. 


Louis, Mo. 
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Set Father's Day Luncheon Date 


The Father’s Day Council has announced 
that the great inter-industry annual award 
luncheon will be held on Thursday, May 
25th in the Grand Ballroom of the Waldorf- 
Astoria Hotel in New York. 





American Watch Assemblers 
Re-elect Katz President 


Benjamin S. Katz of the Gruen Watch 
Co. was re-elected president of the Ameri- 
can Watch Assemblers Association at the 
17th annual dinner meeting of the organi- 
zation held in New York on March 29th. 


BENJAMIN S. 
KATZ 


President, 
American Watch 
Assemblers 
Association 





Other officers re-elected were: Roland 
Gsell, first vice president; A. I. Parker, 
second vice president, and Morris Hoff- 
man, secretary. Gaston Ditesheim was 




















DEPENDABLE 
REPAIR 
SERVICE 


24 to 48 Hours Service 


The most completely equipped Trade 
Shop in the United States with facilities 
to handle all types of repairs including 
the following: 


e WATCHES & JEWELRY 

2° FOUNTAIN PENS 

e CIGARETTE LIGHTERS 
Also 


ENGRAVING—STONE SETTING 
PLATING—LAPPING 

PEARL RESTRINGING 

PICTURE ENGRAVING 

WATCH CRYSTAL FITTING 
SPECIAL ORDER WORK 


All Watches timed by “Watch Master” 
with dependable accuracy. Com- 
plete Insurance Coverage. 


Dependable Jewelers 
652 Newark Avenue 








elected treasurer to succeed the late L. A. ‘ 
Schwob. William H. Fox is executive Jersey City New Jersey 
secretary of the association. 
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Dixon Graphite crucibles 
are standard for melting 
gold, silver and all non- 
ferrous metals. 


We recommend 


DIXON CRUCIBLES fo 


MELTING 
REFINING 


PRECIOUS METALS 


Large stocks maintained 
of Dixon Graphite cru- 
cibles, 
crucibles, round and trian- 
gular in all standard sizes. 
Immediate delivery. 


Dixon J-50 sand 


Complete jewelry casting 
and melting equipment 
and supplies. 


Alexander Saunders & Co. 


Precision Casting Equipment and Supplies 
95 Bedford Street @ WA 4-8880 @ New York 14, N. Y. 
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REPAIRS and PLATING 
in GOLD and SILVER 


31 Years of Continuous 
Service to the Trade 


7334 trom 
/ Coast 
aj lite 

ee | Coast 






(Before) 





vane 


Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 


17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 

















The Best Place To Buy... 
Black Forest 


CUCKOO CLOCKS 
and Parts 


Cuckoo Clocks, best 
quality movements, 
strike half and full 
hour with a gong. 


Wholesale prices. 


$13.95 

up 

All sizes of clocks. 
Ask for Price List 11 


F. KAUFFMANN, Importer 


PORT JEFFERSON, N. Y. Tel. 1011 

















#11J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
6 eka oe ae ae $7 K 
#22J Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green ......... $11 
#353 — Genuine Calf Leather 
with gold tooled border, Black, 
Brown, Tan, Red and Light 
PEST $13 K 
233” and 25%” for Swiss and 
fm Waltham. Immediate Delivery. 
PARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 


TRAVELING CLOCK CASES 








WATCH MATERIALS— 


Parts for all makes of 
Swiss & American watches 


Prompt mail service 
Write for Price List C 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. Y. 
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~Members of Massachusetts-R.!. RJA 
Elect Cotter President at 35th Convention 





Included in the head table line-up at the 35th annual 


convention of the Massachusets- 


Rhode Island RJA were: Upper left hand corner, John McManemin, field merchandising 
coordinator, The Watchmakers of Switzerland; Mrs. David Robertson; David Robertson, 
association secretary; Mrs. Robert Brennan; Robert Brennan, president of the Diamond 
Peacock Club; Mrs. John Peterson, and John Peterson, retiring president of the associa- 
tion. Upper right hand corner, |. to r.: Allen Davidson, president, Boston Jewelers Club: 
Mrs. Arthur G. Mathews; Arthur G. Mathews, promotion manager, Jewelry Industry Council, 
and Everett Hardy, D. C. Percival & Co., Inc. Lower left hand corner, |. to r.: Mrs. Robert 
Abbott; Robert Abbott, former president of the association; Charles T. Evans, secretary, 
American National Retail Jewelers Association; Mrs. C. Edward Cotter; C. Edward Cotter, 
newly elected president of the association; Mrs. Frederic W. Bird, and Frederic W. Bird, 


association treasurer. 


Lower right hand corner, |. to r.: Mrs. Harold Partridge; Harold 


Partridge, former president of the association; Mrs. Douglas Nathan, and Douglas Nathan, 
director of the association. 


Nearly 400 members and guests attended 
the 35th annual convention and dinner 
of the Massachusetts & Rhode Island Re- 
tail Jewelers Association at the Parker 
House on April 12. In welcoming the 
members, John H. Peterson, president, 
told of a busy year’s activities. 


During the afternoon, speakers at the 
business meetings included Arthur G. 
Mathews, who talked on the “Jewelry In- 
dustry Council”; Kevin McLoughlin of 
the Frank W. Smith Co., who discussed 
“Silverware”; Philip Nutting of Holiday 
Magazine, whose subject was “New Di- 
mensions in Selling’; Miss Marjorie H. 
Bradford of the Dennison Manufacturing 
Co., who spoke on “Gift Wrapping”; John 
McManemin, who discussed the “Swiss 
Federation of Watchmakers”’; Everett 
Hardy, of the D. C. Percival Co., who 
spoke on “Diamonds, the Eternal Gem”; 
and Charles T. Evans and Robert Abbott, 
who discussed the ANRJA. 


The election of officers resulted in the 
presidency of the association going to C. 
Edward Cotter of Prince-Cotter Co., 
Lowell. Leland Knowlton of Worcester, a 
director, was named as first vice-president; 
William Shreve, of Shreve, Crump & Low, 
Boston, was named second vice-president; 
Frederic W. Bird was re-elected treasurer, 
and David A. Robertson of Framingham, 
Mass., was re-elected secretary. 


The following were named as directors: 


Douglas Nathan, of S. M. Nathan Co. 
Fitchburg; Ellsworth W. Read, Boston; 
E. F. Scannell, Lawrence; Forrest David- 
son, Boston: J. H. Coutu, Providence; 
Cyrus J. Gidley, New Bedford; L. Blaine 
Libbey, Milford; Harold Partridge, Bos- 
ton; Robert A. Abbott, Lowell; and Clar- 
ence B. Lund, Boston. 

Scores of beautiful door prizes were dis- 
tributed during the dinner. which was fol- 
lowed by several outstanding entertain- 
ment numbers. John Peterson, retiring 
president, was presented with a_ suitably 
engraved pocket watch, with Robert Ab- 
bott making the presentation on behalf of 
the officers. 











Auralloy® *covp°atoy. 


Outwears any gold finish with 
Comparable Gold Content 
Insist on Auralloy Finish for Your Plated Products 


PLATERS RESEARCH CORP. 
59 East 4th St. New York 3, N. Y. 
* Registered, Proc. Pat. Pending 




















NEW CASTLE JEWELERS’ TRAINING SCHOOL, Inc. 
Dept. JC 50—226 Pearson St., New Castle, Pa. 
Offering Progressive Courses in— 
Jewelry Manufacturing & Repair, Diamond & Stone 
Setting, Engraving, Watchmaking & Repairing 
Approved for G.I. Training 
Write now for free descriptive literature 
PREPARE TODAY FOR A SECURE TOMORROW 
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Obituaries 


Louis F. EARLE, a master designer for 
Byard F. Brogan, manufacturer of plat- 
‘num and gold mountings, Philadelphia, 
Pa., died March 19th after a brief illness. 
Mr. Earle, a veteran of over 50 years in 
the jewelry industry, studied art at the 
Philadelphia Museum of Fine Art and 
also at schools in France and Germany 
during the early part of the century. He 
<erved his apprenticeship as designer with 
the Simons Bros. Co., Philadelphia, and 
entered the employ of Byard F. Brogan 
in July, 1920, where he served faithfully 
until the week before his death. He is 
survived by his two daughters. 

Henry HartMAN, 96, Wapakoneta, O., 
who had been identified with the retail 
jewelry business for 74 years, died March 
90 in St. Rita Hospital, Lima, O., after 
having sustained a broken hip a week 
earlier in his home. A native of Wapa- 
koneta, he had learned the jewelry and 
watch repairing business in Pomeroy, O., 
and since then had operated stores in 
Wapakoneta and various other cities. He 
was credited with having been one of the 
finest watch repairmen in the mid-west. 
Survivors include two sons, a daughter 
and a half brother. 

WittiamM F. HeEtnen, 82, Cincinnati, O., 
who retired three years ago after having 
been a jewelry designer and engraver for 
more than 50 years, died March 11, follow- 
ing an illness of several months. A native 
of Cincinnati, he learned his trade at the 
Cincinnati Art Academy, and for 49 years 
was employed by the Joseph Noterman and 
Sons Co., which went out of business in 
1930. He then was associated with Henry 
Poppelmeyer until his retirement. Mr. 
Heinen’s wife died in 1933, and survivors 
include a son and a brother. 

Lou I. Herman, 45, of Houston, Texas, 
sales representative of the Gruen Watch 
Co., died suddenly on Friday, April 14th 
in Tyler, Texas. Herman, regarded as 


LOU |. 
HERMAN 


one of the finest jewelry salesmen in the 
United States, earned Gruen’s most out- 
standing sales record in 1949. He is sur- 
vived by his widow and three children. 

Sicmunp B. Hinptey, 51, dealer in 
precious stones at 50 West 47th St., New 
York, died April 12th. Surviving are his 
widow and two sisters. 

Atpert H. Rover, 74, proprietor of a 
retail jewelry store in Lockland, O., a 
Cincinnati suburb. for 50 years until his 
retirement six months ago. died March 18 
in Bethesda Hospital after a month's 
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illness. Member of a pioneer Lockland 
family, Mr. Rolef had lived all his life 
on Rolef St.. which was named for his 
family. He was a member of the Masons 
and Eagles, and a director of the First 
National Bank of Lockland. He had never 
married and leaves no immediate relatives. 
Under the terms of Mr. Rolef’s will, his 
estate of more than $90,000 is to be dis- 
tributed among 31 fraternal and charitable 
organizations. 
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Hochman Made Bulova S. M. 


John H. Ballard, president of the Bulova 
Watch Co., recently announced the ap- 
pointment of Emanuel Hochman as sales 
manager serving with Samuel P. Epstein, 
executive vice president in charge of sales. 


EMANUEL 
HOCHMAN 


Newly 
Appointed 
Bulova 
Sales Manager 





Mr. Hochman, who has been with Bulova 
for twenty-four years, was _ previously 
salesman for the Mid-Western territory. 














14 kt. Gold & Platinum 


Cigarette Cases 


Powder Boxes Lipsticks 
Bracelets Rings 
Brooches Clips 
Earrings Cuff Links 


Necklace Clasps 


GUTENSTEIN BROTHERS 
18 East 53rd Street 
NEW YORK, N. Y. 


Pacific Coast: Hubert A. Wood 
649 So. Olive St., Los Angeles, Cal. 

















HY-4 HY-! HY-5 


O. M. RESEN 





The HOLY YEAR RING Series 


HY-3 





SOLD THROUGH WHOLESALERS ONLY 


Manufacturer of RINGS OF ROYALTY 
62 W. 47th St., New York 19, N. Y. 


Another 
O,iginal 
by, Resen 


Our Holy Year rings have 
met with enthusiastic approval 
and have received widespread 
acclaim from the nation’s 
press as the “Rings of the 
Year.” 


The Holy Year rings are made 
of 14K yellow gold featuring 
brilliant white palladium 
hand-carved crosses symboliz- 
ing the sacrament of mar- 
riage. They will be the choice 
of lucky brides privileged to 
wed during the Holy Year. 
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GRAN 
AY O29) AY Te ONE ORS 
AND BUTTONS 


Three new Masonic items of fine 
design and workmanship that will add 
eye appeal to your emblem display for 
quick turnover. 


#1652-22nd DEGREE RING, in 10K 
or 14K gold, rhodium plated, hand 
chased, and shanks with any combina- 
tion of emblems, but without the usual 
‘special order’ cost. 


#746-SHRINE BUTTON set with 
synthetic ruby scimitar, furnished in 
palladium or platinum. 


#734-SHRINE BUTTON, red enamel 
fez, furnished in 10 K or 14K yellow gold. 


Ask our representative to show you the 
complete “GRAN” line of fine emblem 
and diamond mounted jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 4, Ind. 




















WINDOW 


CALENDAR WATCH 


Jeweled Movement itr CHANGES 





Sweep Hand 
8 15 J Dy Ss 
GROSS 
LOTS 
Lots of 60......... $3.85 
Lots of 12......... 3.95 
ee ee ae 4.05 


Orders for less than 
$1.50 extra ea. 

Available with 4 imi- 

tation rubies and 8 im- 

itation diamonds $1.00 extra. 

Send for price list of Chronographs, Shock 

' proof watches and other low priced watches. 


SARO WATCH oept. F 


1674 Broadway, New York 19, N. Y. 
Phone: LUxemburg 2-3207 


le 














HONG KONG 


EXPANSION WATCH BANDS 


MFD. BY HOWE TACK TRADING CO. 
BOX NO. 2293, HONG KONG 


eels 


Rep. SAM YEUNG CO. 


120 Wall Street New York 5, WN. Y. 


216 








OVER 600 ATTEND GALA DIAMOND PEACOCK BANQuer 





Seated at the head table at the fifth annual dinner-dance of the Diamond Peacock Club 

were: Upper left hand corner, |. to r.: Mrs. George Bassett; Edgar Baker, president 

New England Manufacturing Jewelers’ and Silversmiths’ Association; Mrs. Lester Morse, 

Lester Morse, president, Jewelers Board of Trade, and Mrs. August O. Packer. Upper 

right hand corner, |. to r.: August O. Packer, president, 24-Karat Club of the City of 

New York: Mrs. Robert L. Brennan; Robert L. Brennan, president of the Diamond Peacock 
Club, and Mrs. Allen Davidson. 


One of the most exciting and busy weeks 
in New England jewelry-circle history 
wound up in a blaze of colorful glory as 
the young but rapidly growing Diamond 
Peacock Club held its fifth annual din- 
ner dance at the Hotel Somerset, Boston, 
on April 15. Earlier in the week, the 
members of the Boston Jewelers Bowling 
League had staged a roll-off game to break 
the existing tie, and members of the Mas- 
sachusetts and Rhode Island Jewelers 


Association had held their 35th annual 
convention and banquet at the Parker 
House. 

Six hundred members and guests at- 


tended the Diamond Peacock dinner, the 
largest gathering of the five-year-old club 
of manufacturing, wholesale, and _ retail 
jewelers, many charter members of which 
recalled the first dinner-dance when it 
was necessary to roll in tubs of potted 
palms to fill the Somerset ballroom. This 
year, there was no room for dancing until 
tables had been cleared after the banquet. 

Listed in the colorful program as “Our 
Honored Crown Jewels.” were Mr. and 
Mrs. Allen Davidson, the former the presi- 
dent of the Boston Jewelers Club; Mr. 
and Mrs. Louis LeMay, president of New 





Mrs. August O. Packer, wife of the presi- 
dent of the 24-Karat Club of the City of 
New York, (right) receives her souvenir 
from Harold W. Barry, chairman of the 
club's dinner-dance committee. 














Other head table guests at the dinner. 
dance included, |. to r.: Allen Davidson, 
president of the Boston Jewelers Club; Mrs. 
Louis LeMay; Louis LeMay, president, New 
Hampshire Retail Jewelers Association, 


Mrs. Edward C. Cotter, and Edward C., 


Cotter, president, Massachusetts and 
Rhode Island Retail Jewelers Association. 
Hampshire Retail Jewelers Association; 


Mr. and Mrs. August Packer, president, 
24-Karat Club of New York City; Edgar 
Baker, president, New England Manufac- 
turing Jewelers’ and Silversmiths’ Associa 
tion, Inc.; Mr. and Mrs. Lester Morse, 
president, Jewelers Board of Trade; and 
Mr. and Mrs. E. C. Cotter, president, Mas- 
sachuetts and Rhode Island Retail Jewel- 
ers Association. Seating arrangements for 
all members and guests were under the 
heading, “Settings for Our Precious 
Jewels.” 

The 300 women guests were each pre 
sented with an Evans Carry-All fitted com- 
pact and cigarette case, the presentation 
being made by Ted Bishop, former ams- 
teur golf champion and now vice-president 
of the Evans Case Co., Attleboro, Mass. 
Also noted among the many guests was 
Red Sox catcher George (Birdie) Teb- 
betts, and his fiancee, Miss Mary Hart- 
nett, of Burlington, Vt., who had earlier 
in the day announced their engagement. 

Robert L. Brennan, of the Speidel 
Corp., president of the Diamond Peacock 
Club, presided, and John F. McNamara, 
retiring president, was presented with 4 
suitably engraved pocket watch in appre 
ciation of his services. Other officers pres 
ent included William M. Selberg of the 
Elgin National Watch Co., vice-president; 
David C. Percival, Jr., of D. C. Percival 
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e Recover Valuable Dust 


Co., treasurer; and Bertil E. Dehlin, of 
Handy & Harman, Inc., secretary. 

The dance committee was chairmanned 
by Harold W. Barry, president of Barry & 
Epstein, Washington Building. In addi- 
tion to the gifts for the ladies, each gentle- 
man was presented with a gold pencil, 
and each lady also found a bottle of choice 
perfume beside her place card. 





withers Elected President 
Of Towle Manufacturing Co. 


Charles C. Withers vas elected presi- 
dent of the Towle Mfg. Co., Newburyport, 
Mass., at a meeting of the board of di- 
rectors held on February 15. Mr. Withers 
succeeds W. A. Kinsman, who expressed 
a desire to retire as president of the com- 
pany and was accordingly elected chair- 
man of the board. 


CHARLES C. 
WITHERS 


New President 
Towle Mfg. 
Company 





Mr. Kinsman joined Towle as general 
manager on July 1, 1914, and was elected 


An Investment Opportunity 
You Should Not Overlook 










¢ Speed Up Polishing Jobs & | 
¢ Protect Employee’s Health | 


See ae 


PUT THIS UNIT TO WORK FOR YOU 


The LEIMAN BROS. MODEL A POLISH- 
ING DUST COLLECTOR takes up only 2’ 
x 4’ floor space yet it is big enough to handle 
two 8” wheels or buffs (or smaller) at the 
same time, operating at 3000 R.P.M. Grind or 
polish =~. either operation is SAFE because 
dangerous metallic dust is collected in cloth 
bags under the bench. Irritating metallic dust 
cannot get into your operator's lungs. Com- 
pactly and sturdily built to last a lifetime. 
Moderately priced. Write for catalog 275-G 
LEIMAN BROS., INC. 146-181 Christie St., 
Newark 5, N. J. 
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president in 1928. As chairman, Mr. Kins- 
man will continue his interest in the com- 
pany and have an office at the factory. 

Mr. Withers joined the company Feb- 
ruary 15, 1936, and was elected assistant 
treasurer in 1940. In 1946 he was elected 
vice president and assistant general man- 
ager and the following year was appointed 
general manager. 

In addition to Mr. Kinsman as chair- 
man and Mr. Withers as president, the 
board re-elected Elliot P. Knight as vice 
chairman and re-elected as vice presidents 
Harold E. Nock, John S. O’Connell, and 
Howard O. Woods. 

As members of the executive committee 
of the board, the directors elected Messrs. 
Kinsman, Knight, and Benjamin F. Sar- 
gent, Jr. 





Hartwell Jewelry Company 
Observes 50th Anniversary 


The Hartwell Jewelry Co., 130 W. Main 
St., Oklahoma City, Okla., is currently 
celebrating its golden anniversary, accord- 
ing to Charles Thornton, store manager. 

The store was opened in 1900, when 
Oklahoma was still a territory. Early-day 
items handled by Hartwell’s included ster- 
ling silver shoe hooks (for 50 cents) and 
gold plated hair pins (at five cents a 
dozen). The store has been at its present 
location since October, 1937. 


PRIZE WINNER 


A Lady Hamilton diamond-set watch 
was presented to Miss Anne Pinkney, 
Trinidad (Colorado) high school senior, 
who was one of four national winners in 
the third annual voice of democracy con- 
test. Miss Pinkney’s Hamilton was pre- 
sented to her at a special school assembly 
welcoming her back from a trip to 
Washington. 








Miss Anne Pinkney, one of four national 
winners in the third annual Voice of De- 
mocracy contest, received a Lady Hamilton 
watch from E. M. Bell, president, Trinidad- 
Las Animas County Chamber of Commerce. 


Four high school students won this na- 
tional contest against a million contestants 
by writing and speaking the best broad- 
cast scripts on the subject, “I Speak for 
Democracy.” The winning contestants were 
awarded a trip to Washington, D. C., and 
a $500 college scholarship. 

Miss Pinkney’s Lady Hamilton was ob- 
tained through Martin Jewelers, Inc., 


Trinidad, Colo. 











The LADIES Love ‘em! 
EVERYBODY Loves ‘em! 


MINIATURE ANTIQUES 
the 


CHIPPENDALE 
Grandfather 


By HADDON 


From an original hand carving 
of the Chippendale Period in- 
corporating an actual swinging 
pendulum. This is a jewelry 
item you can sell with pride 
and confidence in its 
beauty and fine me- 
chanical precision. 
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Operates on 
110 Vol# 60 cycle 
A.C. Current. 


Consumers price 
$14.95 


Keystone list 
$17.94 


Dimensions 
161/2"" high 
6/2'" wide 
32'' deep 


Model 
#10 


This traditional clock has a 
definite air of permanence and 
elegance, truly of heirloom 
quality, with careful attention 
to detail and bold relief. Fin- 
ished in Mahogany, Walnut, or 
Antique Ivory, with metal 
etched dial. 






See your 
jobber 
or write, 


4 ADDON PRODUCTS INC. 
Main Office & Factory 


2066 So. Canalport Ave., Chicago, Ill. 


Write for brochure of other 
famous Haddon Action Originals. 


The Ranch’O and Teeter Totter 





217 














HOT DOLLAR ITEM! 


Fast Moving! 
... Traffic Item! 


Sterling Silver 


HAND MADE 


SUGAR TONG 


BON-BON 
Ideal for Brides, 


Anniversaries, 
Hostesses, Home. 


YOUR COST 60c 
$7.20 A DOZEN 
1 DOZEN MINIMUM 





109 Central Ave., 
Lynn, Mass. 





HENRY MARSHALL CO. 

















THE 


Qisher SPORTS LINE 
CHARMS AND MEDALS 


oO 
ALL EVENTS 
— 7O YEARS OF 


QUALITY AND SERVICE 
THROUGH THE WHOLESALER 








SPORTS CATALOG ON REQUEST 
Aw ——~ 3. M. 


MANUFACTURING JEWELER 
BOX 60, ATTLEBORO, MASSACHUSETTS 





FISHER COMPANY 











Fine STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 


O. 





o_. 
Sold onlv direct to Retailers 


BOSTON, MASS. 





WELLS MFG. CO., ATTLEBORO, MASS. 














NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











““ENGRAVING 
of the Better Grade” 


WEIss & HAuUcK 


LU. 2-1916 
10 W. 47TH ST. NEW YORK 19, N. Y. 
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LOOKING CALL ON 
FOR AN ED FREED’S 
ADVERTISING THEY KNOW 
AGENCY ? ADVERTISING 
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q Diamonds will be the stellar attraction 
on the telecast which is scheduled to 
take place over radio station WBZ-TV of 
Boston, on May 27 at 6 p.m., when H. P. 
Zeininger of 811 Washington Building, 
will appear on Ruth Ley’s program of 
“Interesting People.” By means of the 
Zeininger Diamond Magnascope, developed 
by Mr. Zeininger, it will be possible to 
show the diamonds on _ full television 
screen size, tremendously magnified, and 
giving a fine opportunity to note the vari- 
ous flaws and the differences between old 
and new cutting styles. During the tele- 
vision showing, Mr. Zeininger will de- 
scribe the various diamonds. 

q At press time, the most important forth- 
coming social event on the memos of 
greater Boston jewelers was the annual 
banquet of the Boston Jewelers Bowling 
League, scheduled to be held at the Par- 
ker House on April 22. More about this 
in next issue. The bowling season wound 
up this year with another tie, as was the 
case a year ago, and with one of the same 
teams, Thomas Long & Co., tied again, 
this time with the Mahar & Engstrom team. 
The roll-off was played on April 11, with 
the pinfall decision going to Mahar & 
Engstrom, whose total of 1495 exceeded 
that of Thomas Long Company’s total of 
1455. The League has played this past 
year on the Commonwealth Alleys, but 
plans are under way to change location 
another year. The M. & E. winning team 


comprised George Mullin. Ben Rubin, 
Henry McGrath, Elliott Engstrom, and 


Harry Solomon. 

q Robert M. Gauld, who for five years 
was associated with Thomas Long Co., 
Inc., Boston, has opened a retail jewelry 
store in So. Weymouth, Mass. Assisting 
Mr. Gauld in the store is Al Racine, a 
watchmaker with 16 years’ experience. 

q Jewelry-circle social and business events 
moved so swiftly during the week of April 
10, that it was necessary for the Smith- 
Patterson Co. to hold its annual meeting 
of the employees’ “Maximus Club” on the 
same night as the Diamond Peacock Club 
dinner-dance. Between 40 and 50 of the 
older employees of Smith-Patterson gath- 
ered for a testimonial dinner at the Hotel 
Touraine to honor William R. Tuttle, of 
the diamond department, who has com- 
pleted 50 years’ service with the firm. 
Among those present were ten employees 
of the “25-years-or-more” group, includ- 
ing a number of charter members of the 
Maximus Club. Frank M. Libbey. general 
manager of the Smith-Patterson Co., made 
the presentation to Mr. Tuttle in whose 
honor the dinner meeting was held. 

q Still another activity originally sched- 
uled for that busy week of April 10 had 
to be postponed, and the April meeting 
of the New England Guild of the Ameri- 
can Gem Society was advanced to April 
27-—a meeting which promised to be one 


NEW ENGLAND 





| of the best of the year. A report of the 
happenings at the Detroit Conclave Was 
to be given, and “Diamonds—Coloy and 
Imperfection Grading, etc., was to be coy. 
ered by several certified gemologists, Lab. 
oratory work was to be made available, 
too. 

q The quarters of William J. Murray and 
John K. S. Mills, 901 Jewelers Building, 
were recently re-decorated, and are now 
according to Billy Murray, “so bright , 
hurts!” 

q Benjamin J. Orkin, associated with his 
brother, William J. Orkin, 1003 Jewelers 
Building, has been convalescing from an 
illness which confined him to the Beth 
Israel Hospital. 

q Mrs. (“Always-on-the-Go”) Nathaniel 
I. Goodman, of 1006-7 Jewelers Building, 
recently returned from Atlantic City and 
New York, immediately looking forward 
to a Montreal journey. Sidney Geller of 
the same firm, recently returned from a 
tour of active duty with the U. S. Navy 
in Washington, D. C., Piney Point, Md, 
and Solomon’s Island, Md. 

¢q Florida vacation trips were still the news 
as this issue went to press. Miss Sarah 
Glaser of Glaser Brothers, 910 Jewelers 
Building, went there with her sister Polly. 
Mr. and Mrs. Edward C. Cotter of Prince. 
Cotter Co., Lowell, Mass., and Marjorie 
A. Noury of Manchester, N. H., recently 
returned, as did Mr. and Mrs. Perley B. 
Richardson of Springfield, Mass. Others 
just back from Florida included Irving A. 
Moody of Waterville, Maine, and Irving 
Sherman of Westfield, Mass. Mr. and Mrs. 
Ed. Beaulieu of the George T. Springer 
Co., Portland, Maine, are back from a 
California vacation trip. 

q Several New England jewelry officials 
have “made” the newspapers recently both 
in fields within and without the industry. 
George R. Frankovich, executive secretary, 
New England Manufacturing Jewelers 
and Silversmiths Association, was one of 
the featured speakers at the recent quar- 
terly meeting of the New England Coun- 
cil at the Sheraton-Biltmore Hotel, Provi- 
dence. His message—to the effect that be- 
cause of the preponderance of low and 
medium-priced manufacturers in New 
England, more pieces of jewelry are turned 
out in the States of Rhode Island and 
Massachusetts than in the remainder of 
the country, and perhaps even in the rest 
of the world—was carried in many papers 
throughout New England. 

4 Still another was featured in the mag® 
zine section of the Providence Journal— 
and, while not named in the item—tt 18 
whispered that the “father” mentioned In 
the item is none other than Vincent Chap: 
man of the Jewelers Board of Trade. !t 
seems that. according to the item, “A little 
cirl in the second grade reports that she 
has a girl classmate whose father flatly 





refused to attend the annual fathers’ night 
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session of a suburban Parent-Teacher <As- 
sociation— Because, darling, they don’t 
serve cocktails!’—At the next election, 
members of this PTA will have a chance 
to vote a wet ticket promising a half bar- 
ve] of beer at every meeting.” Genial Bob 
Brennan, president of the Diamond Pea- 
cock Club, adds his bit to the effect that 
“my wife, who happens to be president of 
our local PTA, advises me that attendance 
at board meetings has improved im- 
measurably since I’ve been making up 
cocktails for her to serve to the gals.” 

4 Still another Boston jeweler who “made” 
the press, not only with a writeup, but 
with a picture of his smiling countenance, 
was Henry F. Weiler, of Sanger & Co., 
Washington Building. As a member of 
the Drama Group of the Field & Forest 
Club of Boston, Henry played the leading 
role of Joshua Perkins in the three-act 
comedy, “Uncle Josh Perkins,” staged at 
the Copley Methodist Church, March 23. 
q Jason L. Solomont, 604-5 Jewelers Build- 
ing, is back with Mrs. Solomont from a 
buying trip to southern France, Antwerp, 
Amsterdam, and London. He met many 
of his old friends in Antwerp where he 
was a resident buyer for 22 years. 

q Several marriages were recorded in Bos- 
ton jewelry circles, among them that of 
Herbert W. Stranger, Jr., of the 306 Wash- 
ington Building firm of the same name 
on April 16 to Miss Joan Linskey, St. 
Agatha’s Church, East Milton. 

q Miss Adelaide Cohen of I. Alberts Sons, 
starts on a European tour on May 20. 

q Walter Billings, Andover, Mass., jeweler, 
has just completed a short educational 
tour through Massachusetts, lecturing on 
highway safety under the auspices of the 
Essex County Board of Trade. 

q Philip H. Ratzkoff, formerly associated 
with his father in the firm of L. Ratzkoff 
& Son, 512 Province Building, has opened 
up a new office of his own in Room 322, 
333 Washington St., dealing in wholesale 
diamonds and diamond jewelry. 

q Periods of illness and lay-offs on ac- 
count of accidents were in the news this 
last month, too. Frank Greene, 610 -Jewel- 
ers Building, is back at work after sev- 
eral weeks’ illness. Philip Barber, of S. 
Barber & Sons, 712 Washington Bldg., 
has had his arm in a sling as the result 
of a skiing accident at the Belknap Rec- 
reational Area, Laconia, N. H., where he 
was skiing recently with jeweler Jack Saw- 
yer of Laconia. Miss Anne Horton of 
the diamond department, D. C. Percival 
Co., Jewelers Building, has been con- 
valescing from a long illness. Gustaf H. 
Hanson, Worcester, Mass.. jeweler, is re- 
covering from injuries sustained when he 
fell down a flight of stairs. L. E. John- 
son of Worcester broke his ankle while 
skiing. 

4 William Schwind of R. C. Jewelry 
Co., Rumford, Maine, is remodeling his 
store and plans a formal opening on May 4. 
4 Mrs. Loretta Gradeski, accountant with 
her sister’s firm, the Katherine A. Murphy 
Co., 509-11 Jewelers Building, flew to 
Texas recently on a 10-day visit to her 
daughter, Mrs. Russell Buker, whose hus- 
band is stationed there as an air cadet 
with the U. S. Army. 
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q David C. Percival, Sr., president of the 
D. C. Percival Co., Jewelers Building, ob- 
served his 80th birthday on March 9. 
q Day’s, Inc., jewelry store at Portland, 
Maine, recently opened two new stores, 
one in Brunswick, Maine, and the other 
in Berlin, N. H. 
q Norman Nadeau of F. H. Nadeau Jewel- 
ry store, Lewiston, Maine, is to be mar- 
ried on May 30. 
q Philip Scott Whittemore, Jr., has just 
joined the Louis Manheimer & Bros., Bos- 
ton office, with Edward E. MacCourt, 411- 
12 Jewelers Building. 
q Clifford F. Atkins, jeweler of Benning- 
ton, Vt., is remodeling his store. 
q Arthur S. Kelley, treasurer of Norling 
& Bloom, Washington Building, is offering 
to demonstrate—for any jeweler desirous of 
learning more about his diamonds—a new- 
ly installed Diamolite, a product of the 
Gemological Institute of America, which 
provides a uniform light source for dia- 
mond grading. 
q Ross-Taylor, Inc., 717 Washington Build- 
ing, is proceeding with the remodeling 
of its quarters, expanding with new show- 
cases and counters. 
q Henry A. Sanders, formerly of Heller 
and Sanders, 706 Washington Building, 
has taken quarters in Room 701 with 
Harold W. Battis. 
q Harold W. Battis, 701 Washington Bldg., 
present Worthy Grand Patron of the Grand 
Chapter of Massachusetts, Order of East- 
ern Star, will retire on May 11 during 
ceremonies at the 74th annual session of 
(Please turn to page 223) 
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Alice “‘Doorknocker 
Earrings 
One of aComplete Fashioned-Tailored Line 
Season-in and season-out ““Doorknocker’”’ 
earrings by Alice score sales success. 
Lustrous finish, polished and plated 
front and back. Our own sturdy ear 
wires kept repairs down to less than 1 

in 500 in 1949! 


Finish Unconditionally Guaranteed for One Year 


Retails for ONLY $1.00! 
Sample of this best-seller on request! 


Sold through Jobbers only. 


« .. JEWELRY CO. 


4) {A 8 Slocum St., Prov., R. I. 
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metal sterling and gold filled. 


$6 Weybosset St. 





RIGHT NOW 


COUPE MURPHY 


HAS “EVERYTHING’ IN 
Dependable Well Made 


ROSARIES 


% In our new line for Spring you find Real Rock Crystal in several 
shapes and many other full tin cut white crystal and pastel colors. All 


% The line is reasonably priced ranging from about $9.00 to $96.00 
per doz., all nicely finished and boxed. 


% If you fail to see this line, why not ask us to send you a s:mple 
selection of good selling numbers for your approval without extra cost. 
We feature this method with good results. 

Just arrived, genuine Black Coco Beads for men. 


Since 1917 


Coupe Murphy Company 


Makers of Rosaries, Medals and Crosses 


Providence 3, R. I. 
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CULTURED PEARLS 


BYARD F. BROGAN 
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q Customers and those in the trade are 
still complimenting Tucker’s of Darby, Pa., 
on their Easter windows. One window 
displayed appropriate merchandise against 
a background sign showing a cross and 
bearing the words, “Headquarters for Re- 
ligious Jewelry.” The opposite window 
was devoted to Masonic and Eastern Star 
jewelry under a corresponding sign. Fol- 
lowing up this “seasonal theme” idea, the 
current windows contain a bridal display 
and a graduation display. 

q The one minute spot announcements 
broadcast daily over station WFLM for 
the past two months have proven very 
satisfactory for Walter S. Hansen of 39 
S. 18th St. He will make them a permanent 
part of his advertising program. 

q The coming outing was the main sub- 
ject of interest at the meeting of the 
Sansom Street Business Men’s Associa- 
tion Tuesday, March 9th, at the Drake 
Hotel. 

q Victor’s Jewelers have moved their store 
from 630 Market St. to 3000-08 Kensing- 
ton Ave. The new and larger quarters 
have made possible the expansion of the 
firm’s photographic department. The firm 
also operates another store at 6305 Wood- 
land Ave. 

q Lew Hamilton, watchmaker at Starr 
Jewelers, 3639 Germantown Ave., has re- 
cently recuperated from a virus infection 
—that most popular of ailments during 
the past winter. 

q A new gift department will soon be 
opened, probably early this month, at 
Vollmer’s Jewelers, 148 W. Girard Ave. 
q Walt’s Jewelry store at 8049 Frankford 
Ave. is now promoting clock and _silver- 
ware business after the addition of new 
fixtures and re-arrangement of displays to 
give more room to display of this mer- 
chandise. Walt’s formerly carried a well- 
rounded line of merchandise but promoted 
only diamonds. 

q This month Kessler’s Jewelers will move 
from 8 North 60th St. to 6 North 60th 
St., next door. The new store has twice 
the floor area of the old location, thus 
permitting the addition of small electrical 
appliances and silverware to the jewelry 
and watch lines now carried. 

q Samuel Paull has returned to C. R. 
Smith & Son at 18th and Market Sts. fol- 
lowing a two-week training course on a 
submarine with the Naval Reserve. 

q Gerlach’s are planning a new balcony 
over the concourse in the 69th Street Ter- 
minal and adjacent to their store at 6915 
Market St., in the Terminal Building. 
This will make possible maintenance of 
a larger inventory of watches and jewelry 
now handled and possibly the addition 
of a silverware department. 

q “Almost a miracle!—the improvement 
in a re-mounted diamond or semi-precious 
stone. The cost is small. No charge for 
estimates.” So reads the sign attracting 
passersby from the 18th St. window of 
C. R. Smith & Son “where Philadelphians 
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have dealt for 112 years.” Rings with 
old and new settings are shown at jt 
base. 

q Pinkstone’s, Jewelers, of 140 S. 52nd St 
are heralding spring by replacing the 
glitter or rhinestones with the cool look 
of metallic jewelry in the most conspic. 
uous parts of their displays. 

Jewelers of Clifton Heights, Pa., ar 
making it easier and more pleasant fo, 
residents of this community to shop locally, 
Kirschnek’s have completed a remodeling 
program which includes a striking ney 
jewel box front. Fred’s Jewel Box has 
been constantly adding new merchandise 
since Fred Damato opened the modem 
shop last November. Newest lines are ap. 
pliances and additional brand name 
watches. 

q “Flash! Which girl? Which gentleman?” 
begins an ad which is attracting consider. 
able attention to Francis Haggerty at 
Broad and Erie and 3707 Germantown 
Ave. The ad is illustrated with sketches of 
three couples dancing in formal attire 
and appears in the local newspapers as 
part of a striking series. “Where will 
they select the ring?” it continues, “Of 
course, no other place but Francis Hag. 
gerty.” 

q D. Porter has returned to spending full 
time in his watch shop at 1622 W. Sus 
quehanna Ave. following “considerable ill. 
ness in the family” which kept him away 
during most of April. 














WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


« Wholesole Jewelers 


134-So. 8th St. Phila. 7, Pa. 











BOWMAN f§ss 


Technical School 
‘Help Yourself to a Better 
Future’’ 


Courses for Success for 
Watchmakers 
Engravers Jewelers 
Write fer free booklet, 
JOHN J. BOWMAN, Director 


Bowman Blidg., Lancaster, Pa. 





60 Years’ Service 

















LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Established School—Eet. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phile. 
Write Dept. “‘K’’ Il’d Caeteles 
BAidwin 9-1376 
Arthur T. Jehnson, Principal 
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e A. J. Liebergalls of 2902 W. Girard 
Ave. have decided to discontinue tele- 
phone solicitations. They have found from 
experience that the public is skeptical and 
often irritated with phone call selling and 
fear that more bad will than good will 
may be created by this selling technique 
now, when it seems that practically every- 
one is using the phone to pound sales talks 
into unwilling ears. . 

4 Coronet Jewelers are displaying the 
much talked about Titania to bring cus- 
tomers into this new store in the recently 
developed City Line Shopping Center. At 
7634 City Line Ave., window shoppers view 
frequently repeated displays of the syn- 
thetic gemstone. 

4 Gilbert Tucker, who recently opened a 
television store opposite his jewelry store 
at 4233 Lancaster Ave. in Philadelphia 
and instituted television parties to interest 
prospective customers selected from the 
store mailing list, has been so pleased 
with the success of this shop that he has 
opened another in Norristown where much 
of the same sales technique is being em- 
ployed. 

4 Coin collection exhibits bring customers 
to the Frank A. Jaskiewicz store at 2701 
E. Allegheny Ave. 

4 “Don’t trifle with time. These watches 
are courteous reminders of your appoint- 
ments,” reads the sign, cleverly catching 
attention and directing it to the watches 
in the window of the S. J. Lyons store 
at 2846 Kensington Ave. 


4 Th 





Offer Reprints of Articles 


A list of articles on industrial diamonds 
that have appeared in the Jndustrial Dia- 
mond Review and contemporary journals, 
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as well as reprints of the articles them- 
selves, are available free of charge upon 
request. Interested parties should write 
to the Editor, Industrial Diamond Review, 
226, Latymer Court, Hammersmith, Lon- 
don, W.6. 





Dubois Memorial Unveiled 
At American Academy in Denver 


In impressive ceremonies, the Louis 
Dubois Memorial was unveiled in Denver 
at the American Academy School of 
Horology on Thursday, March 16 before 
a special assemblage of the student body 
and distinguished guests. 





Principals at the dedication ceremonies 
are shown here, left to right: Ralph G. 
Mainos, secretary and past president of 
the Beta Chapter of the Psi Delta Omega 
fraternity; Jack Mercer, first appointed 
guardian of the memorial chronometer; 
R. J. Gunder of the Hamilton Watch Co., 
principal speaker at the exercises, and 
Orville R. Hagans, president and technical 
director of the American Academy. 

The memorial, sponsored by the Beta 
Chapter of Psi Delta Omega, is a tribute 
to the late Louis Dubois, international 
horological leader and former dean and 
director of the engineering department at 
the American Academy who died last 
October. 





Oneida Issues Warning 
On Japanese Flatware 


Buyers of stainless steel flatware and 
silverplated flatware were warned by 
Oneida, Ltd., to be on guard against mer- 
chandise made in designs deceptively 
similar to or exact duplicates of Oneida 
designs. 

According to the notice issued by 
Oneida, certain import agencies and brok- 
ers, acting for and in behalf of certain 
Japanese manufacturers, are offering stain- 
less steel flatware and silverplated flat- 
ware, in designs which infringe on patents 
registered by Oneida with the United 
States Government. 

Oneida reports that merchandise offer- 
ings have been made of stainless steel 
flatware and silverplated flatware to be 
reproduced in their Evening Star, Morning 
Star, Coronation, Lady Hamilton, Milady, 
Fantasy, etc., patterns. 

Miles E. Robertson, general manager of 
Oneida, Ltd., in commenting on the situa- 
tion, stated that the firm reserves the right 
to take such legal action as is deemed 
necessary against importers, dealers or 
sellers who offer or sell such merchandise 
in the United States. 
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MAX JUROW 


(President Mid-Town Auction Center, Ine.) 


Recent sales conducted 
for these jewelry stores:— 


1. Rhoad’s Jewelers — Louis- 
ville, Ky. 
2. Gotham Jewelers — Yon- 
kers, N. Y. 
3. Stewart Jewelers — Stam- 
ford, Conn. 
4. Feffer Jewelry Co. — Co- 
lumbus, Ga. 
e We buy your stock. 
e Conduct a 30 day sale on 
your premises to raise neces- 
sary cash. 


e Will also advance rea- 
sonable amount of 
eash against meney 
that will be realized 
from auction sale. 


e Sell your overstock at our 
own auction rooms at ad- 
dress below (Prominent 


Jewelry Center of the World) 


on commission basis. 
Expert confidential analysis of 
your particular oe ger will 
be gladly furnished without 
obligation. 
Bank reference—National City 


Bank, Times Square Branch, 
New York City. 


MAX JUROW 


Auctioneer since 1924 


37 West 47th St. New York 19, N. Y. 
Tel. JUdson 6-4127, 4126 
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q In observance of their 66th anniversary 
in business, Falk’s Jewelry and Gift Store, 
Bowling Green, Mo., decorated their win- 
dow with a cake studded with more than 
a dozen diamond rings. A large display 
ad in a local newspaper called attention 
to the firm’s anniversary and thanked cus- 
tomers for their past patronage “which 
has made this long record possible.” The 
business was established in 1884 in Bowl- 
ing Green by R. L. Falk. The management 
of the store was taken over in 1914 by 
his son, Dr. Otto J. Falk, who continues 
to operate the business. 

q Hamilton Jewelers. Charleston, S. C., 
has moved from 116 Spring Street to new 
and larger quarters in the recently-com- 
pleted Greene-Colclough building, 181 Sa- 
vannah Highway. 

q Zale Jewelry Co. has installed a camera 
department in its 1606 Main Street Store, 
Dallas, Texas. Seymour Kessler, veteran 
of 13 years in the photographic field, has 
been named manager of the department. 
q Louis Daiches Jewelry Store, Fort Worth, 
Tex., announces the appointment of Lester 
Schneider, formerly of Tulsa, Okla., as 
manager. Mr. Schneider has been in the 
jewelry business for 15 years. He was 
manager for six years of Gray’s Jewelry 
Store in Tulsa. 

q Brownlee Jewelers, Inc., 108 South Tryon 
St., Charlotte, N. C., has completed a 
modernization program which has resulted 
in a new stream-lined exterior and a com- 
pletely redecorated interior. 

q After 32 years in the jewelry industry, 
H. J. Schwarz, jeweler at 3314 Eastern 
Ave., Baltimore, Md., retired from the 
trade on April Ist. 

q Saslow’s, Inc., of Greensboro, N. C., re- 
cently opened a store in North Wilkesboro, 
N. C. The new firm, known as Carter’s, 





PAYING A VISIT 





Henri Rodanet (second from left), of the 
LeCoultre Watch Co., and John P. V. Hein- 
muller (second from right), president of the 
Longines-Wittnauer Watch Co., recently 
visited the Chronometer School of the Peters 
School of Horology, Washington, D. C. 
The visitors were escorted on an inspection 
tour of the school by Forrest E. Peters 
(left), technical director of the school, and 
C. G. Smith (right), instructor of the 
school's Chronometer Course. 


> THE SOUTH 


Inc.. is the fourteenth in the company’s 
chain of retail stores. Alfred Fried, whe 
manages four other Saslow’s stores, has 
been named supervisor of the new firm, 
His headquarters are in Gastonia, N, ¢ 
q The Zale Jewelry Co. started a 26th 
anniversary celebration on April 8th with 
specially-designed items of jewelry feg. 
tured in its 30 stores located from Des 
Moines, lowa, to Corpus Christi and from 
St. Louis to Albuquerque. Morris B. Zale. 
founder and president of the company, 
said the firm’s Antwerp and New York 
ofices imported, designed and manufac. 
tured new items of jewelry which were to 
be shown for the first time during the an. 
niversary. 


Engel Gift Caravan 
Takes to the Road 


The 1950 Engel Gift Caravan is taking 
to the road this year with “a larger assort- 
ment of merchandise and items than we've 
ever shown before,” according to Jay 6. 
Engel of J. Engel & Co., Inc., of Baltimore, 
“Our plans call for setting up this super. 
display in the ball rooms and convention 
halls of the larger hotels through the key 
cities of the Carolinas, Virginia, Maryland, 
Delaware, southern Pennsylvania and in 
the District of Columbia,” Mr. Engel said, 

The Engel Gift Caravan will be in 
charge of Melvin Strauss, gift merchandise 
buver of the Engel organization. 





Pine Bluff Watchmakers 
Form Local Association 


The formation of a new watchmakers 
association, known as the Pine Bluff (Ar. 
kansas) Horological Association, was re- 
cently announced by Carl H. Anderson, 
secretary of the organization. 

Other officers of the association, who 
were elected at the second monthly meet- 
ing of the group in February, are: A. J. 
Goldberger, Banks & Winkler, chairman; 
C. W. Dossel, Dossel and Hughes, vice 
chairman, and Henry E. Reyer, who oper: 
ates his own watch repair shop, treasurer. 
The board of directors is composed of the 
above named officers and W. O. Lawrence. 
Dossel and Hughes. 

Regular monthly meetings of the asso 
ciation are held on the first Thursday 
evening of each month. Four meetings have 
been held thus far and an almost 100 per 
cent attendance has been recorded at each 
meeting. 

The local association is currently making 
preparations to organize a state horological 
association. One of the major purposes 
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of the state association will be to enact a 
watchmaker licensing law similar to that 
adopted in seven other states. 

Another undertaking planned by the 
new association is the publication of a 
monthly technical bulletin for its members 
which will contain many timely and valu- 
able hints and suggestions on the repair 
and maintenance of timekeeping apparatus. 





Wolf & Klar Jewelry Co. 
Feted on 50th Business Year 


In honor of their fiftieth anniversary. the 
Wolf & Klar Wholesale Jewelry Co.. Fort 
Worth. Texas, was feted at a reception 
given by the local Chamber of Commerce 
on the evening ot November 14, 1949, 
Attending the reception as guest of honor 
and company representative was S. R. 
Lang, a partner in the firm. 


os 


Oklahoma RJA Reports 
‘Biggest Convention Ever" 


More than 750 jewelers and_ watch- 
makers attended the forty-fourth and big- 
gest annual convention of the Oklahoma 
Retail Jewelers Association, held on April 
2 and 3 at the Skirvin Tower Hotel in 
Oklahoma City. 

The keynote speech of the convention 
was an address by Sen. Elmer Thomas at 
the Monday luncheon. He told the dele- 
gates that he advocated repeal of the 20 
per cent excise tax on jewelry imposed 
during the war. 

M. C. McCoy, of Cushing, legislative 
chairman of the association, said the excise 
tax was started not as a fund raising tax, 
but to discourage skilled workmen from 
making jewelry when their talents could 
better be used on war materials. 

Highlight of the convention was the 
jewelry fashion show which preceded the 
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convention banquet on Monday evening. 
Models dressed in the latest style sport, 
dress and formal clothes, wore jewelry 
that was supplied by the various exhibitors 
to enhance their costumes. 

V. P. Hildreth, Oklahoma City, was re- 
elected president of the Oklahoma RJA at 
the close of the convention. Other officers 
re-elected include H. C. Stuhr, Oklahoma 
secretary-treasurer: Harry Bowers, 


_ Lawton and Jack B. Miller, Muskogee, 


vice-presidents. Named as new vice presi- 


dents were Rene Pallissard, Perry, and 
Jon I. Gard. Fairview. 








ACT OF HUMAN KINDNESS 





Almin Epstein, president of the <Ace- 
Cort Watch Co., New York (second from 
left), participating in a presentation of 
braille watches to employees of the Indus- 
trial Home for the Blind, Brooklyn. 

Through an arrangement with the Home, 
Mr. Epstein made possible the institution’s 
distribution of 250 braille wrist watches 
to its blind clients. He also pledged life- 


| time repair and servicing of the watches. 


Mr. Epstein is shown above with Peter 
J. Salmon (left), executive director of the 
Home; a blind client of the institution, 
and Joseph H. Moss, president of Moss 
Associates, advertising agency of the Ace- 


Cort Watch Co. 





NEW ENGLAND 
(From page 219) 


the order in the Springfield, Mass., Audi- 
torium. At that time. new officers will 
be installed, and Mrs. Battis will receive 
the Past Grand Patron’s jewel. 

q Herman D. Page, jeweler, of Ports- 
mouth, N. H., was the only jewelry store 
represented in a trade show in Ports- 
mouth during the first week in April. 
More than 2,500 persons visited the show. 
q The Jorge Epstein Company, 412-16 
Washington Bldg., has “done it again” in 
the clever use of pictures from current 
fashion magazines, such as Vogue and 
Harpers Bazaar, showing drop earrings 
with one, costume jewelry with another, 
and so on. These are accompanied by at- 
tractive display cards which call attention 
to “Costume use—a witty possibility for 
your drop earrings” or “How does jewelry 
compete with spring hats?” and so on. 
4 Joseph Sostek, 812 Washington Build- 
ing, is convalescing from a recent oper- 
ation at Baker Memorial Hospital. 

q John Saccon, of Saccon Jewelers, Salem, 
Mass., is on a vacation trip to Italy where 
he is visiting his mother. 
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IMMERSE AND 
WIPE DRY 





That's all rhere is 
to it. Dip and dry 
to a beautiful, 
lasting glow. 


Jewel-Re-Clean is the fast acting dia- 
mond and jewelry cleaner that dees the 
job with little effort and complete 
safety. Every one of your customers is 
a potential user of this product. And 
once they try it they will come back 
again. Then you can sell them other 
products. So take advantage of Jewel- 
Re-Clean as your extra salesman. Keep 
your customers satisfied and make a 
profit at the same time. 


No. 18503 
2 dozen 
Gross 


500 circulars printed with your name and 
144 labels printed with your name with 
each gross of Jewel-Re-Clean 


AT NO EXTRA CHARGE 


C.& E.MARSHALL CO. 
Box 7737, Chicago 80 


Distributors and Branches in Princi- 
pal Cities Throughout the U. S. A. 
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q Due to a further expansion of their 
business, Van Schyndle, Inc., creators of 
Vanle’ Fashion Jewelry, North American 
Building, Chicago, IIll., are moving from 
Room 612 to Rooms 618-620-622 in the 
same building. After extensive alterations, 
they expect to occupy their new quarters 
about May 15th. The latest additions to 
Van Schyndle’s sales force, as announced 
by M. M. Schur, president, are: Leon A. 
Moore and Arthur Gray, covering North- 
ern and Eastern Michigan, and Jack A. 
Grollo, of Milwaukee, Wisconsin, cover- 
ing Wisconsin and Minnesota. 

q The M. & G. Co., of 55 E. Washington 
St., has moved from Room 405 in that 
building to slightly larger quarters in 
Room 603. 

q Albert Arof, vice president of the A. 
& M. Jewelers, 5 South Wabash Ave., re- 
ports that the fledgling firm is doing well. 
The firm was organized only last Novem- 
ber. It specializes in mountings and spe- 
cial orders and, according to Mr. Arof, 
the firm is already on very sound footing. 
q Vahan Tavitian, jeweler of 29 E. Madi- 
son St., was planning a trip to Florida in 
mid-April, where his youngest daughter, 
Novart, 16, was scheduled to compete in 
the National AAP swimming meets. Two 
other daughters, a son, and his wife were 
also scheduled to make the trip. Daugh- 
ter Novart recently took a trophy at the 
Central AAU meet held in the Chicago 
Town Club. She garnered the _ highest 
number of points in the meet with vic- 
tories in the 300 and 440 meter events. 
She also took the 440-meter freestyle 
trophy at last year’s Kenosha Youth Foun- 
dation meet. 

q D. M. Harris of the Harris Co., 30 W. 
Washington St., enjoyed a Florida vaca- 
tion in late March and early April. 

q Ed. Cain of Ed. Cain & Co., Inc., 29 
E. Madison St., spent most of the winter 
in Florida. 

q Allan Z. Handler, jeweler at 877 Mer- 
chandise Mart, announced that his firm 
is introducing a new line of hand-cut 
mother-of-parl jewelry for men. Mr. 
Handler said that the new items would 
have a sports motif. 

q W. R. Anderson, head of the W. R. 
Anderson Co., Inc., 55 E. Washington St., 
spent a three-week vacation in Florida 
during late March and early April. 

q Irving Zalkin, jeweler located at 1649% 
W. Chicago Ave., was away in Arizona 
for six weeks due to ill health. 

q James Berenson, 5 S. Wabash Ave., 
spent the month of February in Florida. 
While on a fishing trip there, he hooked 
a 250-pound marlin. Mr. Berenson also 
announced that his firm has taken on 
some leading brands of plated hollow- 
ware and is doing well with the new lines. 
q Edmund Bokor, one of the owners of 
the Art Metal Studios, 17 N. State St., 
announced that his niece Mrs. Roy Kesten 
and her husband, formerly of Indianapo- 








CHICAGO 


lis, have moved to Chicago where Mr 
Kesten has joined his firm. 
q Mrs. Fred M. Padgett, Sr., owne; of 
Fred M. Padgett & Son, 3637 W. Chicago 
Ave., was expected to return to Chicago 
some time in April after an extended stay 
in Oakland, Calif., with her daughter, 
Mrs. Peggy Ryan. The store is now under 
the management of Fred M. Padgett, Jr, 
who has run the business since his father’s 
death last year. Mr. Padget is also execy. 
tive secretary of the Illinois Watchmakers 
Association, which was scheduled to meet 
on Friday evening, April 30, in Chicago's 
Morrison Hotel. 

q A. C. Becken, Jr., of 35 E. Wacker 
Drive, returned to Chicago in April after 
a cross-country trip which took in stops 
in Florida, Arizona, and California. Mr 
Becken’s journey began with a_ business 
trip to Florida. From there, he drove to 
Arizona, accompanied by Mr. and Mrs, J, 
G. Ferrell, Jacksonville, Fla., jewelers, 
After a short stay at Mr. Becken’s ranch 
in Arizona, the trip continued to Cali- 
fornia, where Mr. Becken arrived in time 
to help his mother, Mrs. A. C. Becken, 
Sr., now residing in Los Angeles, cele. 
brate her 87th birthday. Mr. Becken re. 
vealed that his mother expects to get to 
Chicago for a visit this summer. 

q Frank Rollins, one of the owners of R. 
& B. Credit Jewelers, 100 E. 35th St, 
announced that his firm has added Lon- 
gines-Wittnauer watches to its line. Mr. 
Rollins also said that his firm had to in 
crease the number of appliance lines han. 
dled to meet consumer demand. Although 
appliances still make up only 25 per cent 
of the total volume of the store’s business, 





Mr. Rollins said that their greatest benefit | 


has been in increasing traffic. When the 


store first opened, it handled only a lim | 
ited number of appliances. But, Mr. Rol | 


lins said, the number of lines in this de- 
partment has been increasing constantly 
until the firm has taken on a full line 
of radios and television sets. 

q Mrs. Huldah Carlson announces that 
she severed her connection with the firm 





er 


of Carlson and Carlson, of 29 E. Madi | 


son St., of which she was a partner. Mrs. 
Carlson’s nephew, Nathaniel Carlson, her 
former partner, is continuing the business. 
q Sometime in May, Barr Bros., Jewel: 
ers, Inc., will move to new and larget 





quarters at 6337 South Halsted St., from | 
its present location at 6319 South Halsed. | 


George Irwin Appel, president of the fim, | 


said that the new store would be modem 
to the last degree. Plans call for the ir 
stallation of a system which will furnish 
both heat and air conditioning through the 
same set of ducts. 

The new store will have 25 feet of front: 
age on Halsted St., as compared with 1! 
for the old one. 

4 Bernard Kohn of the Niekon Jewelry 
Store, 1201 Albion St., reports that he was 
pleased to hear that a burglar who broke 
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into his store and a dozen and a half other 
northside stores in February and March 
was apprehended. 





Semen Takes Top Honors 
in Jewelers Gin Tournament 


At its April meeting, held at the Stan- 
dard Club on April 9, the Jewelers’ Asso- 
ciation of Greater Chicago, held its an- 
nual gin rummy tournament. 

Walter Semen of Parks Jewelers, 407 E. 
47th St., took top honors, with Ben L. 
Sacks, executive secretary and counsel for 
the organization, finishing in the runner- 
up slot. About 40 members took part in 
the tournament, which was played off in 
best two out of three series of 100-point 
games with no score for boxes. The final 
between Messrs. Semen and Sacks went to 
the final game before being decided. Mr. 
Sacks jumped off to a 43-point lead, but 
Mr. Semen came right back and ginned 
on the second card to chalk up 63 points. 
He went on to win from there. 

A specially made trophy was presented 
to the winner for the association by Nor- 
man Kernis, Norman Jewelers, 6355 S., 
Halsted St., president of the organization. 
In addition, the winner was awarded a 
gold Gruen Watch, presented through the 
courtesy of Simon C. Gershey, vice’ presi- 
dent of Gruen, who was guest of honor at 
the association’s February meeting. As 
runner-up, Mr. Sacks received an AM-FM 
Emerson radio. 

In the last issue of The Jewelers’ Bulle- 
tin, put out under Mr. Sacks’ direction, all 
members were urged to list their home 
addresses and phone numbers in the asso- 
ciation’s emergency directory, kept by the 
executive secretary. An incident was cited 
where the owner of a store could not be 








found during a recent fire because his 
home phone number was not in the asso- 
ciation’s file. 

Another item in the bulletin pointed out 
the recent Federal Trade Commission rul- 
ing that retailers need not pay for mer- 
chandise they didn’t order, whether or not 
they were informed prior to shipment. 
Citing an example, the bulletin quoted a 
letter from a manufacturer to a retailer 
reading in part: “unless you tell us not 
to, we will be forwarding . .. ” Members 
were then cautioned: “Don’t pay for mer- 
chandise you didn’t order.” 

The same issue of the bulletin also 
urged members to join in the vigil against 
“check artists.” An effective warning and 
alarm system can be instituted, it was 
said, if members will inform either their 
executive secretary or city authorities when 
they receive bogus checks. 





Walter Semen, (left) of Parks Jewelers, 407 
E. 47th St., Chicago, winner of the Jewelers’ 
Association of Greater Chicago's gin rummy 
tournament, is congratulated by Ben L. 
Sacks (right), executive secretary and coun- 
sel of the organization, runner-up in the 
tournament. Norman Kernis (center), Nor- 
man Jewelers, 6355 S. Halsted St., president 
of the organization, is making the presenta- 
tion. 














CJA APPOINTS THREE NEW HONORARY MEMBERS 


Three firms were elected to membership 
in the Chicago Jewelers Association at 
that organization’s March 16 meeting. 
These were the Paramount Wedding Ring 
Co., Inc., of 910 W. Jackson Blvd.; Bieler- 
Levine, of 5 N. Wabash Ave.; and William 
Bart, of 29 E. Madison St. 

In addition, three men who were form- 
erly very active in the organization but 
who are now inactive in the jewelry 
industry were named to honorary member- 
ship. These were Harry E. Radix and 
Thomas G. McMahon, formerly with the 
Dee Division of Handy and Harman, and 
Howard D. Schaeffer, formerly with the 
Elgin National Watch Co. 


| 
| 


| 





At the same meeting, an application for 
membership was received from the Seth 
Thomas Clock Co. of Thomaston, Conn., 
whose Chicago representative is David 
Lash of 111 N. Canal St. This application 
will be acted on by the membership at 
the group’s next meeting. 

Vincent J. Newman, executive secretary 
of the organization, announced that the 
next meeting was scheduled for April 20. 
At this time, the organization was slated 
to hear a report from its nominating com- 
mittee and to elect officers. 

Plans are going ahead for the organiza- 
tion’s annual golf outing, tentatively set 
for the second or third Thursday in June. 





The luncheon meeting of the Chicago Jewelers Association, held in 


the Morrison Hotel, 


March 16. 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE., PITTSBURGH 

















24 Hour Service 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 
REPAIRED 
LIKE FACTORY NEW 
FINEST WATCH REPAIRING 
ALL WORK GUARANTEED 
Send for Our Price List 
M. MARTIN & CO. 


Rm. 418 5 S. Wabash Ave. 
CHICAGO 3, ILL. 




















“THE PATHWAY TO SUCCESS" 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 














; ie | he 
than ordinary work 


@ of 
@ 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3. Illinois 


Our work costs no more 














THE CHICAGO INSTITUTE OF WATCHMASING 


Invites you to write for our latest booklet G 
describing the courses and shops, and con- 
taining some pictures and letters from a few 
of the many satisfied graduates and employers 
who can truly explain our successful plan of 
sound training—Accredited by HIA and UHAA. 


CHICAGO INSTITUTE OF WATCHMAKING 
6 E. Lake St. (new location) Chicago 1, Hl. 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 


CINCINNATI ° NEW ORLEANS 

















We SPECIALIZE... 


in special onde ao , a us your 
specifications. W. Lf submit a design 
withont obligation. 


SCHUMER BROTHERS CO. 
Manufacturing Hewelers 


5 EAST THIRD STREET + CINCINNATI, OHIO 


DIAMOND-CUTTING 


EXPERT WORK 
SY MPY 1.8 4143 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 








~ Harry Greenwold Co. 


The House of Quality and Service 
18 West 7th Street, Cincinnati 2, Ohio 


VIRGIN Diamonds 
CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you 

protected profit. You can recommend 

these lines to your customers with con- 
fidence. 











The Wallenstein-Mayer Co. 


WHOLESALE 


Distributors of Nationally-Known 
Makes of 


JEWELRY SILVERWARE 
WATCHES APPLIANCES 
DIAMONDS CLOCKS 


Write for 1950 Catalogue 
31 E. Fourth St., Cincinnati 2, O. 














226 





i 





q Despite the current uncertainty over tax 
action by Congress, local wholesalers and 
manufacturers report a decided improve- 
ment in business during recent weeks, 
with the outlook for graduation and spring 
business being much better now than was 
anticipated earlier in the year. 

q Benjamin S. Katz, president of the 
Gruen Watch Co., announces the appoint- 
ment of Stockton, West, Burkhart, Inc., 
of Cincinnati as national advertising 
agency for the firm. The agency is to open 
a branch office in New York City to handle 
the expanded television, radio and maga- 
zine advertising program of the watch 
company, according to Bernard M. Kliman, 
Gruen director of advertising. 

q An attractive silver ad, tying in with 
“The Silver Parade,” a nation-wide pro- 
motion sponsored and coordinated by the 
Jewelry Industry Council, was run by the 
Greater Cincinnati Retail Jewelers Asso- 
ciation in the rotogravure section of the 
Sunday Enquirer on April 23. 

q Bernard G. Satzger, local jeweler and 
engraver, will represent the Cincinnati 
area in a district public speaking contest 
in Columbus, Ohio, on May 13, which is 
sponsored by the Toastmaster Clubs Inter- 
national. As a member of the Parkway 
Toastmasters Club of the Central Parkway 
YMCA, Mr. Satzger won first place in the 
Cincinnati area contest over seven other 
entrants. 

q Roy Dudenhoeffer, a gemologist, has 
been added to the staff of the Cincinnati 
Gemological Laboratory in the Keith Bldg. 
as a laboratory technician, it was an- 
nounced by Edward F. Herschede, Jr., di- 
rector of the laboratory. 

¢ Among local wholesale jewelers who at- 
tended the annual banquet of the Friendly 
Sons of St. Patrick on March 17 were 
George Emmett Brown and Emmett Fitz- 
patrick of the Gerwe Brown Co., and 
Robert Seifert of the Albert and Seifert 
Co. 

q Orville B. Wise, widely-known retail 
jeweler of Huntington, W. Va.. is recover- 
ing from an operation at St. Francis Hos- 
pital here. Mr. Wise was formerly in 
business in this city, and is widely known 
among local jewelers. 

q Arno A. Dorst, president, and Ralph J. 
Simon, vice president of the Dorst Jewelry 
Co., manufacturers at 2100 Reading Road, 
attended the annual banquet of the New 
England Manufacturing Jewelers and Sil- 
versmiths Association in Providence, R. I. 
q Julian Schwab, president of A. G. 
Schwab and Sons, Inc., wholesalers at 229 
East Sixth St., and Paul Schmidt, Michi- 
gan salesman for the firm, attended the 
annual convention of the Michigan Retail 
Jewelers Association in Lansing on April 
23-25. 

q Robert W. West, a graduate of the 
Foegler Institute of Watchmaking, is now 
associated with the Ira A. Selevan Co., 
wholesalers in the Provident Bank Bldg. 

q Frank T. Garrett, retailer at 504 Broad- 
way, and Joseph Bessy, watchmaker in the 





CINCINNATI 


store, participated in the presentation of 
a flag to the Boys Club during Boys (jy, 
Week. The flag previously had been flown 
over the Capital in Washington, D, ¢. 

q After having been located at 514 Main 
St. for 31 years, T. Knoebber and Co, 
manufacturers, have moved to 811 Rage 
St., where they have much larger quarter. 
in which to handle their growing business 
q R. O. Braddy, William Black, Edward 
Schwind, Howard Studenmaier and Wj. 
liam L. Garrett, all salesmen for the Harn 
Greenwold Co., wholesaler at 18 Wey 
Seventh St., returned to the office for the 
Easter holiday. 

q Mrs. Ralph E. Goebel, wife of Ralph £. 
Goebel, wholesaler in the Provident Bank 
Bldg., spent several days with their daugh. 
ter, Virginia Ann, at the University of 
Kentucky prior to the Easter vacation, 
with the two returning to Cincinnati for 
the holiday. 

q The opening baseball game at Crosley 
Field is always well attended by local and 
visiting jewelers, and among the latter this 
year were Howard T. Evans, retailer at 
Urbana, Ohio, and Charles Pringle, r. 
tailer, of Dayton, Ohio. 

q Miss Betty Ann Oberrecht has become 
the manager of the retail store of her 
father, E. A. Oberrecht at 7370 Reading 
Road. The store is now a distributor for 
Stromberg-Carlson television sets. 

q Paul Parker, a new salesman for Litwin 
and Sons, Inc., manufacturers at 114 West 
Sixth St., has been assigned to the south 
west territory, where he is now working. 

q Salesmen coming and going recently 
have included A. R. Jester and L. F. 
Rohan of A. R. Jester, manufacturer, Lyric 
Bldg.; Harold Cohn and Jule Kassel, of 
the Kaufman-Kassel Co., manufacturers, 
434 Elm St.; Victor Youkilis and Victor 
Kaufman of the Victor Corp., wholesalers, 


Enquirer Bldg.; E. J. Jacobs and William | 


C. Jacobs of the D. Jacobs Sons (o, 
wholesalers, 811 Race St.; R. C. Eibel and 
Robert Gau, Klein Brothers Co., whole 
salers, Enquirer Bldg.; Herbert Schwab 
and Julian Schwab, A. G. Schwab and 
Sons, Inc., 229 East Sixth St.; Herman 
Rauch, William Rauch and Fred Mosback 
of C. and H. Rauch, Inc., wholesalers, 530 
Walnut St., and Charles Stern of the Wal: 
lenstein-Mayer Co., wholesalers, 31 East 
Fourth St. 

q Recent vacationers have included Harry 
Greenwold of the Harry Greenwold (Co. 
wholesalers, 18 West Seventh St., and Mrs. 
Greenwold at Miami Beach, Fla.; Russel 
and William Dyche of the Window Ticket 
Co., 1309 Walnut St., at Miami, Fla.; Wil 
liam A. Effler, proprietor of retail jewelry 


stores in suburban Mt. Healthy and Col | 
lege Hill, and Mrs. Effler in Florida, and | 


Stafford D. Rushart of the Wallenstei- 
Mayer Co., wholesalers, 31 East Fourth 5t. 
4 Boris Litwin of Litwin and Sons, Ine. 
has returned from his winter home 
Miami Beach, Fla., where he spent several 
weeks. His parents, Mr. and Mrs. Akin 
Litwin, returned with him. 
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q His many friends among local salesmen 
were glad to learn that } ss Marshall Pyle, 
Kenton, Ohio, retailer, was recovering from 
rs Sharp, retailer at 3106 Madison 
Road, has been appointed a dealer for 
International Silver Co. products. 

¢ Hal Tharp, salesman with Wm. F. Grass- 
muck Sons, Inc.. retailers at 34 East 
Fourth St., has purchased a new home in 
suburban College Hill. 

4 Clifford S. Bennett, salesman with the 
Frank Herschede Co., retailers of 8 West 
Fourth St., has returned to the store fol- 
lowing an illness. 

4 Among recent visitors here were E. C. 
Jobes, retailer of New Madison, Ohio; Ed- 
ward Walter, Jefferson Electric Co., and 
L. J. Brudno, Gemex Co. 


Eugene Frommeyer Retires, 
Ends 68-Year Career in Trade 


Eugene Frommeyer, president of the 
Klein Brothers Co., Inc., wholesale jewel- 
ers of Cincinnati, Ohio, ended a 68-year 
career in the jewelry business with his 
retirement on March 25. 

The dean of Cincinnati wholesalers, the 
80-year-old Mr. Frommeyer began his 
career at the age of 12 as an office boy 
for the former Clemens Hellebush Co., and 
after working as a salesman for the former 
D. Schroder Co. and Al Gutman and Sons, 
both wholesalers, he joined the Klein 
Brothers Co. 41 years ago. Later, he pur- 
chased stock in the company, and became 
its president 30 years ago. 

Following Mr. Frommeyer’s retirement, 
his son, Raymond J. Frommeyer, who had 
been vice president and secretary, became 
president, and other new officers of the 
frm are Robert E. Gau, secretary, and 
Raymond C. Eibel, treasurer. The elder 
Mr. Frommeyer sold his stock in the com- 
pany to the latter two, both of whom have 
been company salesmen. 


A. C. Becken Company 
Moves to New Location 


The A. C. Becken Company, Inc., moved 
into its new offices in the State-Madison 
Building, 22 W. Madison St., a month 
ahead of schedule after a four-day move 
which Howard Bohlander, advertising and 
merchandising director of the firm, says is 
unprecedented in the jewelry business. 

The move was made from 5 P. M. to 
> A. M. on four nights from March 28 to 
31 inclusive. Five vans and 35 men were 
needed to transport all of the firm’s be- 
longings from its old offices at 29 E. Madi- 
son St. In addition, Chicago’s jewelry de- 
tail assigned six men to stand constant 
guard over the firm’s gems while they were 
being moved. . 

With all this activity, A. C. Becken was 
ready for business in its new offices by 
Monday morning, April 3. Mr. Bohlander 
said that one of the main advantages to the 
new quarters was that the company’s 
offices and showrooms are now all on one 
floor. The new quarters also boast fluores- 
cent lights and other modern fixtures. 

Because the new offices are less than a 
block away from the old ones, the firm has 
retained the same telephone number, 
STate 2-0664. The mailing address, P. O. 
Box 1, Chicago 90, is also the same. 
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Cincinnati Jewelers Honor 
Hirschfield at Dinner 
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Arthur Hirschfield (left) secretary of 
the Cincinnati Wholesale and Manufac- 
turing Jewelers Association, was presented 
with a tennis racket, press and two dozen 
tennis balls at a testimonial dinner on 
April 11 in the Variety Club. The presen- 
tation was made by Albert C. Wallenstein, 
a past president, who was toastmaster for 
the occasion. 

Seated at speaker’s table were Cherring- 
ton L. Fisher, Harry Greenwold Co., trea- 
surer: Julius D. Jacobs, D. Jacobs Sons 
Co.: Mr. Hirschfield: Mr. Wallenstein; 
George T. Gruen, Gruen Watch Co., Inc., 
president, and Arno A. Dorst, Dorst Jewel- 
ry Co., Ine. 

Among others who praised Mr. Hirsch- 
field for his more than 20 years’ service 
as the association secretary were George 
T. Gruen, and Harry Greenwold, Harry 
Greenwold Co., Inc. 

President Gruen presided at a business 
session following the presentation, during 
which several association projects were 
discussed. About 35 members and guests 
were present. 

The meeting was arranged by the en- 
tertainment committee, composed of Clar- 
ence Loeb, Litwin and Sons, Inc., chair- 
man: Richard Heileman, C. R. Heileman 
Co., and Samuel Silverman, S. Silverman 


Co., Inc. 


STRICTLY ALL-AMERICAN! 





In ceremonies preceding start of coast-to- 
coast "world series of basketball" between 
Harlem Globetrotters and 1950 College 
All-Americans, Gordon Howard, advertising 
manager for Elgin National Watch Co., 
presents Elgin All-American-Youth watches 
to members of both teams. Receiving their 
timepieces here are Babe Pressley, left, 
captain and guard for the Globetrotters, 
and Kevin O'Shea, Notre Dame guard. 





G.W. SEIFRIED CO. 


REFINERS SMELTERS ASSAYERS 
WE REFINE—FILINGS .- 


SWEEPINGS - OLD GOLD - SILVER 


AND PLATINUM 


CINCINNATI, OHIO 














SERVICE AND DEPENDABILITY 
For over 75 years 


THE D. JACOBS SONS CO. 


W holesale Jewelers 
811-813 Race Street 
Cincinnati 2, Ohio 


We distribute all nationally known 
lines of Jewelry and Diamond Rings. 














ken matsumoto & co. 
Jewelry Display Specialists 
CREATORS OF 
BACKGROUND DISPLAYS 


1109 MAIN ST., CINCINNATI 10, OHIO 
PHONE PARKWAY 1392 














14K Gold Diamond Earrings 
Set With Selected Quality 
Full Cut Diamonds up to 1/4 Ct. 





Competitively Priced for True Value 
MEMO. SELECTION UPON REQUEST 


JACK T. GOLDMAN & CO. 


29 E. MADISON ST. CHICAGO, ILL. 
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So it will make dollars for you. 
Here is the new cuff link toggle 
back that manufacturers have 
wanted and needed. Made of 
brass and tubbed. Available 
unassembled for hard solder or 
assembled for soft solder. Prices 
as low as $15.00 per gross. Write 
for complete information to: 


Smith sterling 


7331 Santa Monica Boulevard 
Hollywood 46, California 














COUN HY Yi Ale 
CEA Sod nd Gt 


8 OUT OF 10 
WOMEN HAVE 
NEVER RECEIVED 


AN orcuip / 





ges 
“erage” 


Every woman is anxious to get her 
first orchid and then, one regularly. 


Use Princess Aloha Orchids for store wide 
promotions, for anniversaries, to intro- 
duce a new product, or TO STIMULATE 
BUSINESS AT ANY GIVEN TIME. Give them 
free or with a purchase. 


Dainty Princess Aloha Orchids are flown, 
dewy-fresh, from Hawaii directly to your 
store, guaranteed arrival on time and in 
perfect condition. They are available all 
year long at prices that range from 9c to 
20c each depending on the fashion, quan- 
tity and date used. The four fashions are: 


A. Stems cotton wrapped; B. Stems foil 

dressed; C. Stems flora dressed; D. In- 

serted in lapel vase pin. 

ORCHIDS ARE MAGIC FOR FOOT TRAFFIC 
WRITE: E. KANNER, DEPT. JC 


FLOWERS ./ HAWAIL, Lid. 


LOS ANGELES 











The West Coast 


q Ashley’s Jewelry Store of Alhambra, 
Calif., has moved into new quarters at 108 
South Garfield Ave. O. H. Ashley, owner 
of the firm, has operated as a retail 
jeweler in Alhambra for over six years. 
His store was previously located at 202 
W. Main St. 

q The Perfect Watch Attachment Co., 
owned by Edward Colman, wholesalers of 
leather and metal watch attachments, have 
moved from 256 S. Broadway, Los An- 
geles, to larger offices at 820 W. 11th St., 
same city. 

q David A. Barr has purchased the Ernest 
Sollberger Jewelry Store at 2466 Lake St., 
Altadena, Calif., and changed the name to 
Altadena Jewelers. Mr. Barr has been a 
salesman for the past two years with the 
J. Herbert Hall Co. of Pasadena, and 
previous to that was with Brock & Co. 
of Los Angeles. Mr. Sollberger is retiring 
from the jewelry field. 


q E. T. Anderson & Son, specialists in 
platinum and gold casting, have just 
opened quarters at 477 15th St., Oakland, 
Calif. Owners of the firm are E. T. An- 
derson and his son, Donald. Mr. Ander- 
son has had 31 years’ experience in all 
phases of jewelry manufacturing and his 
son Donald has four years’ background in 
the field. 

q Douglas Jensen, owner of Jensen’s 
Jewelers of 119 E. Broadway, Glendale, 
Calif., has announced the association of 
Robert Fallon as co-owner of the firm. 
The new name of the retail jewelry estab- 
lishment will be Jensen & Fallon. Prior 
to joining Mr. Jensen, Mr. Fallon was 
with International Silver Co. as a sales- 
man in the California territory. 


q Allen & Son is the new name of Gran- 
nis Jewelers, 418 W. 6th St., San Pedro. 
The firm has just been purchased by Allen 
Naid and his son-in-law, John Zugnick. 
Mr. Naid has been manager of the Robins 
Jewelry store in San Pedro for several 
years. 

q Mark Credit Jewelers of Van Nuys, 
Calif., have added a second store to their 
operation with the purchase of Jay’s Credit 
Jewelers, 1043 San Fernando Rd., San 
Fernando, Calif. The new store will also 
be known as Mark Credit Jewelers. Roxy 
Tatu will act as manager of the new unit. 


q Emory Sedlock is the new owner of Sed- 
lock Jewelers, 113 S. Main St., Anaheim, 
Calif. The firm was formerly known as 
Pere’s Jewelry store. Mr. Sedlock, who is 
assisted in the store by his wife, Ruby, 
was active in the retail jewelry field for 21 
years in Brainerd, Minn. 

q Recently opened at 110 W. 6th St., Los 
Angeles, is the Fel-O-Jewelers, owned by 
David L. Oren and M. Feldman. Mr. Oren 
has been in the wholesale jewelry business 
for nine years at 220 W. 5th St. and Mr. 
Feldman operated Safir Jewelry and Loan 
Co. at 6th and Main for many years. 

q The C. B. Rich Co., Ltd., of Chicago, 
has opened offices in Los Angeles at 315 
W. 5th St. Loren Kimball will take over 
as manager of the new office on May Ist. 
q Altman-Blue, wholesale jewelers located 
in the Metropolitan Building, Los Angeles, 











have announced that Manuel J, Stricker 
is resuming his post as manager With the 
firm. Stricker, better known as “Manny” 
throughout the trade, was associated with 
the firm for several years but left two 
years ago to conduct his own firm, With 
his return to Altman-Blue, he wil] again 
be in charge of buying and serve ag Sales 
manager. 

q Terry Blue, former partner in Altmap. 
Blue, of Los Angeles, is now in Japan 
He is making an extensive study of the 
Far Eastern market preparatory to enter. 
ing the import-export business, 

q Empire Jewelry Co. of Los Angeles has 
moved into larger quarters at 424 5. 
Broadway. The firm, which is owned by 
Irving and Henry Schwartz, formerly op. 
ducted its wholesale jewelry business y 
220 W. Sth St., same city. 

q Jules Cohen has opened a precisim 
watch repair service for the trade under 
the name of House of Jules, at 430 § 
Broadway, Los Angeles. Mr. Cohen for. 
merly operated a retail jewelry store a 
424 N. Fairfax St. in the same city, 
q New manager for Hudson’s Credit 
Jewelers, 717 S. Broadway, Los Angeles, 
is George Coburn. Mr. Coburn has beep 
a salesman with the company for several 
years. 

q Peter Greenstein has opened a manv. 
facturing shop for the jewelry trade at 
719 K. St., in Sacramento, Calif. He was 
formerly engaged in jewelry manufactur. 
ing for the trade in Los Angeles. 

q Bert Sager, manufacturer of mountings 
and attachments for the jewelry trade, has 
moved into new offices in the Metropoli- 
tan Building, Los Angeles. Mr. Sager was 
formerly located at 253 South Broadway. 
q J. M. Rojas, for ten years a retail jeweler 
and watchmaker in Lake Charles, La., has 
just opened a new jewelry store at 3532 
Sunset Blvd., Los Angeles, under the name 
of Rojas Jewelry Co. 





GOLDEN JUBILEE 





Nearly one hundred couples gathered * 
help Mr. and Mrs. Gus Behrstock of Los 
Angeles celebrate their golden wedding o0- 
niversary on April 5. Long identified with 
the jewelry trade, Mr. Behrstock is asso¢r 
ated with |. Behrstock Co., wholesale | 
jewelers. Mr. Behrstock has seen his som 
follow in his footsteps in the jewelry bust 
ness as owners of Barry's Jewelry stores '" 
Southern California. Pictured here, |. to! 
front row, are Albert Behrstock, Mr. and 
Mrs. Gus Behrstock, and Mrs. and Mr. Som 
Behrstock. On the stairs, top to bottom 
Mr. and Mrs. Harry Mieten (daughter and 

son-in-law) and Mrs. Albert Behrstock. 
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California RJA’s 17th Annual Convention 
Is Biggest Ever; Rosenberg Named President 


The largest registration in the history 
of the California Retail Jewelers Associa- 
tion unanimously elected the following 
oficers to guide the organization during 
the coming year: Budd Rosenberg, of 
Gensler-Lee Jewelers, San Francisco as 
president ; Durward Howes, III, of B. D. 
Howes & Son, Inc., Pasadena, first vice 
president ; Harold Barnard, of Hollander’s, 
Eureka, second vice president, and John 
Machado of Santa Clara, secretary-trea- 
surer. William M. Erb continues as execu- 
tive secretary at San Francisco head- 
quarters. 

This, the 17th annual convention, took 
place at the Biltmore Hotel in Los Angeles, 
March 26-28. Opening on Sunday, the 


day was taken over by registration and 
opening of the Business Aids exhibit. The 
exhibit was much larger than when it was 
inaugurated last year in San Francisco. 











far ahead. As a product of this uncer- 
tainty, some of our fundamental rights, 
privileges, and opportunities, things which 
have always been the basic part of our 
American way of life, are in some danger 
of disintegration. | am not an inveterate 
‘viewer-with-alarm’ but | feel we must keep 
watchful eyes on trends, we must be alert 
for any change which threatens to destroy 
the things which were the foundation 
stones in the building of this great nation 
of ours.” 

He continued by saying he hoped the 
public recognition and their acceptance of 
branded, trademarked merchandise would 
never change, and said, “Manufacturers 
should place their names only on mer- 
chandise they are proud of, and retailers 
must not weaken or destroy brand names. 
These have become known through word- 
of-mouth advertising by satisfied customers 





Newly elected officers of the California RJA are, left to right: President, Budd Rosenberg, 
Gensler-Lee Jewelers, San Francisco; First Vice President, Durward Howes Ill, B. D. Howes 
& Son, Inc., Pasadena: Second Vice President, Harold Barnard, Hollander's, Eureka: 
Secretary-Treasurer, John Machado, Santa Clara, and Executive Secretary, William M. Erb. 


The afternoon saw the reception and cock- 
tail party hosted by the Southern Cali- 
fornia Wholesalers and Manufacturers for 
all retailers. 

The first of two business luncheons took 
place on Monday with Martin Thomas of 
Los Angeles, general convention chairman, 
presiding. Welcome was extended by 
Mayor Fletcher Bowron of Los Angeles, 
followed by the retiring California RJA 
president, Carl E. Steller of Ventura, who 
reviewed the activities and progress of the 
group during the past year. 

Principal speaker was Robert J. Gunder, 
sales promotion manager of Hamilton 
Watch Co. In speaking of the dangers 
threatening our system of free enterprise, 
he stated, “The political uncertainty, the 
economic uncertainty, create a psycholog- 
ical uncertainty which makes it pretty 
tough indeed for the businessman of today 
to lay his plans and chart his course very 
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and through use of advertising. It still 
remains a fact that a good product, well 
and widely advertised, is, in the long run, 
the most profitable merchandise a retailer 
can offer for sale. ...I would like to say 
that sales promotion is not newspaper ad- 
vertising, it is not window display, it is 
not direct mail. It is all this, and much 
more. It is the sum total of little things, 
all of which tend to convince the con- 
sumer that you have a store full of nation- 
ally-known and highly-regarded merchan- 
dise, selling at fair prices which represent 
good value, and that, in short, you are 
darn nice people to do business with.” 
The past president’s luncheon was held 
on Tuesday, with eight past presidents in 
attendance who were introduced by Budd 
Rosenberg, new prexy. Greetings were 
extended from Sydney L. Stevens of Salem, 
Ore., Pacific regional vice president of 
ANRJA. A. L. Zeitung of the International 



























Your diamonds 
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A FULL LINE 
Gs 
GOLD and PLATINUM 
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WALLACH JEWELRY 
MFC. CO. 


213 SOUTH BROADWAY 
LOS ANGELES 12, CALIF. 





YOU'LL WANT THESE 
NEW ADJUSTABLE MAIN 
SPRING WINDERS 


by JEVIN 


Exceptionally well made, Adjustable 


Main Spring Winders. Set of three sizes. 
Handles complete range of wrist watch 
barrels, down to the smallest baguette 


size. Cat. No. ABCX ... $6.90 per set. 
_ASK YOUR DEALER FOR CATALOG a" 


GENUINE JEVIN TOOLS 


CARRY THIS TRADEMARK 


229 








Nationally Advertised 


Booths 
FINE 
ENGLISH 
TABLEWARE 


$ 


Ve’ 


Pamphlets of 14 outstanding 
BOOTHS patterns sent upon 
request 


Address Dept. JC 


MIDHURST 


IMPORTING 
CORPORATION 


129 FIFTH AVENUE 
NEW YORK 3, N. Y. 

















PAUL A. STRAUB & CO., INC. 
19 East 26 Street, New York 


Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 




















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 




















MADDOCK & MILLER, INC. 


English China and Earthenware 
CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S lronstone Ware IRISH BELLEEK 

COALPORT Bone China and Earthenware 
ROYAL CAULDON Bone China and Earthenware 


129 Fifth Avenue, New York 3, N. Y. 
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Members of the California RJA and their guests "look at the birdie" at the association's 
annual stag dinner. Held on March 27th, the affair drew a capacity crowd that filled the 
huge dining room of the Riviera Country Club to overflowing. 


Silver Co., spoke for a few moments, urg- 
ing retailers to lay plans inventory-wise, 
for the removal or reducing of the excise 
tax so they will not be caught short. He 
used as an example, the problems faced 
by retailers in Canada when the situation 
occurred there. 

Featured speaker at the past president’s 
luncheon was A. J. Gock, president of the 


, Los Angeles Chamber of Commerce and 
‘ chairman of the board of the Bank of 


America, who discussed the problems of 
Southern California and her rapid growth. 

Educational sessions held during the 
two days included a watch clinic, headed 
by Robert Russell, merchandising coordi- 
nator of Foote, Cone & Belding Interna- 
tional Corporation, representing the Watch- 
makers of Switzerland, Orville R. Hagans 
of Denver, executive secretary of the 
United Horological Association of America, 
and Norman D. Luth of Compton. 

The Gemological Clinic was directed by 
Joseph Phillips and John Small, of the 
Gemological Institute of America and dis- 
cussion centered around the use of gem- 
ology in building sales and community 
interest. 

Louis Bass, nationally known agency 
man, chairmanned the panel on adver- 
tising. Taking part were, Julius Loeb of 
Oakland, Robert Russell, Robert J. Gunder 
and Budd Rosenberg. Summation was 
made by the latter, who recommended 
advertising be keyed on a created theme 
to individual business. This might be 
identification with certain services, i.e. 
watch repairs, or specialization in silver, 
diamonds, or birthstone rings. Thus, the 
individual store may become known in its 
community as headquarters for specific 
sales. 

He cited Gensler-Lee, who theme their 
advertising, “Gensler-Lee sells more dia- 
monds than any other jeweler in the 
West.” The success of this plan is shown 
by the fact that 85 per cent of their volume 
is in diamond sales. This has been de- 
veloped during the past 10 years in their 
27 stores. 

A trade diversion symposium directed 
by Max Strasburg of Hollywood with 
Rosenberg and Steller members of the 
panel, led to exciting and controversial 


| 





discussion, with many members in atten. 
dance joining in with pertinent comment. 

An all day golf tournament was held a 
Riviera Country Club, with prizes awarded 
at a stag dinner that night. The Wallace 
Silver Trophy, awarded annually, went this 
year to the team from the South. Members 
of the winning group were, Dick Ewert, 
Guy Hanson, George Ensminger and J. 
Lewis. Playing for the North were, Peck 
Fields, Dick Ghent, W. R. Burke, and 
H. Katayama. 

Individual awards were made to Ewert, 
Ist low gross; Hanson, 2nd low gross; 
Durward Howes III, Ist low net; Fields, 
2nd low net; Ghent, driving contest: 
F. W. Hand, accuracy contest; and Gilbert 
Lakin, booby prize. 

Wind-up of the successful convention 
was the annual banquet held at the Bilt. 
more Bowl. Over 150 gifts contributed 
by manufacturers were awarded at the 
various affairs during the session. During 
the entire period, radio and_ television 
broadcasts had been arranged and the 
newspaper coverage in the metropolitan 
papers was excellent. 





TEDMAN IMPORTING CO. 
225 Fifth Ave., Room 829  Tele.: MU 5-5324 
New York 10, New York 


ENGLISH BONE CHINA 


Tea, After Dinner and Breakfast Sets, Smoking 
Articles, Toby Jugs and Lustreware 





——————_ 





——_——_e 








importers of 
ENGLISH CHINA 
and 
EARTHENWARE 


Stoek and Import 


FONDEVILLE & CO., INC. 
149 Pi%th Ave. New York 10, N. Y. 











AL. 4-0104 


————, 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
DANISH CERAMICS (Bing and Grondshl) 


D. Stanley Corcoran, Inc. 
7 West 30th Street New York 1, N.Y. 








LOngacre 4-7851 
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May 24-28—Washington Gift Show, Hotel | 
s ~« Reet Jeeties Ande Willard, Washington, D. CG. | 
/-8—Alabama he er ; ff 31—August 11—Chicago Gift Show, | 
tion, Annual Cannan, veeeenadiiiuaal Palmer House and LaSalle Hotel, Chicago, 
son Hotel, Birmingham, Ala. . TL | 
te ccedaion ath p wee | 31—August 11—Merchandise Mart Gift | a nae 
ewelers Assoc ya ; “a "Ses —/ ‘fe 
lr Shoreham Hotel, Washington, Show, Merchandise Mart, Chicago, Ill. | ( Cheodare Haviland ) 
. ‘el tig , 
.* — South Carolina-Georgia Retail | August | al dase ae 
Jewelers Association, Annual Convention, | 6-10—Buffalo Gift & Art Show, Hotel | 
Biltmore Hotel, Atlanta, Ga. Statler, Buffalo, N. Y. | 
14—Horological Institute of America, | 13-17—Pittsburgh Gift & Art Show, V i la 
Annual Convention, Raleigh Hotel, Wash- | Hotel William Penn, Pittsburgh, Pa. \\2 Nd/ 
mh ington, D. C. | 14-17—Allied Lines Show, Belmont & 
the 14-16—New York State Retail Jewelers Plaza Hotel, New York. laeiites 
Association, Annual Convention, Hotel 14-17—American National Retail Jewel- ESTABLISHED 1842 a 
Governor Clinton, Kingston, N. Y. ers Association, Annual Convention and | ? 
98.29—United Horological Association Trade Show, Waldorf-Astoria Hotel, New 2 A @ 
wi of America, 17th Annual Convention, Fort York. | K&}, Ve ’ P 
- Des Moines Hotel, Des Moines, Iowa. | 21-25—New York Gift Show, Hotels New Nheodore 
“ | Yorker and Statler, New York. 
ed June 28-31—National Association of Credit 
" 3—Maiden Lane Outing Club, Annual Jewelers, Annual Convention and National — <7 a 
ts Summer Outing, The “Greens,” Pleasant- Jewelry Fair, Stevens Hotel, Chicago, Ill. INCORPORATED 
7 dale, N. J. | | 26 WEST 23rd STREET, 
n, 5-6—National Wholesale Jewelers Asso- September NEW YORK 10, N.Y. 
‘ ciation, 43rd Annual Convention, Hotel | 3-8—Allied Gift and Jewelry Show, 
ck Sheraton, Chicago, II]. _ Hotel Adolphus, Dallas, Texas. CHICAGO 
id 7-8—Watch Material Distributors Asso- | 4-8—Boston Gift Show, Hotel Statler, 1550 MERCHANDISE MART 
ciation of America, Annual Meeting, La | Boston, Mass. 
rt, Salle Hotel, Chicago, III. | 4-8—Dallas Gift Show, Hotel Baker, Dal- LOS ANGELES 
‘ 15—Twenty-Four Karat Club of the City | las, Texas. 363 BRACK SHOPS 
Is of New York, Annual Summer Outing, | 10-14—Cleveland Gift & Art Show, Hotel 
t Travers Island, New York. Statler, Cleveland, Ohio. 
rt 24-26—New Jersey Retail Jewelers Asso- | 17-18—Iowa Retail Jewelers Association, 
ciation, 41st Annual Convention, Claridge | Annual Convention, Fort Des Moines Ho- 
- Hotel, Atlantic City, N. J. tel, Des Moines, Iowa. 
I 25-26—New Hampshire Retail Jewelers | 17-20—Denver Gift & Jewelry Show, Al- GEO. BORGFELDT 
d Association, Annual Convention, Hotel | bany Hotel, Denver, Colo. CORPORATION 
e Wentworth-by-the-Sea, Portsmouth, N. H. | 17-20—Western Jewelry Show, Biltmore 44-60 E. oe ee Seam 10, N. ¥. 
- 25-27—North Carolina-Virginia Retail | Hotel, Los Angeles, Calif. | CHINA”) e GLASS ¢ TABLEWARE 
n Jewelers Associations, Annual Convention, | 24-29—Allied Jewelry Show, Biltmore EARTHENWARE e@ GIFT and ARTWARES 
e Hotel Mayview Manor, Blowing Rock, | Hotel, Los Angeles, Calif. Domestic and Foreign 
n N. C. | 28-29—American National Watchmakers 
_ Association, Annual Convention, Hotel 
July | Pfister, Milwaukee, Wis. 
9-14—Ne ; - 
a tee Sak hemp thom: Bad | Outen ORREFORS OF SWEDEN 
16-21—New York China, Glass & Pottery 9-13—Philadelphia Gift Show, Benjamin GLASSWARE 
Show, Hotel New Yorker, N. Y. | Franklin Hotel, Philadelphia, Pa. U.S.A. Representatives 
FISHER, BRUCE & CO. 
HAWAIIAN JEWELERS ATTEND FIRST ANNUAL MEETING Phila.: 221 Market St. © NewYork: 1107 Broadway 











ENRIGHT - LeCARBOULEC, INC. 


CRYSTAL from SWEDEN 


STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


Send for 36-page illustrated catalog 


160 FIFTH AVENUE NEW YORK 10, W. Y. 
Telephone: CHelsea 2-8702 and CHelsea 2-2558 














MARY RYAN sccessons 


Gathering for their first annual dinner meeting, members of the Hawaii Retail Jewelers 


Association with their families and guests assembled at the Lau Yee Chai Restaurant, FURNITURE 
Waikiki, Honolulu, on the evening of February 25th. Attendance at the affair was "very ze 

gratifying" according to Thomas R. Shields, executive secretary of the association. Other a Stith Autaus See York GIFT AND ART 
officers of the association are Lloyd E. Klumpp, president, and Richard H. Wheeler, vice iio th sictied Mart. Chicago NOVELTIES 








president. 
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A Practical Course in Artistic Engraving 


by R. ALLEN HARDY 


Section A—Basic Exercises (Cont.) Parts 2 Through 7. 


In following the course outline up to 
this point, the student has become fa- 
miliar with such essential equipment as 
the engraving block, gravers, oilstones, 
graver sharpener, and emery paper. 
Next to consider is the engraver’s 
loupe, and the metal to be cut. 

The correct loupe for an engraver 
‘should allow-the eye to be 4 inches 
from the work and magnify 24% times. 
The loupe should be one that is marked 
4 in. x 24%X. It is important for the 
beginner to make sure he has the cor- 
rect loupe before attempting to cut. 

The best material on which to be- 
gin practice work is commercial sheet 
copper, cut to any convenient size to 


HOW TO HOLD A GRAVER 





be held in the engraving block, say 
about two by three inches. The trade 
specification for a suitable metal is: 
“cold-rolled flat sheet copper, polished 
on one side, thickness 14 ounces per 
square foot, or .0189 inch.” This thick- 
ness is minimum for properly standing 
up under the graver cuts. Thicker metal 
may be used, but it would cost more 
per square inch with no advantage in 
working qualities. Copper of this speci- 
fication has a cutting quality that is 
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Section A—Basic Exercises 
*1. Correct shaping and _ sharpening of 
square script gravers:— 
*(a) Use of mechanical device; 
*(b) Stoning belly and face; 
*(c) Polishing; 
. Cutting parallel straight lines. 
. Cutting curved parallel lines. 
. Cutting circles in hair-lines; synchron- 
izing eye, hand and block. 
. Cutting parallel shaded lines. 
. Cutting curved parallel shaded lines. 
. Cutting shaded circles. 
. Cutting script ovals—-hairlines. 
. Cutting script ovals—shaded. 
. Shading beauty-cut; basic script letter 
formation. 
. Shading beauty-stem; basic script let- 
ter formation; balance and proportion. 
12. Shading double-C cuts. 
13. Shading double-cut. 
(*Subjects completed in previous installments 
of series.) 


SwoOOes8 Ww 2m WPA 





probably nearest of all to averaging 
that of the metals of which most ar- 
ticles are made, that are engraved in 
the jewelry trade; gold of various 
karat-fineness, solid or filled; silver: 
platinum; certain non-precious metals 
used as a base for electroplating, etc. 
Plates of this kind of copper are 
stocked for sale by some of the jewel- 
ers supply dealers. However, if you 
buy the metal in larger sheets as sold 
by metal dealers, it is well to have it 
cut to usable size by a_sheet-metal 
workshop on their large power-shear so 
that the practice places will be _per- 
fectly flat. It is impossible to maintain 
flatness in pieces cut with hand shears. 
Holding the graver correctly is of 
utmost importance. The correct posi- 
tion is shown in Figures 14 and 15. 
Figure 16 shows the hand in relation 
to the copper plate and executing a 
straight cut. Figure 17 shows the cop- 
per plate clamped securely in the en- 
graving block with the aid of four 
small grooved pins; also showing the 
hands in their correct position on the 
block preparatory to making a cut. 
Figures 17 and 18 show correct hand 
posture for beginning all cutting. The 
difference in the thumb positions 
should be noted in the two illustrations. 
Both are correct. As cutting pro- 
gresses, the student may unconsciously 
find himself changing from one position 
to the other. For extra steadiness, the 
left thumb serves this purpose well. 
Figure 19 shows the engraver with 
elbows resting on the table top, arms 


relaxed, with the block slightly tilted 
toward his body. The chair or too) 
should never be so high as to cause the 
engraver to be directly .over his.work: 
neither should it be so low that j 
would become necessary to overtilt. the 
block in order to approach the work 
Bad posture causes early fatigue. The 








Fig. 17. One of two correct positions of 
hands for beginning all cutting. 


engraver should keep his spine as 
straight as possible by selecting a chair 
or stool of just the right height. 

Before beginning to cut, study Fig- 
ures 20 and 21. Consider first Figure 
20:—(A) shows the correctly shaped 
cut; (B) shows a cross-section of the 
depth of the cut, lengthwise; and (C) 
shows a cross-section of the width and 
depth of the cut. Figure 21 shows the 
cut in execution. The procedures and 
methods of executing this particular 
cut are explained later, in detail, un- 
der Item 10 (Section A) of the text. 
It is mentioned here, in brief, to estab- 
lish in the beginner’s mind a clear con- 
ception of what actually happens as the 
graver point cuts the metal. 


2: CUTTING PARALLEL STRAIGHT 
LINES 

Lay out a plate with four equal rows 
of diagonal straight lines as shown in 
Figure 22A. This is done by smearing 
on Chinese white, a water-color manu- 
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ON YOUR INVESTMENT 


When you buy a suit, a watch, a necktie. 
it's the “Value” that you remember long 
after the original cost price is forgotten. 


FOR “VALUE”, IT’S THE 





AND FOR THAT REASON. MORE ARE BEING 
SOLD THROUGHOUT THE WORLD THAN 
ALL OTHER WATCH-TIMING MACHINES 
COMBINED. HERE'S WHY:— 
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r : 
THE WATCHMASTER 


ASK FOR QUICKLY PAYS FOR ITSELF 
: 
DEMONSTRATION CONVENIENT TERMS 











LASTING ACCURACY 
DURABLE CONSTRUCTION 
CLOSE "DOT" RECORD 
FOR 
DEPENDABLE ANALYSIS 
AND SPEEDY RATING 





American Time Products, Inc., 580 Fifth Avenue, New York 19, N. Y. 
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factured in cake form, which is applied 
by wetting the forefinger with water 
and rubbing over the cake. The finger 
will pick up the Chinese white as a 
thick paste which is rubbed on the 
plate, continuing to rub until dry. This 
will leave a thin creamy coat of white 
and will avoid scaling, which greatly 
interferes with cutting. With a ruler, 
lay out four equal rows parallel with 
the long edge of the copper plate. On 
the top row, lay out a series of close, 
parallel diagonal lines. This may be 
done with a steel point or a hard lead 
pencil, finely pointed. Care must be 





Fig. 18. Alternative position has thumbs to- 
gether on work for extra steadiness. 


taken not to bear down on the steel 
point, because a deep cut or line will 
result. All that is necessary is to lightly 
touch the surface. A faint but definite 
line will result, which is ideal. If the 
steel point is used, the Chinese white 
may then be removed and the lines cut. 
If the lead pencil is used the cutting 
is done directly over the Chinese white. 

The first plate should be cut just to 
get the feel of the copper with no par- 
ticular emphasis on the desired width 
of line. Cutting these straight lines 
does not involve turning the block. All 
the action is in sliding the graver past 
the thumb which remains stationary. 
To cut perfectly straight lines, hold the 
block steady with the left hand and 
rest the thumb of the right hand on 
the top of the block. The right thumh 


must not move. The graver slides past 





Fig. 19. Correct posture for engraving. 


the thumb in a continuous smooth mo- 
tion. The tip of the forefinger must be 
placed on the graver at least an inch 
from the tip of the thumb. This is neces- 
sary to execute a long straight cut in 
yne stroke. If the graver is in perfect 
condition, it will glide through the 
metal smoothly and with little resis- 
tance. 
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An important rule at this point is 
to “wait for the metal to cut.” Do not 
force the graver to cut faster than it 





Fig. 20. Correctly shaped cut (A). B and 
C show lengthwise and width cross-sections. 


should. A graver in perfect condition 
will start cutting as soon as the point 
touches the metal and a minimum of 
pressure is used. This may be fast or 
slow depending on the graver. In either 
event the result will be a smooth cut, 
if the graver is not hurried or forced. 
The next step is to lay out a plate of 
the same parallel lines but this time 


Sptttade 





Fig. 21. Showing the 
cut in execution. 


try to cut a thin even line from start 
to finish. When this can be done some 
control has been acquired. 


3. CUTTING CURVED PARALLEL LINES 


Lay out a plate with four rows. See 
Figure 22B. Using a coin and the steel 
point or pencil as a marker, lay out 
a series of close parallel arcs. To cut 
an arc, the block must be _ turned 
slightly as the thumb pivots. The 
graver is held firmly and there is no 
action of the graver sliding past the 
thumb. At this point it is well to form 
the habit of shifting the copper plate 
from time to time so that all cutting 
is done as close to the axis of the block 
as possible. This simplifies cutting near 
the edges of the plate. If the plate is 





Fig. 22. Metal plate layout for practicing 
the cutting of rows of parallel lines. 


not moved toward center, the are o, 
motion of the block is amplified cays. 
ing unnecessary difficulties in Cutting 


4: CUTTING CIRCLES IN HAIR.-Lings 


With a compass, lay out two sets of 
circles on one side of a plate. This jg 
shown in Figure 23. Each set should 
contain a series of circles gradually 
diminishing in size to center. Many 
more lines may be worked in than are 
shown in the illustration. It is adyis. 
able to place the lines as close as pos. 
sible in order that a maximum amount 
of cutting may be gotten from one 
plate. In cutting these, try to maintain 
a very light hairline (Figure 234A), 
This will involve changing position ip 





A. B. 











Practice plate for cutting hairline 
and shaded circles. 


Fig. 23. 
turning the block, to complete the 
circle. Do this in no more than four 
turns. 


5: CUTTING PARALLEL SHADED LINES 


Lay out a plate as shown in Figure 
22C. This time, in cutting a line, lay 
the graver over to the right and cut 
a straight shade line of even width 
from beginning to end. It will be found 
that in order to do this the point of 
the graver must go a little deeper into 
the copper plate. A maximum shade 
width is wanted here. By maximum 
width is meant the widest possible line 
that can be controlled. After a few 
practice cuts, starting fairly narrow 
and gradually widening as experience 
is gained, it will seem comparatively 
easy to maintain the even width de- 
sired until a great width is reached. 
Then it will be found the outer edges 
of the shade lines become uneven, 
feathery, or ragged. This is quite a 
natural condition and is merely an in- 
dication that too wide a shade line has 
been attempted. 


6: CUTTING CURVED PARALLEL 
SHADED LINES 


Lay out a plate as shown in Figure 
22D. On this plate, cut shaded arcs 
of maximum width. 


7: CUTTING SHADED CIRCLES 


Lay out a plate as shown in Figure 
23B. Cut shaded circles of maximum 
width. 


(To be continued) 
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SIMSBURY . . . $57.50** 


BETTER KEEP ON KEEPING AN EYE ON SETH THOMAS 


Thee finest clocks 
on the market: 
ae setting the 
pacezor syle... 


SETH THOMAS O% focest name in clas (ERE 


EW models galore! And they're all 
beauties...every one a 1950 sales 

maker. That’s why it pays to continue 

watching Seth Thomas* in 1950. 

It pays to keep an eye peeled for new 
Seth Thomas models, both electric and 
keywound, as they’re introduced ... pays 
to have these new authentic Seth Thomas 
clocks in stock and on display now... 
right in time for wedding-gift buying. 


Remember. . .they’re all nationally adver- 
tised to your customers in magazines read 
by millions. 

Note the decorative appeal of these fine 
new clocks. They’re designed for an im- 
portant place in every home. Feature 
them now. They’re more than timepieces 

. they’re quick profit-builders. Seth 
Thomas Clocks, Thomaston, Connecticut. 
Division of General Time Corporation. 


*Reg. U.S. Pat. Off. **Retail price, subject to change, tax extra. 
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NADJUSTED WATCH—What does the word “unad- 
justed” mean stamped on some watches? I mean. 
why would they stamp this on, when it really states these 
watches are of low grade? (Question No. 6221.) R. S. L. 


Answer—The word “unadjusted” is stamped on the 
cheaper grades of Swiss watches to indicate their admis- 
sibility as imports to the United States at a lower rate of 
customs duty than would be charged on higher grade 
watches, which are stamped “adjusted” or “3 adjust- 
ments,” etc. This term “adjusted” means that a watch 
entitled to it, has had performed on it at the factory, 
certain operations after assembling its parts, that will 
produce from it a better timekeeping rate under con- 
ditions that cause rates to vary, such as changes in at- 
mospheric heat and cold, the watch being carried or 
laid down in various positions, difference between fully 
wound up and partly run down, etc. These adjusting 
operations add to the indicated value of a watch, not 
only because of their labor-cost, but also because watches 
of grades chosen for adjustment are, in the first place, 
of generally better workmanship in all their parts; on 
watches of lower grades, the expensive labor spent on 
adjusting would be largely wasted. 


a BEARING PIVOT—I read a newspaper article 

saying that they are making watches in Switzerland 
now with ball-bearings for the balance pivots. Is this 
true? What size balls are used, if so? (Question No. 


6222.) P. N. A. 


Answer—There are no watches being commercially 
made with ball-bearings for the balance pivots. This idea 
has been tried experimentally in Switzerland, but never 
to the point where such ball-bearings have been placed 
in watches actually manufactured for marketing. How- 
ever, the Eterna Watch Company has recently introduced 
a model of automatic or self-winding watch with ball- 
bearings for the large heavy pivots of the winding weight, 
but not for the balance pivots. 
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WORKSHOP 
QUESTIONS 
AND 

ANSWERS 





OLISHING OPALS—What is the name of the oil used 
for polishing opals that have become dull, and where 
can it be obtained? (Question No. 6223.) R. L. F. 


Answer—Your query is somewhat puzzling. The 
polishing of opal material is done with felt or leather 
buffs on jewelers’ or lapidaries’ lathes, using various 
abrasive powders and water, not oil. Putty powder 
(peroxide of tin) is largely used for a final polish ona 
woolen or felt buff, wet with water. We have heard of 
a questionable trick used for giving various stones on 
which the polish has become dull, a temporary “shine” 
by rubbing them with a rag dampened with sperm or 
mineral oil, but we hardly think this is what you have 
in mind because the shine would, of course, disappear 
as soon as the stone rubs against clothing, etc. 


EWELRY WASHING SOLUTION—For years I have 

used a jewelry washing solution containing lump 
borax, soda, Castile soap, and aqua ammonia, for which 
the formula was given in J. C.-K. “Workshop Notes’ 
department long ago, and I have had good results. From 
what my druggist says, I am asking the following ques- 
tions: (1) Would 20-Mule Team Borax do? He says it 
is chemically the same as lump borax. (2) For aqua 
ammonia, he says he sells that at 8% strength; is this 
OK? (3) Why does the formula call for Castile soap? 
Wouldn’t some other soap do? (Question No. 6224.) 
T. R. 


Answer—(1) We see no reason for disagreeing with 
your druggist, who suggests substituting a proprietary 
brand of powdered borax for the commercial lump borax 
in the original formula, since he says that the two are 
chemical equivalents. 

(2) We believe that the “aqua ammonia” named in the 
original formula is meant to be the liquid known in the 
chemical trade as “6% ammonium hydroxide.” We do 
not believe, however, that there could be any objection 
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to using this ingredient of a somewhat higher percentage 
of ammonia content. 

(3) About the naming of Castile soap in the formula, 
probably whoever wrote it many years ago, chose Castile 
soap as a definite type of soap obtainable everywhere— 
a bland soap in which the fatty base is olive oil—instead 
of naming just “soap,” which would have included lye 
soaps or other types unsuitable for the purpose. 

As long ago as this formula was made, it was before 
the age of widely distributed trade-marked or branded 
soaps, The fact remains, based upon long experience, 
that Castile soap is good in this formula, and it is obtain- 
able anywhere. If you wish to try other soaps instead, 
you can do so; the results of such experiments would be 
better to judge by, than anyone’s guess as to any sub- 
stitute for Castile soap. 


—"* PRONG SETTING—Recently I saw some 

diamond settings with such heavy prongs that | 
want to know how this is accomplished. Prongs are so 
wide and thick that I cannot see how they could be bent 
over the edge of the stone without danger of cracking it. 


(Question No. 6225.) E. R. D. 


Answer—We believe that the type of diamond set- 
tings referred to are those in which the “prongs” are 
formed in the metal by cutting-tools. The girdle of the 
stone is fitted into each prong by trimming the portion 
of the seat in it, to fit its part of the girdle, with hand- 
tools of chisel or “graver’ type. Then the metal over- 
hanging the stone at each prong is burnished or punched 
to hold the stone, using steel punches of a variety of 
forms at the working ends. 

Obviously doing this requires care and skill which 
should be developed by plenty of practice at first in 
setting inexpensive stones before attempting to do the 
work on diamonds, so as to avoid damaging costly stones 
while setting them. After the stone is set, the irregu- 
larities in the metal of the prongs are trimmed off by 
cutting with graver, filing, polishing, etc. 


| perma BRASS—How may I harden or stiffen 
a piece of brass that has been softened by soldering? 


(Question No. 6226.) H. B. G. 


Answer—To harden a piece of brass, this must be 
done by compressing the metal by some means or other: 
the shape and size of the piece determines just what 
means to employ. If of sheet or bar form and without 
irregularities or protruding features, the compressing 
may be done by passing the brass through a pair of 
jewelers’ rolls; if of thin rod or wire form, this may be 
pulled through a series of gradually diminishing holes 
in a draw plate; if of more complex form, by hammer- 
ing the brass. 

Usually any of these operations will have an effect 
of thinning or lengthening the piece, which then may 
have to be refiled, or otherwise cut, to correct the shape 
of it. These matters should be considered if possible 
before heating a brass piece, instead of giving it its final 
form prior to heating it. If you would send us a sketch 
of any piece of this kind of work, we may be able to 
advise you more specifically on what means to employ 
to harden or stiffen the brass. 
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NIFE HANDLE CEMENT—How should we make g 

cement for fastening table knife blades into hollo, 

metal handles, and how apply it? (Question No. 6297, 
K. R. 


A nswer—One of the most-used compositions for thi 
purpose is made by melting together rosin, 4 parts (hy 
weight) ; beeswax, one part; and brick dust, one part. 
The brick dust should be prepared by crushing and gif. 
ing pieces of the soft brick used for the inner sides of 
walls—not the hard “face” brick. It is important t 
clear out the old cement if some of it is remaining in the 
handles, by heating the handles moderately so as not ty 
risk melting the solder, and allowing the melted old 
cement to run out. Then pour the melted new cement 
into the handles through a funnel, imbed the heated tang; 
of the knife blades in it; allow to cool, then strip off any 
surplus cement that has been squeezed out at the joint, 


; on ENGRAVING—I have a set of church 
offering plates that I have engraved. The customer 
wants the cuts of the engraving to be lacquered. This | 
tried to do with a brush, but wherever I touched the 
original lacquer it piled up thick and when I wiped this, 
it all came off. Is there same special kind of lacquer for 


a job like this? (Question No. 6228.) S. N. 


Answer—What causes your problem is _ that the 
solvent in the lacquer you are using, and that in the 
original lacquer, is the same kind. The new lacquer dis. 
solves the old at the place where they should meet, and 
(we are guessing on this, without having the job here 
to examine) a thickened coating appears at the joint, 
which your brush-strokes loosen and strip off. 

The one sure way to solve the problem would be to 
dissolve all the old lacquer off and relacquer the entire 
piece. Another thing you might experiment with would 
be to thin your lacquer (jewelers’ supply dealers sell 
“thinner” for standard type lacquers) and with a 
camels-hair brush of small size, lacquer the bare spot not 
quite up to the edges of the old lacquer, then delicately 
push or “coax” some lacquer up to the edges of the spot, 
without spreading new liquid over the old lacquer. 


EPLACING WATCH JEWELS—When I find rusty 
pivots, then besides repolishing or replacing them, 
I always replace the jewel with a new one because | 
believe that particles of rust embedded in the pivot may 


erind and roughen the walls of the jewel hole. Do you 
approve of this? (Question No. 6229.) S. L. 





Answer—We believe you are going to needless ex 
pense of time and material in following the practice 
described. If you could examine these jewel holes under 
high magnification, we assure you that you would find 
no evidence of alteration of form or finish in them 
caused by abrasive action of rust particles. To be assured 
of this, we believe that any of the watch manufacturers, 
such as Elgin or Hamilton, would be willing to examine 
jewels microscopically if sent to them and then report 
the findings to you. In principle, one might think, abre: 
sion could occur but we do not believe that it would 
under the practical conditions existing in this case. 
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.== PRICED WITHIN REACH 


Bosca-Built features leathers your 
customers like to handle at prices 
you do too. Each made with 33 
years of skill . . . Each with a 
written guarantee. From $1.00 up. 


Write for complete catalog and list. 


*K Items shown are in choice leathers of 
R. J. WIDEN CO., North Adams, Mass, 
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in any karat, color and size ~ delivered 
promptly—ready to put into: production— 
every shipment true to karat, gauge, work- 
ing qualities and finish. Write for Bulletin 16. 
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through Chronograph watch repair 


Expert chronograph watch repair by the fast, reliable 
Esembl-O-Graf method provides immediate, expanding 
opportunities to both jewelers and watchmakers. 

To the jeweler it offers a solid foundation for suc- 
cessful chronograph promotion and increased watch 
sales. Greater store traffic builds greater volume sales 
throughout the store. 

To the watchmaker the Esembl-O-Graf method opens 
an important new field of watch repair business. He can 
now service a chronograph watch without tedious hours 
of work at the bench . . . and without previous study or 
preparation of any kind! 

Every registered owner of the 24-volume Esembl-O- 
Graf Library receives the continued services of the 
Esembl-O-Graf Research Laboratories in chronograph 
merchandising and repair, and is entitled to certain 
additional Esembl-O-Graf volumes without charge.* 
Write for full details of the low-cost Esembl-O-Graf 
Plan today. 


a volume for every chronograph... 
a page for every part 


The Esembl-O-Graf Library, with 
more than 3,000 illustrations, gives pre- 
cise, step-by-step procedure for servic- 
ing every chronograph watch sold 
today. Each slim volume fits easily into 
your bench tray when in use .. . goes 
back on the shelf when the job is 
finished. No preparation is necessary 

. the Esembl-O-Graf is ready for 
immediate use when it is needed, like 
any other tool on your bench. 





*Originally introduced in 22 volumes, 
the Esembl-O-Graf Library has already 
been increased to 24 volumes, the 
iwo additional volumes soon to be 
distributed to all Esembl-O-Graf own- 
ers at no additional cost. 


Gaembl-O-Sraf 


RESEARCH LABORATORIES 
Sales Dept: 706 Smithfield St., Pittsburgh 19, Pa. 
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Oneida Spring Campaign 


Oneida, Ltd., makers of Community 
Silverplate, have started their spring cam- 
paign for May and June bride business 
featuring paintings by Jon Whitcomb. 

Full pages, four-color and black and 
white, have been scheduled for 11 na- 
tional magazines, including Life, Look, 
Ladies Home Journal, Woman’s Home 
Companion, Good Housekeeping, Cosmo- 
politan, American Magazine, Household, 


Mademoiselle, Charm and Glamour. 
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Among other suggestions highlighted 
will be the Bride’s “Dream Chest” (shown 
above) which comes complete with a 
6l1-piece service for $79.50. It is done in 
cream-colored plastic to go with modern 
or traditional furnishings in either blond 
or dark woods. 


Norma Increases Advertising 


The national magazine advertising cam- 
paign for Normal Pencils for spring, fall 
and holiday seasons indicates a sharply 
increased budget for 1950. The spring 
campaign will be stepped up to build 
Graduation, Father’s Day and Usher’s Gift 
demand. <Ads_ will appear regularly 
throughout the summer and fall reaching 
their maximum levels before Christmas. 
Norma’s media list includes Life, National 
Geographic, Fortune, New Yorker, Esquire, 
Christian Science Monitor and New York 
Times Magazine Section. The New York 
Times will carry messages from Sunday, 
March 26, to Christmas. 


In addition to the magazine space, 
Norma messages are channeled through 
newspapers, radio and cooperative ads. 
Supporting this consumer promotion is a 
schedule of ads to key professional and 
trade fields. Norma also offers dealers 
newspaper mats, window and counter dis- 
plays. The theme of all Norma promotion 
is “4 Colors in 1 Quality Pencil.” The 
Norma Pencil Corporation is located at 


137 W. 14th St., New York. 
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Synthetic Rutile Volume Up 


Henry Schwab, lapidary of 100 West 
43rd St., New York 18, N. Y., reports 
a steadily increasing interest among jewel- 
ers in synthetic rutile, sometimes referred 
to as “Titania.” Jewelers, according to 
Schwab, are doing an interesting volume 
in this fascinating new material. 

Not intended to take the place of a 
diamond, nor to act as a substitute for 
or imitation of a diamond, rutile has 
more brilliancy than a diamond, and its 
slight yellowish tint provides an oppor: 
tunity for new and unusual designs. 

Schwab, one of the few in the East 
specializing in synthetic rutile cutting and 
polishing, offers the stones in weights from 
one to 20 carats. 


—_——- 


Publications from 
Handy & Harman 


Handy & Harman, refiners and dealers 
in precious metals, 82 Fulton St., New 
York, have issued three booklets of interest 
to jewelers. “Silver for the Craftsman” con- 
sists of information which will be of help 
in ordering and working with sterling 
silver. 

Another booklet, “Handwrought Silver,” 
by Margret Craver, consulting silversmith 
and head of the Craft Service Department, 
is for students who are interested in a 
practical working method from which they 
can develop their own ideas. 

The second booklet by Margret Craver 
is devoted to handwrought sterling silver 
jewelry for the amateur craftsman. 





Bretton's Free Gift Offer 


Bruner-Ritter, Inc., of New York City, 
manufacturers of Bretton watch bands, 
are now distributing their new Bretton 
Gold Crest watch attachments in a stream- 
lined, wafer-thin, gold-tone cigarette case, 
with a gold crest embossed on top. It 
comes in a chamois-covered, gold and 
black gift carton. 





Jewelers are authorized to promote and 
give this $5 cigarette case free with the 
purchase of any Gold Crest watch attach- 
ment, 











New Esquire Merchandising Aids 


A new line of merchandising aids, de. 
signed to increase sales of Esquire-adyer. 
tised products through display of actyg 
merchandise, has been introduced by ¢. 
Allen Reeder, Director of Public Relg. 
tions and Promotion for the company, 

The main features of the line, Reeder 
said, are the new Esquire “platform” dis. 
play and statuettes of “Esky,” the Esquire 
trademark. “The platform,” he said, “jg 
designed to get merchandise out from 
under the shelves and in front of the 
counters where it can be seen and bought, 





Part of the recently re-designed Esquire 
line of merchandising tools for Father's 
Day is shown above. At left is a new 
die-cut mounted ad reprint card which 
catches the eye through bright color and 
use of “Esky,” Esquire’s trademark. Cen- 
ter is an “Esky” statuette available to 
Esquire advertisers at cost and to certain 
retail stores. Nine in. high and in molded 
rubber, its slotted base holds a card with 
any type of copy the user desires. At 
right is Esquire’s new regular Father’s 
Day reprint card. 





Toastmaster Sales Aid 


The Toastmaster Products Division of 
the McGraw Electric Co., Elgin, IIl., has 
published a sales training manual for re 
tailers which is part of a larger sales 
training package. 

The booklet, entitled “How to Sell 
Toastmaster Toasters,” details all the 
points necessary for successful selling. 





Frank M. Whiting and Co. Cited 


Frank M. Whiting and Company, Divi- 
sion of the Ellmore Silver Co., Inc., Meri 
den, Conn., was cited with a “Certificate 
of Public Service” by the Brand Names 
Foundation Inc., at the fifth annual Brand 
Names Day at the Waldorf-Astoria, New 
York on April 5. 

Brand Names Foundation awards those 
companies which have been “tested by the 
American public for 50 consecutive years 
or more, and have won and held public 
confidence through unfailing integrity, re 
liable quality and fair pricing.” The award 
was accepted by I. A. Lipman, president. 
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Economy Ring Line from Bristol 


The Bristol Seamless Ring Co. of 71 
Nassau St., New York, has presented to 
the trade a new “Economy Line” of 
Matched Diamond Ring Sets. These rings 
are fully mounted—set with center dia- 
monds and economically priced to enable 
retail jewelers to increase their sales of 
diamond wedding and engagement rings. 





Forty years of ring-making experience 
is reflected in this new “Economy Line.” 
They are fine quality diamond rings and 
priced low, to be within reach of the aver- 
age consumer. There are sets available to 
retail from $36.50, $79.50, $99.50. $149.50, 
$199.50 and other sets from $300.00. 


Mats of these matched diamond sets are 
available for newspaper advertising and 
can be obtained by writing to the Bristol 
ofices in New York City. 


Arrow Presentation Box 
for Bulova Watches 
The box selected by the Bulova Watch 


Co. for the presentation of its new Acad- 
emy Award watches is a miniature of a 
stage setting. Designed and produced by 
the Arrow Manufacturing Co., Inc., of 
West New York, N. J., it is fashioned of 
plastic and velvet. The ivory-colored base 
presents the architectural lines of a stage 
with the watch spotlighted in the center 
on velvet background. 





The top, when opened, captures the 
full sweep of a proscenium with backdrop 
and arched roof, all done in champagne 
and gold colors with contrasting Ameri- 
can Beauty velvet in curtain effect. When 
the box is closed, the top reveals an ar- 
Tangement of gold-toned drapes, artfully 
sculptured in their dimension, within a 
clear plastic dome. 
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New Earring Design 
The Wingback Co., 122 E. 42nd St., New 


York, revealed their new line of earrings 
at the Stork Club in New York on Tues- 
day, April 11, with 150 members of the 
fashion press present at the luncheon. 

The Wingback line features a new de- 
sign for keeping the earrings on the ears 
which the company claims is completely 
comfortable. 


Beau Brummel Keynotes 
New Flex-Let Display 


A 3-dimension wood and plastic counter 
and window display piece featuring a re- 
production of Beau Brummel, the Vic- 
torian favorite, has been prepared by the 
makers of Flex-Let watch attachments as 
a retail promotion help for the Flex-Let 
Beau Brummel expansion band for men. 





Employing shadings of maroon, blue, 
oyster white and gold in a Victorian 
motif, the display focuses attention on two 
actual Beau Brummel bands mounted in 
the foreground. 

In addition to this point-of-sale unit, 
Beau Brummel dealer helps in the form 
of envelope enclosures, and newspaper 
mats are being distributed to Flex-Let out- 
lets. Television spot commercials in 30 
major markets and large space ads in 
Life magazine are also scheduled. 


New Plating Process 


The Platers Research Corp., 59 E. 4th 
St., New York, announced the development 
of the Auralloy Process (patents pending) 
for the electro-deposition of long wearing 
hard gold alloys in various popular shades 
of gold. 

For flash deposits, the Auralloy process 
may be used without a pre-plate to obtain 
the various Hamilton, Pink, and Green 
colors. It is claimed that deposits are 
obtained which wear longer for comparable 
gold content than those obtained by any 
other known process. 

The process is especially recommended 
by the Platers Research Engineers for 
heavy deposits. These are unusually hard, 
ductile, and adherent to the basis metal. 
Auralloy gold concentrate solutions are 
available for all gold plating requirements. 
Any alloy plate so obtained will be known 
as Auralloy plate. 

The Platers Research engineers are 
available to help customers select their 
choice of the Auralloy plating solutions 
best suited for their needs. 





Wyler Watch Display 


This permanent display fixture is being 
distributed to Wyler Incaflex dealers from 
coast to coast. 





The upright section consists of red and 
gold metal and is set in a velvet-covered 
base on which watches may be displayed 
in boxes. 


Elgin American Honored 


The Brand Names Foundation awarded 
Elgin American, manufacturers of jewelry 
and novelty products, a division of the 
Elgin Watch Case Co., of Elgin, Ill., with 
a “Certificate of Public Service at the 
luncheon session of the fifth annual brand 
names day held at the Waldorf-Astoria, in 
New York City. The award was accepted 
by Allen B. Gellman, president. 

Brand Name Awards are given to those 
manufacturers whose brand names have 
been held in high esteem by the public for 
50 years or more and have held public con- 
fidence through unfailing integrity, quality 
and fair pricing. 


Automatic Percolator 
The Aluminum Goods Mfg. Co., Mani- 


towic, Wis., announced its new Mirro-Matic 
Automatic Percolator. It is completely 
automatic, so that all the housewife has 
to do is add coffee and water and plug in. 











An automatic thermostat controls the 
600 watt heating element and changes the 
circuit to a 30 watt warning element when 
the coffee has percolated the required 
length of time. The percolator is made of 
heavy gauge aluminum and a_ welded 
smooth-pouring spout. Operates on AC, 
guaranteed for one year. Retail price is 
$12.95 in the east, $13.95 west, F.T.L. 
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New Lady's Hamilton 


The Hamilton Watch Co. of Lancaster, 
Pa., has announced a new lady’s Hamilton, 
the “Sandra.” It comes attractively boxed 
with a placard (shown below) to draw 
attention to it. 





The “Sandra” retails for $71.50, tax in- 
cluded. It is of 14-K natural gold and has 
18-K gold numerals on a silver dial. 


Gene Autry Films 


Two new Gene Autry films are now 
available for home movie fans through 
camera departments of jewelry stores, ac- 
cording to announcement recently made by 
Hollywood Film Enterprises, Inc., 606 
Sunset Blvd., Hollywood 28, Calif. 

Both are available in 50’ and 200’ 8mm, 
50’ and 100’ 16 mm, 400’ 16mm and 400’ 


16mm with sound. 


oe 


Keepsake Window Display 


One of the season’s new window dis- 
plays is Keepsake’s Fashion Academy Ex- 
hibit presenting the award-winning col- 
lection of Keepsake Diamond Engagement 
and Wedding Rings. Keepsake—which 
earlier this year was selected to receive 
the Fashion Academy Award—designed the 
display for Keepsake Jewelers. 





The display shows 11 matched ring sets 
with a replica of the Fashion Academy 
Gold Medal. Panel to the right of the 
display briefly explains that Keepsake 
was honored by the Fashion Academy for 
“exquisite design and brilliant fashion 
styling.” The. signature of Emil Alvin 
Hartman, Fashion Academy Director, ap- 
pears under the message. 

Keepsake also supplies dealers with a 
number of special mat advertisements in 
various sizes inviting the public to see 
“The Fashion Ring of the Year Now on 
Exhibit at the Jeweler’s Store.” 
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New Automatic Wrist Watch 


A new 17-jewel, self-winding watch, the 
Suter-Duamatic, with dual winding action, 
was announced recently by the Suter 
Watch Factory of Bienne, Switzerland. 

This new Duamatic is fully automatic, 
waterproof, shock-resistant, anti-magnetic, 
and with a sweep second hand. It is avail- 
able in seven models, with standard or 
waterproof cases, in stainless steel, steel 
and gold combined, and gold-filled. 





Mauser Vernier Caliper 
Available 


The original Mauser Vernier caliper is 
again available. It is manufactured in the 
U. S. Zone of Germany in a plant owned 
and operated by the Mauser concern. 

This tool is for outside, inside and 
depth measurements, having three scales: 
Lower front in inches with Vernier in 
1/1000 inches; upper front, fractions with 
Vernier in 1/128 in.; on back, millimeter 
scale with 1/10 Vernier. The measuring 
capacity of 55/16 in. provides an un- 
usually large range which reads in deci- 
mals and fractions of an inch as well as 
in millimeters. 

The Mauser caliper is made of spring 
tempered, wear resisting chrome steel 
forging, hardened on all measuring sur- 
faces. Model No. 64 sells at $14.75 f.o.b. 
New York. 

A circular is available by writing George 
Schnerr Co., 200 Lafayette St., New York 
12. NM. ¥. 


— a 


Niash Catalog 


The Niash Refining Co., 116 Nassau St., 
New York, announced the publication of 
their new catalog of findings. The book- 
let is complete in every respect giving all 
prices and specifications and, in most in- 
stances, picturing items desired. 

The catalog may be ordered from the 
company. 


Parker Ad Campaign 


The Parker Pen Co. earmarked nearly a 
quarter of a million dollars for May and 
June sales promotion. 

“The gift-sale potential is there,” said 
David G. Watrous, advertising manager for 
Parker. “The problem is to reach the 
maximum number of people, appeal to 
them with effective sales messages, then 
keep them sold even at the point of pur- 
chase. The company’s wide use of news- 
papers is the most important basic change 
in advertising philosophy since the war: 
initial explorations proving successful far 
beyond expectations. With the additional 
wallop to be obtained from thousands of 
dealer tie-in ads in 287 local newspapers, 
the May-June season for 1950 will un- 
doubtedly go on record as one of every 
dealer’s best.” 

The two-month drive which began in 
April, calls for advertising insertions in 
Saturday Evening Post, Newsweek, Time, 
Splendor, Life, National Geographic and 
Esquire. Other advertising will appear in 
the American Weekly supplement. 























Moderately Priced Watchbang 


The new Don Juan stainless steel, Clasp. 
on type watchband is being introduced 4, 
the trade by James G. Flatau, 29 E, Magi. 
son St., Chicago, formerly sole sales agen, 
for C. W. Hickok of San Francisco. 














Having made an all-gold Flex-On band 
under his patent design. Flatau has 
had numerous requests for a moderately 
priced watchband of similar character, 
After many months of research with metal- 
lurgists, he has developed a resilient, nop. 
corrosive, stainless steel watchband. 

Don Juan can be supplied to the trade 
in an all-white band to retail at $3.95, 
and a two-tone with gold-filled clips that 
will retail at $7.95, excise tax included, 


Freed Displays 
For Mother's Day 


Freed Displays, 1233 Sixth Ave., New 
York City, offers Mother’s Day and Gradu- 
ation units adaptable for year ‘round use. 
They are constructed of the same white 
lacquered metal used in Freed’s Valentine’s 
Day and Easter displays. The 3-Shelf 
Mother’s Day Displayer rises to a height of 
21 in. Pink carnations twine about the 
display, which comes complete with slogan 
cards in four-colors urging shoppers to 
“Buy Mother’s Gifts Now,” etc. The 3% in. 
deep shelves will hold a variety of rings, 
watches, compacts, clocks, etc. 





The Graduation Gift Displayers feature 
five shelves for highlighting Graduation 
Gift ideas. Flower garlands decorate the 
white lacquered metal of the display. It 
comes with four oil-colored slogan cards 
and a mortar board “Graduation Gift’ 
cards. Over-all dimensions are 16 in. wide 
x 21 in. high. Four shelves are 3% in. in 
diameter; the bottom shelf is a generous 
4 in. x 10 in., displaying your Graduation 
Gift Specials. 

The cost is $6.90 each with slogan cards 
and flowers, two for $13.50, four for $26.00. 
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Forstner 'Bolita’ Promotion 


The Forstner Chain Corporation is of- 
dealers a unique counter display 


fering : disp 
| designed exclusively for “Bolita” 


stand, 
jewelry. 





This display stand, available to dealers 
at no cost through their Forstner dealers, 
is designed for the display of three brace- 
lets. 

Forstner feels that carefully planned 
point-of-sale displays, such as this, have 
always been an important asset to dealers’ 
sales—and, therefore, a very important 
consideration in the planning of any of 
Forstner’s new lines. 


Resen Catalog Restricted 
to Wholesalers 


O. M. Resen, manufacturer of wedding 
rings and mountings, has requested that 
the announcement of the publication of 
their latest catalog in this section last 
month be qualified by the fact that distri- 
bution is restricted to wholesalers. Infor- 
mation may be obtained by writing to the 
company at 62 W. 47th St., New York. 


Lighter With Slip Covers 


A.S.R. has encased its Vogue model, 
chosen as one of the 50 best gifts- of the 
year, with two slip covers, one for sports 
wear in washable nylon straw and the 
other in patent leather for evening wear 
and cocktail hour. 





The Vogue model A.S.R. lighter is a 
gold-plated compact lady’s lighter. This 
combination with the two slip covers, 
called “The Resorter,” is ideal for sum- 
mer wear and will retail for $12.50 with 
government tax additional. 
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Gulf Coast Jewelry & Specialty 
Co. Issues Spring Catalog 


A large catalog listing new spring and 
summer merchandise has been issued by 
the Gulf Coast Jewelery & Specialty Co., 
Inc., Mobile wholesalers. 

The catalog is chrome covered in two 
colors and features the Azalea Diamond 
queen in bridal attire. Gulf Coast Jewelry 
and Specialty Co. manufactures the Azalea 
Diamond line which is distributed on a 
franchise basis to dealers in the south. 

Because of the limited mailing, extra 
copies are being allocated to dealers only 
on a per-request basis. Qualified dealers 
may order this catalog from Edward I. 
Fessler, Advertising Director, Gulf Coast 
Jewelry & Specialty Co., Inc., 51 Dauphin 
St., Mobile, Ala. 


Ronson's New Ads 


Ronson has invaded the animal king- 
dom for novelty in its advertising. 

Three eight-page Ronson accessory ads 
are scheduled for Life, Collier's, and The 
Saturday Evening Post. The campaign be- 
gan in April and featured a kangaroo, 
a camel and a giraffe, to point up specific 
qualities of Ronson accessories. 





The first of the series, promoting the 
Ronson Plastikit, pictures a baby kan- 
garoo in its mother’s pouch, and _illus- 
trates the handy feature of the Ronson 
Plastikit. The Ronson Redskin flint ad 
shows the extra length of the product by 
illustrating a long-necked giraffe. The 
camel in the Ronsonol ad, the third in 
the series, is compared with the lighter 
fuel that lasts longer. 


Royal Announces New 
Portable Typewriter 


A standard, full-size portable typewriter 
with segment shift, retailing at $69.50, has 
been introduced by the Royal Typewriter 
Co. The new model, the Royal Companion, 
adds a third model to the Royal portable 
line which now comprises the Gray Magic 
Quiet DeLuxe at $89.50, the Gray Magic 
Arrow at $79.50 and the new Companion 
at $69.50. 

Maxwell V. Miller, Royal president, 
stated: “Our purpose in introducing the 
Companion is to provide at a low price a 
sturdy, standard, full-size portable type- 
writer equipped to perform all necessary 
typing functions. There is a definite place 
in the industry today for such a typewriter 
and the Companion fills this need.” 





"Romance of the Sea’ Chest 


Specially designed “Romance of the 
Sea” silver chests will house services in 
the new sterling pattern by Wallace Sil- 
versmiths. In its effort to provide a chest 
for the “Romance of the Sea” pattern, to 
be introduced this month, the company 
took its problem to the designer of the 
flatware pattern, William S. Warren. Mr. 
Warren designed the chest shown below 
in harmony with the pattern itself. 





The new chest is done in gradations of 
green in flowing color simulating waves. 
It rests at the four corners on silver sea 
horses. A silver shell forms a handle on 
the lid, which fits into, rather than over- 
laps, the body of the chest to preserve the 
slightly flanged lines of the edging, made 
to resemble a breaker. Pearls of silver 
representing bubbles trim the sides. 


Feature Lock Offers 
Promotion Kit 


Sales Promotion Kits are being offered 
by Feature Lock Rings, 126 West 46th 
St., New York City. 

Not content with supplying mat ads to 
tie in with Feature Lock’s national adver- 
tising campaign, the firm is backing up 
the retailer 100 per cent in his selling 
efforts. 
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The kit includes a Sales Clinic Course. 
It gives the jeweler and his entire staff 
the why’s and wherefore’s of Feature Lock 
rings. Detailed instructions on how to 
demonstrate Feature Lock rings, showing 
that engagement and wedding rings can 
be purchased and worn separately with- 
out a sign of the patented secret lock, 
form another important part of this sales 
tool. A model Question and Answer Forum 
to insure overcoming sales resistance, plus 
a cartoon sequence of a “model” Feature 
Lock sale, are other features of the kit. 
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Buxton May-June Gift Campaign 


In an offer aimed at May-June gift 
sales, Buxton, Inc., announced the “Con- 
vertible” billfold coupled with four-loop 
Key-Tainer, for the price of the billfold 
alone. Billfold and Key-Tainer, in match- 
ing mahogany saddle leather are gift-boxed 
to retail for $5.00 plus tax. 





The wallet is stitchless—made from a 
single piece of leather which is self-inter- 
locked. Inside the billfold—designed to 
hold photos and cards—is a fully leather- 
covered, leather-lined pass-case, which may 
be removed to make a separate matching 
accessory. The billfold also features a 
Secret Pocket for large bills. 


Buxton backs this offer with special 
Sunday Supplement and National Maga- 
zine advertising in color in its May-June 
gift campaign. 

Free dealer aids backing the promotion 
include counter, window and spot displays, 
direct mail pieces, newspaper mats and 
radio scripts. 


- Se 


Coronet Merchandising 
Kit for Retailers 


A new merchandising kit designed to 
increase retail sales has been issued by 
Coronet Magazine and is available to re- 
tailers who tie-in with the 1950 Coronet 
Merchandising Awards Competition. In 
addition to its own direct sales appeal, the 
kit is also designed to supplement mer- 
chandising aids supplied to retail stores 
by manufacturers who advertise in Coronet. 


Free to any retailer who ties-in his 
promotion with Coronet advertised prod- 
ucts are the following aids: Two 7 in. x 
7 in. counter cards reading: “As adver- 
tised in Coronet;” two 7% in. x 11 in. 
mounted reprints of the projected ads with 
which the retailer ties-up his promotion; 
two 4 in. x 21 in. window streamers read- 
ing: “As advertised in Coronet:” two 
round die-cut price stickers (8 in. in di- 
ameter) promoting the product; two full- 
sized mounted four-color reprints of the 
magazine’s cover plus a set of rules out- 
lining the method whereby retailers may 
enter the $10,000 competition. 


The kit is available to retailers in the 
drug, food, department, specialty, home 
furnishings, appliance, jewelry, stationery 
and camera store classifications. All of the 
merchandising tools can be secured by 
writing to: Coronet Merchandising Awards 
Contest, Coronet Magazine, 488 Madison 
Ave., New York 22, N. Y. 
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1950 Eterna Watches 


Pierre Bohy, vice-president of the Eterna 
Watch Co., 580 Fifth Ave., New York, re- 
vealed the 1950 line of ladies’ Eterna-Matic 
at a watch fashion show held at the Wal- 
dorf-Astoria, on March 30. 

Styling in the 1950 Eterna-Matic is based 
on a survey conducted by the company 
among American women, in order to as- 
certain exactly what they want in a watch. 
“For a style to go over with American 
women it must be fashionable, functional 
and expressive of both her thinking and 
her way of life,” Bohy said. 

One of the new features of the 1950 
Eterna-Matic is a_ ball-bearing mounted 
automatic winder which, the company 
claims, cannot break like the pivot or the 
jewel used formerly. 

This year’s line comes in three styles— 
three round and three square—each pro- 
duced in either steel or gold, a total of 12 
watch fashions ranging in price from $71.50 
to $185 in 18-K gold, F.T.I. 





Microtime Watch Oils 


The Newall Mfg. Co. has been awarded 
sole distributorship in the U.S.A. for 
Microtime watch and clock oils. 

Microtime watch and clock oils are pre- 
pared in four types; each having a spe- 
cific purpose. 

Type A, Ultra-Light, is for bracelet and 
wrist watch escapement lubrication. 

Type C, Light, is for bracelet and wrist 
watch train lubrication and pocket watch 
escapement lubrication. 

Type F, Medium, is for pocket watch 
train lubrication. Also for bracelet, wrist 
and pocket watch mainspring lubrication. 

Type H, Heavy, is for clock mainspring 
and all general clock lubrication. 

They are available from all authorized 
Newall distributors. 





Elgin Spring Campaign 


A readership of 256,715,000 will be 
achieved by full-color advertising in con- 
sumer media being scheduled by Elgin Na- 
tional Watch Co. during its spring-gradua- 
tion drive this year. 

“As in past years, this important selling 
season is receiving the full attention of 
Elgin through the development of a com- 
plete advertising and promotion program,” 
said Gordon Howard, advertising manager. 


“Furthermore, in supplementing its 
major media advertising, Elgin has placed 
special emphasis on an important special 
segment of the consumer market by 
scheduling advertising messages in leading 
college and university publications through- 
out the country,” he added. In the college 
publications, 70 newspapers will carry El- 
gin advertisements. 

Supplementing its advertising, Elgin has 
prepared a well-balanced dealer promo- 
tion portfolio which includes 69 dealer ads 
in a full variety of sizes, full-color window 
streamers, counter cards, mailing cards 
and folders, movies, posters, car cards, 
radio copy and transcriptions, and special 
display material. 





New Dinner Rack 


Ernest Tatcher’s new rigid 6-plate rack 
which will display 7 or 9 piece cake sets, 
will hold as many as 24 plates, Aj] the 
plates in either a 20-piece or a 32-piece 
dinnerware set may therefore be placed 
on one rack. Only 12% in. in length, the 
new racks offer dealers an unusual op- 
portunity for display or storage of plates 
in an extremely small space. The design 
makes it easy to slide out one plate fo, 
sale or scrutiny without shifting a whole 
stack of plates to reach the desired item, 


ne 


Mother's Day Selling Aids From 
Watchmakers of Switzerland 


The Watchmakers of Switzerland offer 
a 5-piece, three-dimensional Mother’s Day 
window display kit; another in the series 
of 8-page Watchmakers of Switzerland 
Merchandising Booklets; and a full page 
4-color advertisement which ran in April 
in national magazines. 

In addition, there’s a full-page Watch. 
makers of Switzerland advertisement ap. 
pearing in seven national magazines dur. 
ing the Mother’s Day selling season. On 
the average, two out of every three people 
in your town will have had a chance to 
see this ad with its slogan, “For the Gifts 
You'll Give With Pride—Let Your Jeweler 
Be Your Guide.” 





O-B Ring Promotion 


Ostby & Barton Co. announced a pro- 
motion built around a ring known as “The 
Ballerina.” This promotion is in connec 
tion with the new O-B “Partnership Plan” 
of passing on the benefits of direct sell- 
ing to the retailer. Dealer aids, provided 
free with any six Ballerina straps, include 
a counter or window cards, special tray 
holding six rings, and newspaper mat. 
In addition, the Ballerina will be nation- 
ally advertised in Life, issue of June 5, 
and Look, issue of June 6. 
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The Ballerina mountings has a double 
swirl effect and is of 10-K yellow gold. 
It is available with a number of different 
stone settings and combinations. Stones 
available are: Genuine white zircons, gen- 
uine blue zircons, cultured pearls, cul- 
tured pearl and zircon, blue and white 
zircon, genuine opals and a selection of 
12 synthetic birthstones. 
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June Promotion From Briddell 
Chas. D. Briddell, Inc., Crisfield, Md., 


has launched a special June Bride promo- 
tion for Carvel Hall cutlery, prepared by 
VanSant, Dugdale & Co., of Baltimore. 

Using spreads in March issues of trade 
publications, the June Bride promotion 
will gain momentum through May, build- 
ing up to a June climax. Coincident with 
full pages in House Furnishings Review, 
JEWELERS’ CiRCULAR-KEYSTONE, Gift & Art 
Buyer and Hardware Age, a consumer 
schedule of quarter, half and full pages is 
slated for May and June issues of Better 
Homes & Gardens, Good Housekeeping 
and House & Garden. 

Dealer mailings, newspaper mats for 
local retail promotion, point-of-sale counter 
and window displays, radio and television 
scripts, all tie in to put Carvel Hall sales 
in step with the June wedding march. 


Haddon Presents Cowboy Clock 


Haddon’s new original action clock, The 
Ranch’O, has a cowboy on his bucking 
horse (is in continuous motion) with a 
three-dimensional weather beaten fence 
and mountain scene background to com- 
plete the environment. 

Furnished in walnut, desert sand, or 
redwood finish, it is complete with the 
Hansen Synchron self-starting (sealed in 
oil) electric motor. Its dimensions are 
10% in. wide, 7 in. length and 3% in. 
deep at base. 











Birthday Booster from Elgin 


To help local jewelers increase birthday 
business, Elgin National Watch Co. has 
prepared a series of six dealer “ads-of- 
the-month” for the spring, summer and 
autumn seasons. Signs of the stars and 
birthstones are both featured in the three- 
column by 10-in. series. 






FORECAST FOR 4 HAPPY BIRTHDAY — 


tom YOUR NAME 






YOUR NAME 


AND ADDRESS 





te Oe Corer ee + tect 





The above ad, for example, suggests a 
star-timed Elgin for “an optimistic Gemini 
born under the sign of highest hope” be- 
tween May 22 and June 22, also suggests 
birthstone rings—emerald for May and 
pearl for June. 


Robert Allen Co. Plays Host to Jewelers 





The Robert Allen Co. played host to 
jewelers of the Northwest at its formal 
opening and open house, announced Alan 
K. Ruvelson, General Manager. This event 
was timed to coincide with the Minnesota 
Retail Jewelers Association’s convention, 
March 12, 13 and 14. High point of the 
open house was registration by the jewel- 
ers for many valuable prices contributed 
by the company to add to the festivities. 
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The Robert Allen Co. recently relocated 
their general offices and showrooms at 8 
North Fifth St., Minneapolis, to serve 
more efficiently their accounts in a con- 
veniently located and completely modern 
sales and showroom shown above. 

The firm manufactures Realart Rings 
and distributes nationally advertised 
jewelry and appliances to retail dealers 
throughout the country. 





Watch Bracelets Backed by 
Powerful Promotion Program 


RICHARD JACCARINO 


President, 
Apex 
Accessories Co., 





Apex Accessories Co., Inc., Greenwich, 
Conn., affiliated with one of America’s 
leading manufacturers of watchcases, the 
Apex Watch Case Mfg. Co., announced 
that it is introducing a line of new watch 
bracelets. Known as the Apex Quadra- 
Flex, the new bracelet boasts a patented 
construction that permits it to flex four 
different ways to conform with the wearer’s 
wrist contours. 

According to Richard Jaccarino, presi- 
dent and owner of the business, the Apex 
Quadra-Flex will be marketed and made 
available only through regular authorized 
jobbers. Nation-wide distribution is cur- 
rently being completed. Although the 
bracelet is only now being offered to the 
trade, a limited number of the new brace- 
lets have already been placed on the mar- 
ket through a few of the major watch 
companies, in order to test consumer 
reaction. 

Assured by the test sales of the new 
bracelet, Apex has decided to back it 
with a national promotion program. Novel 
packaging, dynamic displays, hard-hitting 
newspaper ad-mats, dealer radio announce- 
ment material, consumer statement-inserts, 
merchandising trays, guarantee bonds, 
broadsides and publicity are all part of an 
integrated advertising and merchandising 
campaign. 


Aladdin Names 
White 
Vice-President 


JAMES O. WHITE 


Vice-President and 
General Sales Manager 





Victor S. Johnson, president of Aladdin 
Industries, announced the appointment of 
J. O. White to the post of vice-president 
and general sales manager of the cor- 
poration. 

The Company also announced the ap- 
pointment of Vernon K. Church as sales 
manager of the Vacuum Bottle Division. 

Aladdin Industries, Inc., maintains its 
General Offices at Nashville, Tenn., and 
showrooms in Chicago, San Francisco, and 


High Point, N. C. 
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NEWS OF PERSONNEL 








Longines-Wittnauer Appointees 





IRVING RABB 
(Longines-Wittnauer) 


AUSTIN S. WALTERS 
(Longines-Wittnauer) 


Longines-Wittnauer announced the fol- 
lowing appointments: 

Irving Rabb has been appointed repre- 
sentative in Kentucky and Indiana. 

Austin S. Walters will represent 
company in North and South Carolina. 

Richard C. Senke will cover Southern 
California. 


the 








RAY PARKER 
(Longines-Wittnauer) 


RICHARD C. SENKE 
(Longines-W ittnauer) 


Ray Parker will sell in Okla., Kan., 
Neb., and Texas. 
Alan Rogers 
Georgia. 

Herb Nadel will represent the company 
in the Rocky Mountain area. 

Maurice Rostand will cover Del., W. Va., 
Md., Ky., Ohio, and Virginia. 


Florida and 


will cover 





ALAN ROGERS 
(Longines-Wittnauer) 


HERB NADEL 
(Longines-Wittnauer) 


MAURICE ROSTAND 
(Longines-Wittnauer) 











DON L. CHURCH 
(Elgin Nat'l Watch Co.) 


Appointment of three new field repre- 
sentatives for the Elgin National Watch 
Co. has been announced by Andrew L. 
Rowe, vice-president in charge of sales. 

The new representatives are Don L. 
Church, Los Angeles area; John Craddock, 
east Texas area; and Alan Magary, who 
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ALAN MAGARY 
(Elgin Nat'l Watch Co.) 








JOHN CRADDOCK 
(Elgin Nat'l Watch Co.) 


will cover the Louisville, Kentucky territory. 

Church has been in jewelry sales work 
since 1945. Magary served from 1935 to 
1940 as Elgin’s European representative. 
Craddock has been with the company since 
1948 mostly as an assistant in the sales 
department. 











Gross 
Appointed 
At Swank 


ERNEST W. GROSS 
Advertising and Sales 
Promotion Manager 





Ernest Whitman Gross has been ap- 
pointed advertising and sales promotion 
manager for Swank, Inc., it was announced 
by J. Carlton Bagnall, executive vice. 
president. 

Gross joined Swank from John C. Dowd, 
Inc., Boston advertising agency, where he 
was assistant to the president and account 
executive on fashion accounts. 


from 


Jacques Kreisler 


JACK BERMOND 





Tobias Stern, president of the Jasques 
Kreisler Mfg. Corp., announced the resig- 
nation of Jack Bermond, vice-president in 
charge of sales and advertising. 

Bermond, with Kreisler for 15 years, is 
opening his own office as a Sales and Dis- 
tribution Consultant specializing in crea- 
tive merchandising. His new office will 
be at 208 E. 63rd St., New York City. 





Head of Research 


and 


Planning at Elgin # 


ROBERT SIMKINS 
Director of 
Research and Planning 


Robert Simkins has been appointed di- 
rector of research and planning for the 
sales department, it was announced by 
Andrew L. Rowe, vice-president in chargé 
of sales of the Elgin National Watch Co. 

Rowe said the appointment is part of 
a program to strengthen Elgin’s continuing 
study of retail sales opportunities for 
jewelers. 

A native of Philadelphia, Simkins has 
been with Elgin since 1948. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Newest, Best Seller 
for Your 
Silver and Gift Trade 


TRIM 


Transparent Protectors ae, 
e e e e 9 . coke SERIE —e AND you CAN’ & 3 
for Silver, China, Linen y Seas mom 








Sn 
NL 





HAND ENGRAVING 
Ask for Folder G 





ap. e Moth Proof, Tarnish Proof Ss, |lhClUCUdTlc klUr 

ion e Dirt, Dust and Moisture Proof 

ed e Perfect Visibility, Easy Access 

ce- o Tough, Crystal-ciear Vinylite MM || ger taeaaaag om mennete 
e Beautifies Cupboards, Cases, 

‘ etc. 

m Enlope ype, Vinita protector 


able for flat and hollow-ware 
silver, china or linen. Roll-type 
units ‘with 12 or more pockets for 
flat silver. Roll unit for 6-pc 
silver place setting is marvelous 
for "bride trade." Among units 
available, and list prices, nation- Designed by Lucile Whittier 
















ally advertised: Now, Nationally advertised RAG 
Trim Unit for 6-pe Flat Silver place SE ob ivesnckaenawes $1.25 , 
Trim KIT for 72-pe Flat Silver service ...............-.00005 6.75 
I2 units, each 15x19" ....$5.00 = 6 Units, 12x13" ........ 2.00 ‘priltio 

16 units, Ass't Sizes .... 5.00 | Unit, 18x24" ........ 2.00 Achieves the, raving 
3 Units, each 16x20"... 2.00 | Unit, 24x30" ||... 3.00 of hond SO 

| Shelf Protector, 27" deep by 36" wide ................... Ask for folder 


get a 


THETRIM Company iiidais 40% aad HERMES Ne 


545-JCK Gladstone S.E., Grand Rapids, Mich, fi 4. i ey —_—_ 





























————— 


ene ue aa MODELMAKER 
| ART OF _ LAPIDARY W A N TED 


FRANCIS J. SPERISEN 


$650 Postpaid LEADING NEW YORK 
THE JEWELERS’ CIRCULAR-KEYSTONE MANUFACTURER 
100 East 42nd Street New York 17, N. Y. MUST BE CAPABLE OF 
per aeaenaaene naentenaamatnemamneen MAKING MODELS FROM 
DESIGNS FOR PRODUCTION 
GOLD RING MOUNTINGS 
Pe Ahadd sds iesine te flux specially pes . 7 WRITE IN FULL DETAIL 
e eg temperature rage, excepiogal CONFIDENTIAL 
__.adhesive qualities. Ve one quart os d 4 OUR PEOPLE KNOW OF 
ie THIS ADVERTISEMENT 
HANDY & HARMAN BOX NO. “B-4734” Care 


82 FULTON ST., NEW YORK 7, N.Y. 


' 3 
BRIDGEPORT, CONN. e CHICAGO, ILL. ¢ PROVIDENCE, R. |. = ne 
LOS ANGELES, CAL. ¢ TORONTO,- CANADA Jewelers Circular Keysto 


PRECIOUS METALS SINCE 1867 100 E. 42nd St., New York 17, N. Y. 

















gallon bottles. - 




















FOR May, 1950 247 








Special Notices 


“Situation Wanted”’—Regular type only $1.25 
first 25 words; additional words, 5 cents per 
word, 


“Help Wanted’—*“‘Lines Wanted” and “Side 
Lines”—regular type $2.50 first 25 words. Ad- 
ditional words 10 cents per word. Heavy type 
$5.00 first 25 words; additional words 20 cents 
per word. 

Under all other headings—regular type $5.00 
first 25 words; additional words 20 cents per 
word. Heavy type $7.50 first 25 words; addi- 
tional words 25 cents per word. 

Name, address, initials and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 15 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement, 
directed care Jewelers’ 
otherwise instructed. 


All answers will be 
Circular-Keystone, unless 

In answering ads, do not enclose original 
letters ef recommendations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








WATCHMAKER:; 25 years’ experience ; 
best of references; $65 per week; must 
be permanent. Address “‘A., 4702,” care 
J 





BOOKKEEPER F. C.; excellent typist; 
experienced all phases; executive abili- 
ty: last position 12 years, 47th St. Bu 
4-0903. NY 





EXPERIENCED, front end watchmaker, 
wants position in Louisiana or Texas; 
best references. Address “K.L., 4667,” 
care J C-K. 





BEST grade watchmaker, doing quality, 
not quantity; age 64; South desired. 
W. L. Etheridge, 404 S. Chapman St., 
Greensboro, N.C. 





WATCHMAKER; 30 years; thoroughly 
experienced ; good references ; seeks per- 
manent position. Address “A., 4652,’ 
care J C-K. 








JEWELRY engraver and jewelry repair- 


man; own tools; experience and good 
reference; veteran. Address “E., 4636,” 
care J C-K. 





FIRST class watchmakers, experienced in 
all types of chronographs and timers; 
available at once. Write “A., 3301,” 
care J C-K. 





————_——_ - —_ —————— —— — 7 — ——— 


WATCHMAKER, Jr., single, watch school 
graduate; some trade work experience: 
out-of-state if steady as assistant watch- 
maker. Address “H., 4599,” care J C-K. 


—_—_— — —— 


WATCHMAKER, clock and jewelry re- 
pairman; W.P.H.I. graduate: desires 
position; five years’ experience: best of 
reference. Address “W., 4649," care 
J , 


— 
- 











EXPERIENCED, free lance designer 
wishes connection with manufacturer : 
unique and original designs for all types 


of jewelry. Address “TI., 4603." care 
J C-K, 

WATCH repairman: six years’ experience: 
wants position with reliable firn loca 
tion no object: work for salary or con 
mission Address “a 607." 

1 (*.K 
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EXPERIENCED manager-salesman ; Fifth 
Avenue background; thorough knowl- 
edge of diamonds, jewelry and silver 
hollowware ; quality jewelers only. Ad- 
dress ‘‘A., 4672,” care J C-K. 





EXPERIENCED watchmaker; married; 
take charge of department and sell; 
wants permanent position reliable firm; 
salary secondary; will work anywhere. 
Address “B., 4716,’’ care J C-K. 





EXPERIENCED watchmaker, engraver 
and jewelry repairman wants perma- 
nent position, in private owned store, 
in Pennsylvania; can furnish reference. 
Address “K., 4605,’”’ care J C-K. 





MODEL maker; desires position; exclu- 
sive original creations; also do com- 
plicated jewelry repairs and diamond 
setting. George Kalish, 170 E. 51st St., 
New York City 22. Pl 8-3146. 





SALESMAN ; retail; young, married; 26; 
cash, credit experience; born in this 
business ; thorough knowledge diamonds, 
watches, buying, etc.; personable; ref- 
erences. Address “Y., 4671,” care J C-K. 





WATCHMAKEER ; clean, conscientious, de- 
pendable; 30 years’ experience; over 20 
years’ with New York concern, desires 
change; New York, vicinity or Cali- 
fornia. Address “‘A., 4715,” care J C-K. 





WATCHMAKER available; A-1 mechanic 
with 12 years’ experience and best of 
references and workmanship; top sal- 
fi expected. Address ‘“‘N., 4502,’’ care 





DESIGNER;; student finishing the course 
in designing; also willing to do some 
office or benchwork. Jewelry Designing 





Art School, 217-01 Corbett Rd., Bay- 
side, L. I. 
RETAIL salesman and manager; 32; 


eight years’ cash-credit experience in 
all phases of jewelry business; reliable 
references ; desires position with Nevada 
concern. Address “C., 4311,” care J C-K. 





EXPERT caser; nine years’ experience; 
thorough knowledge of cases; watch- 
making, clerical background, knowledge 
of stock control; good appearance; ex- 
cellent references. Address “A., 4732,” 
care J C-K. 





WATCHMAKER;; clock and light jewelry 
repairing ; knowledge engraving, selling, 
estimating; three years’ experience; 
seeks permanent position; all inquiries 





answered. Address “L., 4723,’’ care 
J C-K. 
ENGRAVER; seven years’ experience; 


now employed in same retail store for 
past three years; can furnish absolute 
top references; desires permanent posi- 
tion in southern state; family man. 
Address “V., 4698,” care J C-K. 





DIAMOND, colored stones and pearl man, 
with extensive knowledge all phases re- 
tail business; Fifth Ave. training; 
presently as diamond buyer; position 
with advancement desired. Address “R., 
4610,” care J C-K. 








YOUNG lady; thoroughly experienced in 
sorting and handling diamonds, melees, 
rough, etc., including stock records and 
inventory, seeking position: part time 
considered; first class references. Ad- 
dress “E., 4718," care J C-K. 


—_— - — 





GRADUATE gemologist: three years’ re- 
tail experience, wishes position in fine 
jewelry shop, in Texas, California, Ari- 
zona or Florida; have own instruments. 
Write, Joseph Rayce, 914 Oak St., Kala- 
mazoo, Mich 


WATCHMAKER:; am interested in a 
permanent position: can operate com- 
plete watch department: 15 years’ ex- 
perience A-l references family man 
and responsible Richmond, V*%., pre- 
ferred. Address “A., 4625,"" care J C-K 





JEWELRY salesman ; 28 years old; wigh 
good opportunity with East Coast rs 
as buyer or manager; had own retail 
jewelry store ; now employed, and sho 
ing excellent results. Address “T. 4618 
care J C-K. ; 





————____ 
SALESMAN; fully experienced credit 
jewelry business; excellent diamond 
man; admirably qualified handling win. 


dows, advertising, strong prom / 
early forties; married. Address “3 
4377,”" care J C-K. * 

Ett, 





THOROUGHLY experienced and conscien. 
tious watchmaker seeking position in 
retail store; careful and efficient work. 
er; sober and dependable; minimum 
~~ Address “R., 4503,” Care 

“fA. 





rr. 


MARRIED man; age 41; perfect know). 
edge of diamonds, pearls, precious 
stones, jewelry; nine years’ sales rep. 
resentative and wholesaler in Germany: 
eight years own retail jewelry store 
South America; references; now em. 
ployed. Address “C., 4717,” care J C.-K 








WATCHMAKER and salesman ; six years’ 
experience watch repair; four years’ 
selling and estimating watch and jewel. 
ry repair, and all kinds of jewelry ; four 
years’ in a managerial capacity of 
credit, retail jewelry stores. Address 
“L., 4689,’ care J C-K. 








MANAGER-buyer-salesman seeking bet- 
ter opportunity, with definite future: 
fully acquainted with every phase of 
credit retail jewelry business; 20 years’ 
experience; good appearance; now em- 
ployed; excellent references; East pre- 
ferred. Address ‘J., 4600,” care J C-K. 


MANAGER, or assistant manager; qual- 
ify for same, by well rounded experi- 
ence, in the retail jewelry business; ac- 
customed to assuming responsibilities, 
with mature judgment; fine personality; 
good executive; best of references. Ad- 
dress “G., 4685,”’ care J C-K. 








YOUNG man, wide awake, honest, thor- 
oughly experienced mountings, some 
diamonds; retailing university gradu- 
ate; seeks permanent career position 
with manufacturer, wholesaler, retail- 
er; relocate southeast. Address “C,, 
4624,”’ care J C-K. 





YOUNG man, jewelry school graduate, 
presently employed, desires better posi- 
tion, preferably having opportunity to 
acquire experience at diamond setting 
or retail store selling; New York or 
other eastern city. Address “N., 4608, 
care J C-K. 


a 





MANAGER-salesman, acquainted with 
retail credit chain operation; promo- 
tional minded ; aggressive ; knowledge of 
diamonds and watches, etc. ; presently 
employed; 22 years’ retail experience, 
West Coast preferred ; bondable. Please 
write, “E., 4580,” care J C-K. 


——, 





WATCHMAKER: experienced; 32; thor- 
oughly capable handling, purchasing and 
selling bands, cases, materials and allied 
lines: desires position with reputable 
watch concern, in either or both capac- 
ities: New York preferred. Address “S., 
4500,” care J C-K. 








MANAGER-salesman; 25 years’ experi- 
ence: thorough knowledge of diamonds 
and colored stones: fine jewelry and 
watches; special order work; now em- 
ployed: desires change; employment 
with high class retail firm only. . 
dress “B., 3303,” care J C-K. 


— — ED 


— oe ———— 





—-=— 


TOP jewelry man; complete knowl 


edge of installment and cash jewelry 
business; buyer, merchandiser, sales 
promotions, advertising and gene 

13 years with large New 


manager; 
York City chain. Address “M. 
1560.”’ care J C-R. 
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SITUATIONS WANTED—Continued 
XPE NCED watchmaker, seeks per- 

oo’ position in first class retail 
store; can handle the position without 
assistance or supervision; efficient, 
sober and bondable; can also do minor 
ring sizing and jewelry repairing. Ad- 
dress “M., 4501," care J C-K. 

















WATCHMAKER;; and light jewelry re- 
pairing; 15 years’ experience; spe- 
cialize in chronographs and timers; 
native of North Carolina; desires to 
return there or vicinity; presently 


employed. Address “R., 4694,” 
- eare J C-K. 














SALESMAN; experienced and capable in 
retail selling, desires position in good 
store’ where. ability -and= conscientious 
application are appreciated ; thoroughly 
familiar with all departments of_ retail 
store; no preference on location; will 
go to any city. Address, Circular 190, 
Room 1415, Heyworth Bldg., Chicago 2. 











SINGLE mian, age 40, desires position as 
pawnbroker; experienced in _ buying, 
selling, and loan making; can settle 
anywhere; must be a permanent con- 
nection, and right working conditions. 
Call, write, or phone, Sam Tanenbaum, 
319% S. Elm St., Greensboro, N. J 
Phone 9613 and 9492. 





OFFICE man; 32 years of age: married; 
13 years with leading manufacturer of 
engraved wedding rings; best of ref- 
erences; thoroughly experienced _ all 
phases office routine and management; 
seeks position with manufacturer or 
wholesale jeweler; would relocate. Ad- 
dress “B., 4733,” care J C-K. 





SALESMAN and manager ; have complete 
knowledge of diamonds, watches, jewel- 
ry and appliances; 15 years’ experience 
in all phases of cash and credit opera- 
tions, merchandising, windows, etc. ; age 
33; family man; responsible and bond- 
able; Richmond, Va., preferred. Ad- 
dress “D., 4626,” care J C-K. 








WANTED position as foreman; 30 years’ 
experience in jewelry repairing, enamel- 
ing, polishing, plating, diamond setting, 
special order work, centrifugal casting, 
assembling, striking, casting and gen- 
eral shop practices; will furnish both 
character and ability references. Ad- 
dress “K., 4688,’ care J C-K. 








ENGRAVER: master craftsman; 35 
years’ experience; seeks position busy 
season, November through March ; warm 
climate; interested only where highest 
type work required; exclusive store or 
trade shop; contract desired ; references 
exchanged upon personal interview. Ad- 
dress “W., 4478,” care J C-K. 





COMPETENT salesman, engraver and 
watchmaker desires change; would 
highly appreciate genuine opportunity, 
with reputable firm where substantial 
future is assured; thoroughly capable 
of responsibilities in charge of depart- 
ment and assistant to the management 
if desired; will accept position on trial 
of make good basis at salary of $75 
week. Write “H., 4684,” care J C-K. 








‘OMPETENT, retail manager with 27 
years’ sound experience and thoroughly 
familiar with every phase of operation ; 
buying, selling, advertising, personnel, 
window trimming, display and collec- 
tions; conscientious and fair minded 
with capacity for getting along with 
people; desires permanent position and 
can furnish the best of references. Ad- 
dress “N., 4661,” care J C-K. 


WATCHMAKER: 17 years’ experience: 
age 38; Elgin trained; complete shop 
equipment, material systems and timing 
machine; four years present position ; 
must move to lower climate for family 
health; prefer Gulf Coast or Florida 
area; Louisiana licensed: best profes- 
sional and personal references: avail- 
able June | Address, Bover, 235 Cure- 
ton St., Greenville. S Cc. ° 


_ 























DIAMOND man, with 35 years’ experience 
at cutting, polishing, assorting, mount- 
ing, buying and selling loose and 
mounted diamonds; enjoying good 
health, reputation, personality and busi- 
ness judgment; desires employment with 
a fine American firm, on contract, from 
one to 15 years, containing a three 
months’ cancellation clause, at a min- 
imum salary of $10,000 per year; un- 
questionable character and loyalty. Ad- 
dress “S., 4695,” care J C-K. 








WATCHMAKER; 18 years’ experience: 
capable of all repairs on complicated 
watches and clocks, railroad inspection 
Plus close timing, desires position with 
high type store, concession considered ; 
has full equipment for operation of 
first class shop, Watchmaster cleaning 
machine and all materials necessary ; 
prefer Imperial Valley, Calif., Arizona 
or New Mexico: no floater, but very 
steady, sober, family man: must be 
ent Address “E., 4633,” care 




















FOLLOWING among the wholesalers in 
the Midwest and South, desires power- 
ful manufacturer's line; best of refer- 
ences. Address “J., 4686,’ care J C-K. 





SALESMAN: good retail jewelry store 
following in New York City and nearby 
territory, desires line from a reputable 
firm. Address “D., 4681,’ eare J C-K. 





NEW ENGLAND representative; present 
line enjoys good jeweler acceptance: 
wants side line; have sold over 200 
new accounts in 1949. Address “T., 
4645,” care J C-K. 





SALESMAN, with office downtown Chi- 
cago; over 400 accounts; best refer- 
ences ; desires competitive line, cultured 
pearls, precious stones, ete., preferred. 
Address “L., 4648,” care J C-K. 





SALESMAN, now covering Pacific Coast, 
desires connection with established 
manufacturer; excellent following 
among retail cash and credit jewelers. 
Address “P., 4662," care J C-K. 





EXPERIENCED salesman, covering East 
Coast, with gold mounting line, desires 
non-conflicting line, suitable for jobbers, 
wholesalers and chain outfits. Address 
““Y., 4619,” care J C-K. 





PACIFIC Coast salesman, desires factory 
line platinum cases, attachments, brace- 
lets; years of selling; best references: 
commission basis. Address ‘“C., 4483,’ 
care J C-K. 





EXPERIENCED salesman, with Chicago 
office, wants line for Midwest, for job- 
bers and large outlets. Address Circular 
183, _— 1415, Heyworth Bldg., Chi- 
cago 2. 





NEW YORK CITY sales representatives, 
with following among chain stores and 
jobbers, seeking a novelty line retailing 
from 10 cents to one dollar, for a re- 
liable manufacturer. Address “D., 4720,” 
care J C-K. 


———— — —— - ee — ee ————s 


SALESMAN; covering Chicago to 
Coast, desires factory line only, cos- 
tume and novelty jewelry; following 
with department stores and better 
jewelers. Address “J., 4736.’ care 
J C-K. 








SALESMAN: gold, gold filled and plat- 
inum, gent’s and ladies’ watch cases: 
excellent following major importers and 
jobbers ; complete knowledge office, fac- 
tory and styling: currently employed. 
Address “F., 4719,"" care J C-K 











TOP notch salesman for the south- 
west, wants line that has a potential 
of $15,000 gross or more; past rec- 
ord is tops; not a boozer; hard 
worker, well liked. Address ‘“‘F., 
4634.” care J C-K. 





MANUFACTURERS’ representative, call- 
ing on jobbers and wholesalers, han- 
dling three established lines, could use 
additional non-conflicting line; costume 
jewelry preferred; references. Address 
Circular 191, Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN covering Kansas, Nebraska, 
Oklahoma, parts of Texas, Arkansas 
and Missouri, is open for a top line; my 
past records show that I am a money 
maker: if you need a salesman who will 
be an asset to you, I would like to hear 
from you at once. Address “G., 4635,” 
care J C-K. 





ATTENTION manufacturers; out- 
standing jewelry lines wanted by top 
volume sales producer with long 
established first class following 
among leading jobbers, wholesalers 
and large credit store chains for 
New York City and adjacent terri- 
tery; this is unusually competent 
representation. Address “T., 4611,” 
eare J C-K. 





JOBBING items wanted; well Known sta- 
tionery, leather goods manufacturer, 
with sales organization of eight repre- 
sentatives, traveling throughout the 
United States, and two permanent show- 
rooms, is seeking additional items, on 
jobbing basis, to add to their line; in- 
terested in numbers that are primarily 
suitable for gifts, stationery and leather 
goods stores. Address “H., 2006,” care 
J C-K. 








SMALL, fine quality side line wanted 
by thoroughly experienced jewelry 
traveler, who has covered entire 
South and Southwest for many 
years, catering to finer stores only, 
and who possesses a large and ex- 
cellent clientele; product must be 
of fine quality throughout, and 
can consist of all platinum and dia- 
mond, all gold, or combination of 
both, but limited to few trays. Ad- 
dress “D., 4706,” care J C-K. 





Side Lines 








SALESMAN ; to carry as a side line, with 
non-conflicting merchandise, on commis- 
sion basis, an individual, fine line of 
14K gold jewelry: all territories open. 
Address “K., 4655,’ care J C-K. 





SIDE lines salesmen, carry display fix- 
tures, fabrics, papers, novelties, for 
leading display distributor: 20% com- 
missions. Tedel, Inc., 200 N. Pearl St., 
Baltimore 1, Md. 





COMPLETE line of 14K wedding rings; all 
widths; sets: combination colors; ruby 
and diamond set; ladies’ and gent’s 
diamond rings: stock for delivery: at- 
tractive prices. Address “E., 4721,” 
care J C-K. 





SALESMEN: the following areas open; 
New England: Midwest: Southwest; 
for young, ambitious men with follow- 
ing, living in the area, side line with 
excellent commission. Harman Watch 
Co., 22 W. 48th St., New York 





(Continued on page 250) 
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SIDE LINES—Continued 


(Continued from page 249) 





SALESMAN wanted; to carry side lines 
of sterling carving sets, flatware, etc.; 
only those with good following need to 
apply ; salary and commission; send de- 
tails and references when answering 
Address “F., 4679,”’ care J C-K 


SALESMAN, for Middle West, wanted by 
well known manutacturer of extensive 
ladies’ and men’s mountings and dia 
mond ring line established trade; 
drawing account; may carry non-con- 
flicting line. Address “S., 4663," care 
J C-K 


_ 


"LOCK importers, desire sales representa- 

tives having similar lines; liberal com- 
mission on all first orders and good 
foliow-up commission on all repeat 
orders; many territories open. Write, 
Aristo-Craft, Importers, Federal St., 
Belchertown, Mass 


SALESMAN wanted; travel Chicago 
and Middle West, to carry as a side 
line to fine retail trade, old estab- 
lished manufacturer’s line of ladies’ 
and men’s high grade 14K gold 
jewelry and novelties; commission. 


Address “D., 4675,”" care J C-K. 


SALESMAN; for a non-conflicting side 
line, to represent a manufacturer of 
diamond rings, wedding rings, mount- 
ings, etc.; strictly commission basis; 

write in detail as to experience and 

territory Address “Z., 4642,”’ care 
(C*-K 


ALL territories open starting July 1; 
line of men’s and ladies’ stone 
rings; formerly sold to jobbers, now 
going direct to retailers; reply 
strictly confidential; please give full 
details in first letter. Address “G.. 


4598.”’ care J C-K. 


CANADIAN manufacturer offers wid 
awake jobber, well established line of 
Sheffield reproductions and fast selling 
popular line of silverplated hollowwar‘s 
excellent opportunity for organization 
with established connections in the 
jewelry trade Address “M 1724,” 
care JJ (*-K 


A 


SALESMEN wanted; territory open on 
West Coast and Eastern states, for ag- 
gressive men with following among 
wholesale trade and large chains. to 
carry small side line of popular priced 
ladies’ and men’s gold filled watch brace- 
lets; suitable territory can be arranged. 
Address ‘“‘H., 4735," care J C-K 


MANUFACTURER of outstanding com 
pacts and cigarette cases, popular 
among jewelers and department stores, 
looking for salesmen with established 
retail following in Midwest and South, 
to carry as side line on commission 


7 


basis. Address Circular 189. Room 141: 


Heyworth Bldg., Chicago 2? 


MANUFACTURER of established line 
of 10 and I4K neckchains, seeks a 
Chicago and a West Coast represen- 
tative; must have office and follow- 
ing among wholesalers; reply stat- 
ing experience and lines now han- 
dled. Address *“D., 4629.” care J C-K. 

SALESMEN wanted; to carry a side 
line of gold rings, to call on retail 
stores in established territory: Ohio, 
Indiana, Michigan, Kentucky, also 
in the Midwest and South; well es- 
tablished house. Address “B., 4741.” 

care J C-K. 


—_—- 
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WANTED; side line salesmen for estab- 
lished costume jewelry manufacturer ; 
we also job over 250 name brand lines 
and can supply every type of side line; 
watches, bands, novelties, rings, ete 
state your business Write or call 
Superior Jewelry Co., 740 Sansom St., 
Philadelphia 6, Pa. Walnut 2-2974 


PEARL earrings; manufacturer wants 
reliable and responsible representa- 
tives, experienced only, with a good 
following in the wholesale trade; 
10% commission; excellent § side 
line; reply with references only; 
confidential; state territory. Address 


**J., 4602,” care J C-K. 


SALESMEN: to sell Defender clocks; 
the lowest priced Swiss 8-day, 7 
jewel, travel alarm on the market; 
small compact line; liberal commis- 
sion; territories open; give full 
particulars and references. Edward 
L. Stern & Son Co., Inc., 610 Fifth 
Ave., New York. 


WANTED: side line sales representa- 
tives, calling on retail jewelry out- 
lets, to sell the famous, nationally 
advertised, consumer - accepted 
Christy sliding blade pocket knife 
on profitable, exclusive territory 
basis; write for proposition today. 
Christy Co., Fremont, Ohio. 


SALESMEN manufacturer sterling 
Silver novelties and outstanding baby 
line; sold nationally ; popular with lead- 
ing jewelers and throughout jewelry 
trade; proven volume sales to depart- 
ment stores only top notch salesmen 
with strong following: good territories 
open; commission basis Address “N.,, 
1253,” care J C-K 


SALESMEN; with established retail fol 
lowing, wanted by manufacturer of na 


tionally advertised pearl line, attrac- 
tively boxed and priced right; New 
Kingland, Pennsylvania, Delaware, and 
Maryland Southwest open; give -de- 


tailed information as to experience, fol 
lowing, etc.: commission; protected ter 


ritory Address ‘tA 1496.”’ care J C-K 


MANUFACTURER, wants salesmen to 
‘arry side line of popular priced 
sterling silver hollowware; must be 
experienced and have a following 
of retail jewelry and better depart- 
ment stores; commission basis; give 
full particulars and references; all 
territories open. Address ‘“W.,, 


4668.” care J C-h. 


KREMENTZ 14K rolled gold overlay line 
of ladies’ and men’s jewelry, for towns 
which our salesmen do not cover, in a 
number of states; we will consider ap 
plications of salesmer who carry a 
number of other non-competing lines 
on a commission basis; give full par- 
ticulars as to lines carried and states 
covered. Krementz & Co., 4% Chestnut 
St., Newark 1, N. J 


SALESMEN; 50 year old sterling hol- 
lowware firm, popular priced mer- 
chandise; Mid-west and southwest 
territories open to men with follow- 
ing in department stores, jewelers, 
and better gift shops; non-conflict- 
ing line permitted; references held 
in strict confidence; commission 
basis. Address “V., 4666." care 
J C-K. 














Help Wanted 


DIAMOND setter-repair man; must Det 
good in both; steady work; write full 
details. Address “V., 4614,’ care J C-K 

WANTED, A-1l jeweler, who can repali! 
and set stones. Address “V., 1461,” care 
, (<e 


WANTED, two A-1l watchmakers pel 
centage basis only. Address “T., 1460 
care J C-K 


WE have an opening for a first Class 
reneral jewelry repairman; salary }% 
a week. Keller & George, Charlottesvill: 
Va. 

ENGRAVER: jewelry and silverware let- 
tering and monograms; near New York 
City; good position for steady mat! 
Address “F., 4596,’ care J C-K 

SALESMAN: wanted by manufacture! 
exclusive line of men’s rings, sold direct 
to jewelers; non-conflicting lines pert 
mitted. Address ‘‘D., 4256,’ care J C-h 


SALESMAN; manufacturer of fine mar- 
casite for retail trade; metropolitan 
New York and western territory es 
tablished trade preferred, but not es 
sential. Address ‘“‘N., 4692,’ care J (-kh 


WANTED experienced watchmaker as 


instructor, capable of drafting, lectur 
ing and shop mathematics: give full ex- 
perience all replies confidential Ad 


dress “B.. 4591.”" care J C-K 


JEWELER and setter on special orde! 
work, platinum and gold large south- 
ern trade shop; 40-hour, five day week ; 
ruaranteed year around job Address 
‘S., 2482." care J C-K. 


SALESMAN: established wholesale and 
jobber following in Midwest, to rep- 
resent manufacturer of gold mount- 
ings and wedding rings. Address 


“V.. 4617.” care J C-K. 


JEWELER; on platinum and yellow gold 
work; good pay and fine city in which 


to live rive information in detail as 
to experience and where in the past 
employed \ddress a i 1440.’ Care 


FIRST class combination jeweler and en 


eraver fine store air-conditioned 
hop permanent position for right 
give references and salary de 


619 Main st 


Sireqd { Ave S Jewelers, 


Little Rock, Ark 


SALESMEN with following, to handle 
desirable fine grade die struck plain and 
engraved 14K gold wedding rings; ex 
tensive numbers; competitively priced 
commiss write references. Ad 

dress “A 256.”’ care J C-K 


ion bHDasIs:;: 


SALESMAN: with wholesale and job- 
ber following in New York City and 
on East Coast, for established man- 
ufacturer of ladies’ gold and plat- 
inum mounting line. Address “*W.. 
1618.” care J C-RK. 


JEWELER: who is capable of taking 

charge of a shop of about eight people ; 

a fine opportunity for a man of ability 

with vision for a future; give informa- 

on in detail as to your past employ 

ment and experience. Address “T 
1641,” care J C-K 











MODELMAKER wanted by leading New 


York manufacturer; must be capable 
of making models from designs for pro 
duction gold ring mountings; write in 
full detail, confidential; our people 
know of this advertisement. Address ‘‘A 
ves F care J C-K 


RETAIL jewelry salesman; fine mid- 
western store interested in a_ top 
salesman for diamond and watch 
departments; must qualify as A-] 
man; finest salary and working con- 
ditions. Rost Jewelry Co., Indian- 
apolis, Ind. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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HOROLOGICAL model maker, for perma- 
nent employment, with manufacturer of 
jeweled watches; must be qualified 
horological mechanic, capable of mak- 
ing and assembling watch parts ac- 
cording to sketches and design draw- 
ings. Address “M., 4691,” care J C-K. 

WANTED; retail salesman experienced 
in handling quality merchandise ; 
good opportunity in cash jewelry 
store in Central Connecticut; write 
full particulars, stating age, salary 
expected, ete. Address ““W., 4700.” 
care J C-k. 

WANTED; experienced man to manage 
repair department in Connecticut cash 
retail jewelry store; must have prac- 
tical knowledge and be able to estimate 
watch, jewelry and silver repairs; give 
complete qualifications in reply. <Ad- 
dress “Y., 4701,’ care J C-K. 


SALESMAN, for old established na- 
tionally known diamond and col- 
ored stone ring house, to cover 
Pennsylvania, Virginia, West Vir- 
ginia and other tributary states; 
reply in confidence. Address “Y.., 
4646,.”’ care J C-K. 





SILVER or jewelry salesman wanted; 
large manufacturer of popular priced 
Silver and chrome plated hollowware is 
open for two representatives for south- 
ern territory, Richmond to Texas: 
straight commission basis: no objec- 
tion to one side line. Address “A., 4590,” 
care J C-K 

SALESMAN; must be experienced, to 
travel Pennsylvania, West Virginia. 
representing an established whole- 
sale jewelry concern with nationally 
known lines; write stating age, ex- 
perience, etc. Address “B., 4631,” 


care J C-K. 





WHOLESALE jewelry salesman; experi- 
enced with good following; all terri- 
tories available; perfect opportunity for 
the right man with one of the leading 
pearl manufacturers in New York; high 
commission arrangement: write full 
particulars, stating experience, territory, 

etc. Address ‘‘H., 4653,"’ care J C-K. 





SILVER salesmen, for West Coast, 
Midwest, Southwest and New Eng- 
land territories; established lines of 
fine sterling and plated hollowware: 
commission basis, Associated Silver- 
smiths, Inc., 900 Third Ave... New 
York 22, N. Y. 

SALESMAN; experienced, to travel 
Baltimore, Washington, D. C.. Vir- 
ginia, and the Carolinas; represent- 
ing an established wholesale jewelry 
concern, with nationally known 
lines; write stating age, experience, 
etc. Address “D., 4632.” care J C-K. 

LONG established firm, desires salesman 
with experience selling platinum and 
gold mountings, watch cases and at- 


tachme nts; prefer man who has a good 
following with wholesalers and big re- 


tallers; southern territory and West 
Coast open; references required: com- 
mission basis. Address “K., 4737,” care 
J C-K 


MOUNTING salesman, for Middle 
West and South, wanted by estab- 
lished California manufacturer with 
extensive quality line, selling to 
wholesalers and volume users; good 
earnings assured to experienced 
man with proper contacts. Address 


**A., 4740.” care J C-K. 





FOR May, 1950 


OPPORTUNITY for first class, experi- 
enced watchmaker and clock repairer 
for the summer ; terms; income from al] 
watch and clock work with no overhead 
business expenses as rent, light, tele- 
phone; exclusive Maine summer resort; 
tools and materials necessary; refer- 
ences required. Address “H. J. Co., 
4658," care J C-K 


SALESMAN; for representation of ex- 
clusive nationally known watch line 
through Eastern and Central states; 
drawing account against commis- 
Sion; state education and past ex- 
perience. James Schulz, 304 E. 45th 
St., New York 17, N. Y. 


MODERN watchmaking; learn watch- 
making the better way; save time; 
complete courses in jewelry making, 
diamond setting, engraving; write 
for catalog. Kansas City School of 
Watchmaking, Dept. C., Admiral & 
Tracy, Kansas City 6, Mo. 


SWELRY salesmen leading manufac- 
turer of costume jewelry looking for 
salesmen thoroughly covering smaller 
towns throughout southern, south east- 
ern and western territories; please give 
full details as to experience, years in 
territory, ete.; all replies strictly con- 
fidential Address “L,, 4606,"" care 
C-K 


” 
— 
ee 


JEWELRY store manager; central Penn- 
sylvania town ; population 15,000 ; clean- 
cut, aggressive, thoroughly experienced 
in credit operation; salary and bonus; 
rare opportunity for sober, family man; 
send photograph with reply in detail; 
state past earning capacity: also if 
able to do your own watch repairing. 
Address “P., 4609,” care J C-K. 


EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling nation- 
ally advertised merchandise; old estab- 
lished territory in South Central States ; 
this is a permanent position with con- 
genial conditions and excellent income; 
must have car, and be free to travel 
please give details in application. Ad 
dress “G., 4592,’ care J C-K. 


WANTED; for diamond manufactur- 
ing concern, young, married and 
very effective salesman of the best 
reputation for the states and Can- 
ada; very interesting and permanent 
job; please send full particulars to- 
gether with photograph. Address 
“C., 4593.” care J C-K. 

REPRESENTATIVE for New England 

and New York state; have estab- 

lished accounts and well known 
throughout this territory and entire 
country; substantial diamond and 
colored stone ring line for delivery; 
all replies confidential, Address *‘P.., 


4523.” care J C-K. 





WHOLESALE jewelry salesman; expe- 
rienced, with good following in In- 
diana and Illinois; marvelous oppor- 
tunity for right man with leading 
Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry: write full particulars, 
stating age. experience, etc. Address 


“P., 4243.” care J C-K. 


JEWELRY salesman; experienced, 
with following in Midwestern Terri- 
tory, to carry non-conflicting, active 
line of well known men’s mount- 
ings; opportunity for capable man; 
give full information which will be 
treated in strictest confidence. 
Rosenthal & Kaplan, 126 W. 46th 
St.. New York 19, N. Y. 


SALESMAN for wholesale jewelers; two 
established territories now open; a two- 
state W isconsin-Minnesota territory 
open; a three-state Kansas-Oklahoma- 
Arkansas territory open; preference to 
experienced road salesman whose home 
is in the territory; give full details in 
letter. Write attention of salesmanager, 
Pakula & Co., 5 N. Wabash Ave., Chi- 
cago, Il. 


MANUFACTURER since 1920; com- 
pact line, better quality die struck 
14K and platinum wedding rings 
and mountings and full line of 
colored stone guard rings; requires 
representative with established re- 
tail following for South and Mid- 
west. Address “Y., 4572.” care 


J C-K. 


WHOLESALE jewelry salesman; expe- 
rienced; with good following in Vir- 
ginia and Carolinas; marvelous op- 
portunity for right man with lead- 
ing Mid-western wholesaler carrying 
complete lines of watches, diamonds 
and jewelry; write full particulars, 
stating age, experience, etc. Address 
“T., 4244,” care J C-K. 





SALESMAN; experienced, to travel 
Texas, Oklahoma, Arkansas, Louisi- 
ana; representing old established 
Providence manufacturer of goid, 
gold filled, and sterling costume and 
staple jewelry, selling direct to bet- 
ter grade retail outlets; write stating 
age, experience and references, Ad- 
dress “E., 4595,” care J C-K. 


ALESMAN; watch materials, findings, 


~ 
and allied jewelry lines wanted for 
North and South Carolina territory, by 
long established New York firm, with 
all major American and Swiss ftran- 
chises; Carolina resident preferred, but 
not essential; must be experienced 
drawing against generous commission 
write all particulars including refer- 
ences. Address “P., 4693," care J C-K. 

SALESMAN, for the Middle West; 


leading manufacturer of a beautiful 
line of mounted and semi-mounted 
platinum rings and bridal sets. dia- 
mond watches, diamond watch at- 
tachments and other goods suitable 
for the cash and credit jewelers; 
good offer to the right man; all in- 
formation will be kept strictly con- 
fidential. Address “F., 4683." care 
J C-K. 


SALESMAN wanted for West Coast; 
important manufacturer of a large 
line of unusual and popular price 
platinum goods, such as semi- 
mounted rings and sets, also com- 
plete diamond rings, dia mond 
watches, diamond attachments in 
gold and platinum; merchandise 
for the large and small retailer: 
good proposition to a good man; 
information will be treated in a 
most confidential manner. Address 


“E.. 4682.” care J C-K. 


JEWELRY salesmen can vou carry an- 
other line; we have sireamlined our 
well known ring and mounting line 
so that it can be carried with a non- 
conflicting side line; well established 
territory in Texas, Oklahoma and 
adjacent states, also Pacifie Coast; 
gives opportunity for excellent in- 
come and assured future for ambi- 
tious salesmen: replies confidential; 
we will not contact present employ- 
er. Goodman & Co., 42 W. Wash- 
ington St.. Indianapolis. Ind. 


959) 


_ 
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SALESMEN; to call on retail jewelers 
for nationally Known concern, to sell 
diamonds, platinum, gold and gold filled 
jewelry at the lowest prices in the 
country; sell from extensive catalogue 
of nearly 5000 numbers; no samples to 
carry ; all territories open; replies con- 
fidential ; references; wonderful oppor- 
tunity to earn extra money Address 
“A. 4630.” care J C-K 


) 


SALESMEN, old established manufacturer 
of platinum and gold wedding rings, 
covering 48 states, has several terri- 
tories open liberal commission, draw- 
ing account if sales merit it can make 
$5,000 or more yearly; no objection to 
one or two non-conflicting lines; reply 
in detail, stating experience and terri- 
tory covered Address “D., 4594,” care 
J C-K 


SALESMAN wanted; department and re- 
tail stores, to kiddies, teen age, and cos- 
tume jewelry buyers; outstanding, low 
priced, staple quality jewelry line; sell- 
ing over 2000 stores, now without sales- 
men; exclusive territory open; side line 
to same trade welcome; commission 
basis; write for interview giving all de- 
tails; will keep confidential Address 
“T.. 4665." care J C-K 


MANAGER; 30 to 40, for large, new 
credit jewelry store being opened in 
good sized southern town in October 
1950; only men who are presently em- 
ployed and thoroughly experienced in 
promotion, advertising, display, han- 
dling of help and successful selling need 
apply; will consider only men who have 
proven ability to command unusually 
good earnings. Address “L., 4659," care 
J C-K. 

EXCELLENT opportunity salesmen : 
calling on jewelry and specialty stores, 
to represent established manufacturer 
fine prong-set, boxed costume jewelry, 
for Chicago and vicinity, and West 
North Central territories; state age, 
past association and references first 
letter; replies confidential: men with 
car residing near territory preferred : 
drawing when qualified Address “J 
4654," care J C-K 











For Sale 


Stores, Stocks and Businesses 


SMALL jewelry store, heart of downtown 
Denver; $17,500 buys fixtures. key: 
inventory $12,500: desirable lease. Ad- 
dress “S., 4644,” care J C-K 


JEWELRY store: plenty watch repairs: 
excellent location : merchandise and fix- 
tures, $3,500. Fred Maier Realty. 1625 
Clarkson, Denver, Colo. Ma. 1012 


JEWELRY store one flight up hottest 
corner In town, near Elizabeth, N. J.: 
three veal! lease money maker for 
promoter. Address “T., 4696," care J C-K. 


SMALL jewelry store; Long Beach, Calif 
established § sales: repair $6,000 per 
vear Inventory $3500 full price 
$7,500. Address “B., 4623.” care J C-K. 

JEWELRY ” store: Florida cash and 
credit; nationally advertised lines only; 
watchmaker emploved: new fixtures: 
can reduce inventory: $10,000. Address 
“R., 4639,” care J C-K. 

ESTABLISHED jewelry store in Newark, 
N. J.; low overhead; long lease; $25,000 
inventory; will reduce to suit: clean, 
nationally advertised merchandise : good 
following Address “S., 4613," care 
J C-K 


JEWELRY and optical store: modern, 
new fixtures, clean stock good busi- 
ness section in Baltimore, Md.: will sel] 
with property ; newly decorated ° r00d 
chance for live wire: good reason for 

selling. Address “K., 4722.” care J C-K 


Or) 


yy Va 


IEWELRY store in Brooklyn, N. Y., es- 
tablished 1887; retiring from business; 
ideal for watchmaker or credit busi- 
ness; high class fixtures: good lease; 
requires approximately $15,000. Ad- 

"hE... £7104. 


a 


dress 107,”’ care J C-K. 


— ———— 


FOR SALE: one of the best pawn shop 
and jewelry combination stores in best 
eastern North Carolina tobacco town; 
can stand rigid investigation, and/ 
doing good business: reason for selling, 
illness Address “C., 4674,” care J C-K 


WATCH and jewelry retail store, estab- 
lished over 30 years; want to retire; 
jewelry and watch repairs main income 
no auctioneers considered 60 miles 
from New York City cash only, $20,000. 
Address “E., 4627,’ care J C-K, 


FOR SALE: jewelry and gift shop with 
nationally advertised lines; fastest 
Pprowing town in southeast Florida; es- 
tablished business: long lease, reason- 
able rent with living quarters; must 
<e]ll due to illness. Address “‘M., 4660,” 
care J C-K. 


LEADING retail = store fast growling, 
Long Island town, population 20,000; 
low rent, short hours; little gold mine 


more repairs than can handle: good 
prices ; inventory $?0.000 require $25.- 
M00 eash: reason illness Address “B., 


1704," care J C-K 


MODERN jewelry store Los Angeles 
community, good location, well estab- 
lished low overhead opportunity 


Ppross $10,000 
stock optional 
Forest S&-7266 


Kl Monte, Calif 


watchmaker or graduate 
quick sale, $2,000 cash 
Telegraph, write, phone 


liljon a Powland Ave 


MANUFACTURING jewelry shop: spe 
cial order work, new work and repair 
ing: three benches air conditioned: 
low rent; in town of $0,000 population 
no other manufacturer in town: can 
clear from $5,000 up yearly Address 
“G., 4709,” care J C-K 


FOR SALE; small jewelry store with 
apartment in rear low rent a very 
profitable watch repair department: 
small stock at inventory: good, all year 
around climate For information write, 
Rio Grande Wholesale Jewelers, 517 W 
Central Ave Albuquerque, N. Mex. 





ESTABLISH EI ) modern Jewe Iry store: 
modern fixtures: 100% location, progres- 
sive city; attractive possibilities ; one of 
the most beautiful cities in Florida: 
best climate in the state; clean, popu- 
lar priced stock: owner's sickness forces 
him to discontinue activities; $4,000 
Address “F., 4637,” care J C-K 


FOR SALE; New Canaan, Conn.: op- 
portunity for expert repairman srad- 
ley graduate preferred, to purchase at- 
tractive jewelry store: select clientele: 
excellent repair reputation; lease avail- 
able 35 miles from New York Citv: 
illness forces disposal: reasonable. H. B 
Lee, 18 seaconview Drive, Fairfield, 
Conn. Tel. Bpt. 4-4328 





JEWELRY store chain three stores in 
California: best locations, San Joaquin 
Valley towns: attractive leases; newly 
remodeled: stock clean and excellent; 
volume $175,000 net; jewelry only; in- 
ventory $65,000; dollar for dollar on 
stock: same basis accounts receivable, 
guaranteed; alterations, furniture, fix- 
tures at depreciated book values; shows 
large net profit Qualified individuals 
write to, “C., 4344,” care J C-K. 


FOR SALE; southern California; one 
of southern California’s finest 
stores, established nearly 50 vears; 
a real jewelry store; ideal father 
and son combination: owner is tired 
and wants to enjoy life for a few 
years; will take about $75.000 to 
handle; please do not answer un- 
less you mean business and have 
cash to handle. Address “C., 4705.” 
care J C-K, 


STORE for sal the most beautiful store 

in one of the larger cities 1n the state 
of West Virginia; modern to the minut- 
est detail brand new stock : have lm- 
vestment little over SH5.000 trade draw- 
ing population over a half million; rea- 
sonable rent; to a person or persons Who 
wants to buv it as a going business we 
will make special concessions and terms 
also can reduce stock to suit; reason for 
selling, ill health Address “A., 4419,” 
care J C-K 





FOR SALE; jewelry store in Pennsy! 

vania, doing about $50,000 to $795,000 
worth of business for the last lo years 
a very good industrial town, including 
all kinds of foundries and factories 
enough repair work for two or three 
watchmakers; inventory $35,000; lead- 
ing makes of watches Hamilton, 
Gruen, Elgin, Longines-Wittnauer, Ome 
ga, Bulova and Seelands; Keepsake dia- 
monds; Sunbeam and General Electric 
appliances, also Parker pens; popula 
tion of town about 10,000 to 109,000, 
including surrounding territory; long 
lease; reasonable rent: quitting due to 
health. Address ‘“‘K., 4107,” care J C-K 








For Sale 


Fools, Equipments 


I('SED tools, benches, lathes. cleaning 
machines staking tools, ete RR P 
Gallien, 220 W Kifth St Los \(ngeles 


13, Calif 


MUST sell by July 1; eight wall cases, 
eight show cases, with lights; one 
watchmaker’s bench, walnut. Bran- 
ford Jewelers, 815 Broad St., New- 
ark. N. J. 


FOR SALE: National Cash Register a 
counting machine, used in jewelry store 
for recording of sales and payments 
received: first class condition; can be 
purchased reasonable Reid's, Ine 20 
Ee. State St., Trenton, N 


ARCH CROWN celluloid and parch- 
ment tags, available in all colors and 
sizes; send for catalog; factory and 
office moved to 277 Halsey St.. 
Newark 2. N. J. 


HOROLOGIST tools made particularly for 
watchmaker’s lathe of finest hardened 
steel, specially treated to hold cutting 


edge: can be sharpened on fine India 
stone made in one size only, 3/32 x 
»/32 x 2% inches long; price 75¢ each 
Send money order to, W. W. Ellis, 17 


KE. Sharon Ave (;lendal: Ohio 


JEWELERS’ display cards, jewelers’ dla- 
mond and watch guarantees, jewelers’ 
repair checks, jewelers’ deposit enve- 
lopes with call checks: printed supplies 
of every description. Write for samples 
Dauer Printing Company, Manufactur- 
ers, Printing, Engravers, 31 East 22nd 

St., New York 10, N. Y Algonquin 

4-2174 We ship open account, parcel 

post, or express to any part of the 

United States. 








Business Opportunities 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to kee p ats ad 
DETTISING columns clean idvertisers 
under Business Opportunities, etc., must 
furnish trade TETETENCES Announce- 
ments must pass thre strict censorship 
requirements of The Jewelers’ Circular- 
Keustone 


SPECIALIZING in auction, or flat sale, 
for profit for you; wire or write for 
dates and terms: confidential. S. G 

Terban, 22 Tremont St., Boston, Mass 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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BUSINESS OPPORTUNITIES—Cont. 








AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire, Maynard G. Levy. 
5200 Blackstone Avenue, Chicago 
15. 


JEWELRY store wanted; have $7,500 to 
invest; East Coast, Pennsylvania to 
Maine; watchmaker replies strictly 
confidential Address “R 1664,"’ care 
J C-K 


IF you would like to retire from busi- 
ness without conducting a special 
sale, we will sell yvour store as a 
going business; read the last ad un- 
der “Business Opportunities” for 
full particulars. McRae & Shaw. 
Chicago, Il. 


JEWELRY stores wanted by chain store 
organization seeking to expand its op- 
erations; will consider every store in 
any city; all replies confidential. Ad- 
dress “J., 2740,” care J C-K 


WANT to purchase; top quality, old es- 
tablished jewelry store in city up to 
60,000 population Middle West pre- 
ferred; by young war veteran; will 
pay cash Address “F., 4708," care 
5 «(ane 


COLMES BROS., cash buyers of jewel- 
ry stores with or without fixtures; 
we interview you at our expense in 
any part of the country; bank and 
trade references. 18 Tremont St.. 
Boston, Mass. 


JEWELRY store wanted by A-1 watch. 
maker; New York City and vicinity; 
up to $10,000: will also consider bona- 
fide proposition young, personable; 
best references Address “F., 4726,” 
care J C-K. 


AUCTIONEER; 11. successful sales 
conducted in 1949; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6956 N. Ashland Ave.. 


Chicago 26. Briargate 4-7303. 


HIGHEST cash buyers of jewelry stores, 
stocks, fixtures, good will, accounts re- 
ceivables; high type personnel: coast 
to coast; all correspondence confidential. 
National Capital Co., 545 Fifth Ave, 
New York 17, N. Y. 


GORDON BROTHERS. oldest = and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 








SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash: my direct outlet en- 
ables me to pay you higher prices: bank 


and trade references of the highest 
aracter Write, 15-17 Maiden Lane, 
New York. Ts lephone, Rector 9.5928. 


A manufacturing jeweler, with a good 
rprowing business, and many vears in 


business, which could be doubled in a 
very short time, is looking for a prac- 
tical jeweler with 1 or more years’ 


experience at the bench, who is inter- 
ested in taking out a partnership; when 
answering give information in detail. 
Address “O., 4643,” care J C-K., 


FOR May, 1950 


Tel. 3544. 


THIRTY-EIGHT auctions during past 30 


months; copies of letters of recommen- 
dation from all parts of America sent 
on request; our clientele comprises both 
large and small jewelers, jewelers who 


care; conducted the two group auctions 


for St. Louis, Missouri, six largest firms 
in 1982-3. America’s Foremost Jewelry 
Auctioneer-Thomas J. Faussett, Howell, 
Mich 


AM ready to pay you cash, dollar tor 


dollar, for your stock, providing you 


have been an established cash jeweler 
for a period of years and enjoy a good 
reputation; will take the store over as 
a going, or going out of business; not 
interested in any credit stores; or if 
you are in financial difficulty I will help 
you finance your business, pay up your 


obligations, and help you stay in busli- 


ness: I have bought and sold over 100 
stores in my 40 years of business; all 


correspondence held in strict confidence 


Herman Kimmel, 48 W. 48th St., Room 
703. New York, N. Y¥ 


‘ANT to sell out. raise cash, reduce 


stock, ete.: we will conduct flat sale 
or auction, or buy your entire stock 
and fixtures for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
erations; highest bank and _ trade 
references; for immediate action 
write, wire, telephone. Earl Wilson. 
of Wilson Sales System, 424 Madi- 
son Ave.. New York. Telephone 
Plaza 8-2110-2111. See our ad on 
page 83, 


BEN JACOBS, America’s well known, 


reputable auctioneer, cash buyer of 
jewelry stores and surplus stocks. 
or, will personally conduct auction 
sale for vou anywhere in a dignified 
and courteous manner; have liqui- 
dated seven outstanding jewelers in 
1949: firms names on request; bank 
and trade references. Write, wire 
510 Madison Ave... New York City: 
401 Jewelers’ Bldg... Boston, Mass.; 
324 Irwin Keasler Bldg... Dallas. 
Texas, 


‘ASH for vou immediately; R. A. 


Zanone & Co.. will solve your prob- 
lem by paving cash for your store 
now. or conducting a_ successful 
auction or flat sale; more than 25 
vears’ experience; yvour reply held 
in strict confidence; references: 
Dun & Bradstreet. Union & Planters 
National Bank & Trust Co... Mem- 
phis, Tenn. Write, wire or phone 
today. R. A. Zanone & Co... LIO 
Madison Ave... Memphis. Tenn. 
Phone 5-0660. 


4. E. Gates & Associates, jewelry aue- 


tioneers: if vou are retiring from 
business, or wish to reduce your 
stock, a dignified auction conducted 
by experts in selling jewels, art ob- 
jects, all classes of goods carried in 
first class stores, with the ability to 
describe each piece correctly and 
convincingly. inspiring the most dis- 
criminating customers to buy during 
and long after vour auction is over: 
our proven ability of many years’ 
successful selling for leading jewel- 
ers throughout the United States, 
will also apply to vou; we can sell 
all or any part ef vour stock, quick- 
ly and profitably; write or wire for 
terms and dates. A. E. Gates, Great 
Southern Hotel, Hollywood, Fla. 


WOULD you like to retire from busi- 
ness, if vou were given a respon- 
sible guarantee that your stock, ac- 
counts and fixtures would be sold 
for more than the wholesale cost: 
our service will secure a cash buyer 
for your store as it stands today as 
a going concern; vour good-will and 
lease will sell for cash the same as 
vour stock; we are not stock buyers, 
but one of the oldest exclusive 
jewelry brokers in business, unques- 
tioned bank references; also refer- 
ences from clients who have used 
our services recently; no store too 
large or small to use this service: 
write for competent appraisals and 
complete details without obligation. 
McRae & Shaw, 168 N. Michigan 
Ave... Federal Life Insurance Bldg.. 
Chicago, Ill. 








Wanted to Purchase 


USED watch movements 6 x &, et also 
job lot of ladies’ watch cases and watch 
attachments Address Circular LYZ, 
Room 1415, Heyworth Bldg., Chicago 2 

(‘ASH tor used watchmakers’ and jewel- 
ers’ tools lathes, cleaning machines, 
staking tools, et R. P. Gallien, 22 

' Fifth St., Los Angeles 13, Calif 


JEWELRY store in town of over 10,000 


population: 100 mile radius New York: 
will invest up to $10,000 particulars, 
onfidential! Address “G., 4729," care 
} (-K 

HIGHEST prices paid for old watches 
and movements regardless of condition 
check sent by return mail; shipments 
held pending your approval of payment 
Feinstein Bros 5 S. Wabash Ave., Chi- 


cago 3, |] 


T>? 


CASH = for inactive Community Plate, 
Rogers 1847 and Holmes & Edwards 
we pay retail, less 400% for unused 


? 


silver: used silverware also purchased 


in, quantity; please send list old 
sterling flatware and hollowware 
wanted. Vroman’s Silver Shop, 520 W 
ith St., Los Angeles 14, Calif 


SPOT cash for vour surplus stock 

watches, diamonds, and_ jewelry; 
highest cash prices paid; check by 
return mail; all shipments held 
pending approval of payment; if 
check is unsatisfactory, shipment 
returned express prepaid; bank and 
trade references; established 1933. 
Diamond Jewelry Co.. 626 M & M 
Bldg... Houston 2. Texas. 


CASH in: send us vour watch move- 
ments, watches, trade-ins and pur- 
chases; old spectacle frames. gold 
filled serap, silver, gold and any 
other precious metals and jewels, 
for highest prices: we send vou a 
check at once, and hold shipment 
intact for your approval; refer- 
ences; National Bank of Commerce, 
Memphis, Tenn.; Jewelers Board of 
Trade, Dun & Bradsireet. Wein- 
men's, Dept. K., 108 Beale Ave., 
Memphis, Tenn. 























Watch Work, etc., for 
the Trade 


+ 


(f( ontinued rOnW” page Zvo) 














GOOD watch repairing for the _ trad 


reasonable prices price list sent wigs 
request Leslie Hammond, 1112 Mahan 
fongo St Pottsville, Pa 


SINCE 1921; reliable watch repairing for 
the trade efficient, dependable mail 

service Standard Watch Service, 949 

Broadway, New York 10, N. \ 


FINE wateh repairing for the trade since 


19250; prompt mall ervice al Work 
ruaranteed Manhattan Watch Repal 
(‘o.. 21 Maiden Lane, New York, N 


Cr IMPLICATED and plain watch rs pair- 
ing; chronograph cleaning, $5; watches 
timed on Watchmaster, one week's ser- 
V1Cce¢E “elder'’s. 1173 5Y~nd St Brooklyn 

19, N Y Gedney H-5300 


BOSTON, Mass expert ana guaranteed 
watch repairing; prompt service rea- 
sonable price list upon request; mail 
orders invited David Migdal & Co., 
109B Summer St 


a 


RELIABLE trade watch repairing; rea 
sonable prices five to seven days’ 
service; 25 years experience Paul 
Schemichen, 5613 Catalpa Ave Brook- 
lyn 27, N ‘ 


SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster ; 
guaranteed service. I. Altay, 22 W. 4&th 
St., New York 19, N. 


CAREFUL watch repairing, skilled work- 
manship All watches checked and 
timed on Western Electric Watchmastel! 
for accuracy. Frederick Lowey, 48 W 


‘kth St... New York 19, N. \¥ 


ee 


WEST COAST watch repairing by an old 
company; workmanship and service the 
best; we repair all kinds of watches and 
chronographs; send for price list. Sys- 
tem Service Co., 213 S. Broadway, Los 
Angels 12. Calif 


ELECTRIC clock motors, repaired like 


new; we specialize, McClintock, Ham- 
mond and Sessions: also general! clock 


repairing, electric and spring wind. Send 
to, A. & A. Clock Repair, 35 8S. Dear- 


born St., Chicago 38, II] 


EXPERT watch repairing eight to 10 

days’ Service: all watches timed and 
Western Kelectris Watch- 
master. L. Z. Orin, 235 Ft Vashington 
Ave New York 32 N Y Lorraine 


Té¢ sted (oT) 


7 T, 
S-H574.0 


QUALITY watch repairing for the 
trade; every detail carefully attend- 
ed to and all work guaranteed; mail 
orders invited. O. Aron, 62 W. 47th 
St... New York 19, N. Y. Luxemburg 
22-3599. 


on 


BEST workmanship piair nd compli- 
cated watch repairing: a thoro 
well done job at lowest possible rices 
special attention to mail orders: price 
list on request. Carl Lieberman, 116 


Nassau St.. New York 7. N 5 
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THIRTY years’ experience precision 
watch repairing for better jewelers, 
including chronographs and compli- 
cated watches; Watchmaster timed: 
fully guaranteed; prompt delivery; 
price list upon request; also fine 
jewelry repairing and diamond set- 
ting. Paul Fisherkeller, 1001 Chest- 
rut St.. Philadelphia 7, Pa. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days: price list 
upon request. H. Spielman Co., 9 
Maiden Lane. New York 7, N. Y. 
Worth ead i. 


IMPORTANT: your watch repairs; any 
make, any size watch accurately re- 
paired and at today’s most reason- 
able prices; we offer vou the finest 
craftsmanship, fully guaranteed 
prompt service and postage prepaid: 
for nearly a third of a century, this 
has been our policy: send us a trial 
package today; prices quoted on re- 
quest. National Watch Repair Co.. 
427 Sansom St., Philadelphia 6, Pa. 


KNOW your vibrator; mail direct: same 


day service; flat $1.75; Breguet $2.50: 
staffs fitted, $1.25 with vibration, $1.75 
without; jewel pins fitted $.75 dea] 
with an established concern and enjoy 
these advantages; free services, restud. 
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recollet, poise hairsprings unraveled 
regulator pins fitted ; ask for Vibra-Pac 
an exclusive patent pending method of 
returning a hairspring in beat and at- 
tached to both balance and cock: no 
further adjusting necessary write for 
free envelopes and container: Hair- 
spring Vibrating Co 106 S2nd St we 
Box 330, Union City, N. J 








Special Order Work and 
Repairs for the Trade 


ENGRAVER: exclusive lettering. carving. 


ename cutting competent Richard 
Brodil, 64 W. 48th St., New York City 

ALL  stvl beads restrung plain or 
knotted rompt serv ice reasonable 
price Mrs. Helen Stump, 202 State St., 
Shillingto1 Pa 


ENGRAVING of the better’ grade. 
Weiss & Hauck, 10 W. 47th St.. 
Room 1209, New York 19. N. Y. 
Lt 2-1916. 


DIAMOND setting, expert work: New 
York and out-of-town 
prices rignt stones s ipplied on reques 


Sam Weisel, 87 Nassau St., New York 


prompt service 


? 


PEARLS and beads restrung: rosaries 
repaired by experts for the trade right 
prices; prompt service monthiy bliling 
Woodman’s, 55-B Eddy St., Providence, 


PEARLS restrung plain or knotted; all 
work returned same day received. 
Walter Job & Son. Manufacturing 
Jewelers, 502 Dime Bank Bldg.. 


Scranton 3. Pa. 


stones re 
drilled, en 


LAPIDARY ; complete service 
cut, repolished, repaired, 


praved encrusted ; new stones for 
replacements; special opal, Star Sap 


phire doublets 
BRidg.. Jamaica, 


\ce Lapidary, Red Cr 
N. Zz 


GOLD and platinum special orders, 
repairs, assembling and _ finish ng 
castings and findings; work guaran- 
teed; references; very rapid service. 
Melart Jewelry Co., 93 Nassau St., 
New York Citv. WO 4-5584. 


JEWELRY repairing, diamond setting 
and special order work for the 
trade: all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St.. Detroit 26, Mich. 


JEWELRY repairing. diamond setting 
and special order work; finest work- 
manship guaranteed; one-day ser- 
vice on sizing: no job too small, no 
job too large; estimates cheerfully 
given. Progressive Mfg. Jewelers, 11 
John St.. New York City. 








To Let 


OFFICE space for diamond setter, er 
rraver or watchmaker; north light; rea 
mf nable 4 Maiden Lane N ¢ \V YorkK Osha 


(*a Beekman 3-3398 


WANTED: to rent sufficient space in git 


and ewel’ry snoppe to watchmake! 
jewelry repairman and engraver; wit! 
own tools. The Gift Shoppe, Hawki! 
Ville (329 


MUNCIE, Indiana; write P. O. Box 
150; population 69.000; on main 
street; 90% location: modern 
front: area 12’ x 12’: suitable chain. 
or watcechmaker-jeweler; $125. 








Miscellaneous 


WATCHMAKERS JOURNAL contal 
valuable information for watchmaker 
and students; send li tamps, 
ample copy. Dean Co., 116-A Nas 
St., New York 7, N. Y 
} questions and answers; practical fo! 
benchwork reterence O! review of 
watch repair; examination-type que 
tions illustrated solutions; regularly 
$2.90 introductor price 51.768 (“hi 
cago Schorr of Watchmaking L608 N 
Milwaukee Ave Chicago 47, Ill. Roon 
L100-A 

WATCHMAKERS; enjoy the higher ear! 
ing and prestige of a chronograp! 
technician without slighting your regu 
lar watch repair business; learn chron 
graph watch repair in the world's first 


omplete and _ fully illustrated con 
plicated 


wate! course five-montl 
veteran-approved Course, qay Oo! eve 


ning classes. Write for complete Ir 
formation Desk 18 C, Western FPennsy 
fa Sn } 


vania Horological Institute 
. } » 1 


+ . 7 ¢ ’ 
field St ittsburgh 19, Pa 
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TAX NEWS CALLS FOR ALERTNESS 


Now, at long last, we know what the House Ways and 
Means Committee wants in the way of jewelry excise 
tax corrections. (Story on page 195.) 

Knowing also that the Senate has long been favorable 
to adjusting these retail taxes, the important thing for 
us to watch in the days to come are the developments 
that result from subsequent committee considerations. 
\djustments. jockeying of figures, concessions to othe: 
industries, consideration of the total dollar loss from 
excise tax reductions. all these will be factors in the 
form which the tax bill takes as it moves through the 
House and on to the Senate. These transitional moves 
will determine the precise form in which it reaches the 
President for his signature into law. 

As the bill is being written at present, it is assuming 
a form which the President has stated emphatically he 
would veto. 

Therefore. it is up to us to do everything possible to 
vive our Congressmen assurance that they have our col- 
lective and individual backing, so that they will have 
the confidence to override any veto should the President 
remain fixed in his wishes. 

Considering the condition of our national finances 
(without discussing at this moment why they are in such 
a condition) the House tax bill seems reasonable enough. 
and gives the jewelry trade a fair share of the relief 
currently being distributed to all badly hit industries. 

Therefore, let’s be grateful for the progress of our tax 
fight, but remain ever alert in the fact that no news is 
really good news in this case, until the White House 
issues the release “President Signs 1950 Tax Bill.” 

Hasten The Day! 





SUPPLIERS NOTE 


\ Reminder to Trade Service Shops, Wholesalers and 
Vianufacturers: 

“An advertisement which arouses the anger of a pros- 
pect does not pay off.”” 

We have again been getting complaints from jewelers 
who have been receiving government post cards and othe! 
pieces of open mail advertising, where the net trade prices 
are easily (and unfailingly) read by postal employees. 

When (as it was in one case) an open piece of printed 
matter boldly declared: “Special Watch Springs O¢ each.” 
one could hardly blame the mailman who read such an 
ad, for labeling a jeweler “gy p when the jeweler charged 
him what he had to for replacing a broken spring. 

And while we are so close to the subject let us remind 
our advertisers: Use Keystone Prices in JC-K ads. jewel- 
ers frequently use the book to sel] from. 

Why cause embarrassment ? 





Another deposit gain in mutual savings banks was 
registered in January; a rise of 23.2 per cent greater 
than for the same month last year. That means that mer- 
chants failed to convince their prospects that what they 
had on their shelves was worth more than the excess 


money the people had. 


256 


Ad Ga GBarecluwirns+« 


BUSINESS CAN BE GOOD 


Yes, we have met many, many jewelers whose business 
this year is as good or better than last year. 

Not one of them. however. had thrown himself down 
and kicked his toes into the floor last January when pub- 
licity broke on Congressional consideration of excise 
taxes. Not one had assumed that this was the end of 
business until excises were repealed. Not one of them 
in fact. but had looked the situation in the face and rec- 
ognized the necessity to apply additional pressure where 
that effort would pay oft best. 

They set about promoting relatively low priced dia- 
monds —merchandising sterling, china and glassware 
featuring tax free merchandise such as plated flatware 
and pushing their always profitable watch and jewelry 
repair services. 

The tide of trafic thus created paid off in immediate 
profits. The continuing friendships thus maintained rep- 
resent “money in the bank” for these jewelers to convert 


into cash as soon as the tax question is settled. 


Da bad * 


Which reminds us of an old story about the captain, 
who during a slow voyage. found himself on the high 
seas with the water-casks of his ship empty. He assumed 
that the water under his boat was briny sea when it was 
actually the fresh water from the Amazon, which rivet 
pours a tide far out to sea beyond its great wide mouth. 
\fter days of agonizing thirst another boat hove into 
sight and the captain frantically signalled for fresh water. 
The answer he got was, “Dip it up. it’s all around you.” 





WATCH TELEVISION 


Retailers provided the ereatest percentage ol gain 
among all groups of television advertisers. During the 
last quarter of ’49 there was an increase of 3¢ percent 1n 
the number of local retailers using this new advertising 
medium. Television does more than create favorable 
impressions, it sells. It takes the showroom into th 
home. 

Its effect upon present-day methods of retailing should 


be watched. 





Beset with seasonally slow business. aggravated by 
public consciousness of impending excise tax adjust- 
ments. subjected to increasing competition by other in 
dustries, suffering from high overhead and fixed markups 
still, retail jewelers in general have resisted the temptation 
to run “sales” and cut prices. 

Considering the strength of our national economy at 
the moment. a continuance of this policy of holding firm 


on prices. makes sense 


Meenftek 7 aera 
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Brilliant O-B Design! 


Brilliant O-B Promotion! 







Genuine 
O-B Rings 


DEALERS WHO'VE SEEN these ‘Ballerina’ specials 
are still cheering ...and ordering! Inspired by the 
grace of immortal ballet artists — backed by the 





strongest national advertising, window displays, 
newspaper mats — these exclusive O-B beauties will 
boost your ring sales on sight! Order now, and tie-in 
with national ads! 


NATIONAL ADVERTISING, FREE NEWSPAPER MATS! 
Compelling ads will appear 


\ in generous space featur- 
\yook ing ‘Ballerina’ rings, in 
L— LIFE, issue of June 5, and 

LOOK, June 6. Order free 


newspaper mats to tie-in 





Feature Assortment 
2k4391 $13.50 K Real Blue Zircons 
2k 4392 16.50 K Whole Cultured Pearls 
2k 4393 14.50 K Synthetic Birthstones 
2k 4394 14.50 K Cultured Pearl & Blue Zircon 
2k 4395 13.50 K Real White Zircons 
2k 4396 15.50 K Real Opals 


$88.00 K Total for Ballerina Assortment 


your local advertising. 


ARRESTING WINDOW DISPLAY! 


Display with attractive cut-out ballerina 
figure in color, and associated decorative 
plush ring tray holding six rings, free 
with any 6 ‘Ballerina’ rings. 














» OSTBY & BARTON COMPANY < 


Ring Leaders Since 1879 








118 RICHMOND STREET, PROVIDENCE 2, R. I. 366 FIFTH AVENUE, NEW YORK I, N. Y. 











Reserve a window now 
for this spectacular new 









ONLY 


79": 


61-PC. SERVICE FOR 8: 





NO FED. 
TAX 



































16 Teaspoons 8 iced-Drink Spoons 
8 Oval Soup Spoons 2 Serving Spoons 
8 Knives 1 Cold-Meat Fork 
’ ° ’ —r 8 Forks ] Butter Knife 
rere s the promotional chest you ve been i , 8 Salad Forks 1 Sugar Spoon 
hoping for—in time for your busy bridal | o,f! i> me 
’ ° \ 3 ’ me! as \ 3 5 A fy 
season. The color’s champagne... in a new ¢ \\ S31 oe | By) y sv 
pearly plastic that’s correct with either blond : | ‘ j es t Yay a 
: ; | f i 
or dark wood furniture. And the rich pink 1) || | i 70 A 
lining is deep enough to be practical as well as r } as | is \ 





beautiful. Crystal-clear handle and supports. 
An outstanding value—a perfect gift! And 
it's backed by the greatest bridal-season 





advertising campaign in Community's history — 
full-page advertisements in 1] top 
magazines—and in important cover positions 
in 8 of the 11. 


Aro) NO AAS BAN 


Order from your wholesaler today 














A striking display... 
either way! 


FOR WEDDING GIFT SALES... 
COME ALONG WITH 








THE FINEST SILVERPLATE 


#TRADEMARK OF ONEIDA LTD. " 





